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ABSTRACT 
 
The study is on the influence of comprehensive servicescape on shopping behaviour 
of road and rail travelling shoppers. The comprehensive servicescape is referred to 
as synchronization of the multidimensional servicescape dimensions, which are the 
physical environment, social environment, socially symbolic and the natural 
dimensions into one entity that the travellers encounter during the shopping exercise. 
The servicescape cues that include shoppers and the physical set-up of the service 
firm are important in influencing service quality evaluation and consumer satisfaction.  
The aim of this study was to establish the impact of servicescape on travelling 
shoppers’ buying behaviour and shopping motivations amongst different shoppers 
that were identified within the South African bus and railway stations. The bus and 
railway station environment induces an interesting type of shopping behaviour 
amongst the travelers. The purpose of the study was also to explore the travelling 
shoppers’ expectations and perceptions on the comprehensive servicescape within 
the bus station’s retail environment. Additionally the study attempted to address 
important gaps in the South African literature in respect of the influence of social-
servicescape on the buyer behaviour and hedonic motivation of travelling shopper.  
The questionnaires used in the study were constructed along five dimensions of 
service quality containing statements linked to a five-point Likert-type interval scale 
anchored by “strongly agree” and “strongly disagree. Self administered 
questionnaires were used for data collection from the travelling shoppers through 
“mall intercept technique” and 300 questionnaires were collected from respondents . 
The academia benefits from this study from the comprehensive servicescape model 
of the South African bus and railway stations that was developed. The study built on 
literature by investigating the influence of the comprehensive servicescapes as 
perceived by travelling shoppers within the South African retail environment. 
Additionally it was shown both theoretically and empirically, that, that service quality 
in high contact service environment like the bus and railway station can best be 
explained by an analysis of the comprehensive servicescape or the multidimensional 
and hierarchical model.  
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As a result of this study retailers will have a full picture on the specific needs, 
perception and expectations of road and rail travellers in relation to the quality of the 
stations’ servicescape, which retailers have to improve in order to increase customer 
patronage. It is assumed that retailers will be aware that store image and the store 
ambience should meet the challenges of the perceptions, motivations and consumer 
behaviour of travellers within the comprehensive servicescape of the station.  
This study provides a trigger effect to spatial planners to design high quality 
servicescape that will attract travellers for both hedonic and utilitarian shopping. 
Hirschman and Holbrook (1982) believed that shoppers derive pleasure from the 
experience of shopping itself, regardless of the joy from acquiring goods, this more 
so with travelling shoppers. A bus station can be both a growth node and a tourist 
attraction, if its features are attractive, therefore planners can benefit from this study. 
In this study theory that forms the bases of the influence of social servicescape on 
the behaviour of travelling shoppers that frequently visit and participate in shopping 
at various South African bus station retail outlets is provided. Additionally, this study 
provided empirical information on the relationships that exist amongst the 
characteristics of the South African Park Stations’ physical retail environments, user 
perceptions and interpersonal encounters.  
The behaviour of shopping travellers was extensively discussed to provide the 
background of theories and various models concerning shopping behaviour of 
travellers. Through this work, clarity on consumer behavioural trends of travelling 
shoppers in the South African retail sector is provided, which assist in differentiating 
retail products, services and segmentation of markets in a way that could enhance 
marketing effectiveness amongst the travelling shopping segment. Special attention 
was paid to factors that motivate road travellers’ choice of stores; the type of 
products they purchase and their decision making processes. Effort were made to  
identify, categorize and segment shopper typologies and their shopping behaviours.  
Effort was also made to discuss extensively the social and physical influences of 
environments in a retail environment such as that of the bus and railway station. The 
discussions in this study focussed on describing the comprehensive servicescape 
model dimensions which shoppers encountered during their shopping activity. The 
study also indicated the significance of the interaction of service staff with the 
customers in determining the service quality, customer satisfaction and the future 
intention of travelers. Additionally this study emphasised the importance of social 
xv 
 
encounters and perceptiveness to cues within the station, which determine whether 
they actively or passively are involved in the shopping encounter. 
The research findings reveal that, travellers perceive the servicescape within the bus 
station as unattractive and lack appropriate facilities. Furthermore travelers 
considered the two dimensions (store image and store ambience) of the store’s 
servicescape as one composite unit of the servicescape. This position is supported in 
literature, where it is argued that people respond to their environment holistically, 
rather than to individual stimuli. The travelling shoppers reveal that although they 
always find the shops from the bus station clean and neat, consumers expect a 
certain level of ambient environmental conditions to be present.   
The empirical findings in this study indicate that travelling shoppers are not interested 
in visiting the stores at the bus and railway station for shopping because 
merchandise from the bus station stores is poor in quality and unreliable; the 
surroundings at the station as unpleasant and the bus and railway station stores are 
congested. Thus, hasty shopping and spending more time or stay longer than 
planned for shopping at the bus and railway station is not useful to travelling 
shoppers. Therefore, travellers feel strongly that the shopping environment of the 
station is not conducive to shopping. These facilities (stations) are only used for 
travelling purposes; therefore there is a need for improvement in the retail and station 
facilities in order to increase shopping activities within this servicescape. 
The research findings reveal that shopping at the bus station seems to be driven by 
traditional needs such as functional and experiential motivations as well as travel-
related needs such as bus station-atmosphere-related and bus station-infrastructure-
related motivations. It was difficult to deduce a particular typology of shoppers in this 
environment, but due to the stress related to travelling. Passive shopping was 
observed amongst travellers, which is not a positive shopping behaviour for retailers.  
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     CHAPTER ONE 
     
INTRODUCTION AND SCOPE OF THE STUDY 
 
1.1.   INTRODUCTION AND BACKGROUND TO THE RESEARCH 
The South African retail businesses and products are rapidly expanding, locally and 
in the SADC region; major retail outlets found in South Africa are also found in 
almost every SADC country. Despite the many comparable services that are found in 
their countries, large numbers of foreign shoppers from the SADC region, especially 
from Zimbabwe make long trips to South Africa for shopping purposes. Within the 
SADC region Zimbabwe is currently one of the largest trading partners of South 
Africa. The increased volume of goods imported from South Africa by the 
Zimbabwean shoppers since the 1990s is due to economic problems in that country 
and the advancement in retailing in South Africa.  
 
Economic stagnation within the SADC region is also a major pulling factor for a wide 
spectrum of shoppers to travel to South Africa.  Utilitarian and hedonic motives may 
also be important drivers of shopping trips that usually force consumers to participate 
in some forms of out-country shopping. For hedonic shoppers, buying goods and 
services from hometowns or border towns seem to be less attractive. Since the 
independence of South Africa in 1994 it became easier for shoppers from the SADC 
region to travel to South Africa for shopping purposes. The positive demographic, 
economic and social changes in the SADC countries also influenced major shifts in 
shopping habits, buying and consumptive behavior of many people. It is important to 
note that many shoppers are highly mobile due to ownership of cars; efficient public 
transport; high quality road networks; customs systems; excellent atmospherics 
within retail shops and cheaper products in South Africa.  
 
According to Hudson and Hawkins (1989) shopping is considered to be one of the 
oldest and most important activities of travelling shoppers and for many tourists no 
trip is complete without having spent time in shops, malls or local markets. 
Leisen(2001) and Timothy (2005) stated that a combination of shopping and touring 
provides entertainment and pleasurable experiences to shoppers. It is because of 
this reason that it is important to offer an attractive shopping environment with 
complementary facilities to travellers and shoppers.  
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South Africa has some of the largest, oldest and busiest cities in the SADC region for 
example; Johannesburg has a variety of retail infrastructures that are important in 
facilitating a competitive shopping experience. Physical infrastructure provides three 
important emotional states to shoppers; these are pleasure/displeasure, arousal/non-
arousal and dominance/submission. These three variables have a significant impact 
on the cognitive and physiological responses of shoppers. Additionally all retail 
surroundings communicate a particular type of emotional message that is imbedded 
in the service environment, the service quality, type of organisational socialisation as 
well as differentiation and stimulation of shoppers.  
Although some retail servicescapes in South Africa, for instance at the bus and 
railway stations are unattractive; it may be possible that they were developed without 
the interest of a high influx of travelling shoppers from the neighboring countries.  A 
question that may be asked is: what is the perception of travellers when viewing 
various types of retail servicescapes within bus or railway stations? More 
importantly, it remains unclear what are the shopping motivations and behaviours of 
travellers to bus or railway stations? What products do they buy and where do they 
usually buy from? As indicated in section three of this chapter the purpose of this 
study is to carry out a quantitative study of travelling shoppers within the South 
African bus and railway station area. The study aims to determine their possible 
shopping motivations and identify shopping behaviours interacting with the social 
and physical environment of South Africa‟s retail servicescape.  
 
The focus of this study is to determine the influence of social-servicescape on 
travelling shoppers‟ buying behaviour; shopping motivation amongst different 
hedonic shoppers that are identified within the South African bus and railway 
stations, and how store image formation is developed amongst travelling shoppers. 
Besides the OR Tambo International Airport, South Africa‟s Park Station 
Johannesburg is a major gateway into and from the South African markets for a 
large number of shoppers and tourists from the neighbouring countries. South 
African bus and railway stationshave been chosen as the study area for this study 
because road travellers can be identified easily since more than 2 000 foreign 
travelling shoppers use this station everyday (statistics provided by bus operators). It 
is important to note that the South African bus and railway stations can be a leisure 
attraction and primary destination on its own, where waiting passengers can be 
identified. 
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While in South Africa and especially at a busy bus and railway station there is the 
likelihood of different consumptive behaviours amongst the travelling shoppers. 
Retailers should understand and effectively respond to such behaviours in order to 
provide memorable services and experiences. The South Africabus and railway 
station environment provokes certain types of shopping behaviours amongst the 
travelling shoppers. This study will analyse these behaviours and provide theoretical 
and practical reasons for such activities. The shopping behaviour and the activities 
that travellers participate in might be influenced by some characteristics that are not 
usually found in their normal home shopping experience. Besides the impact of the 
physical environment, travelling shoppers interact with each other and with frontline 
workers in these shopping centres, as well as local shoppers, while waiting for 
transport. These social encounters might have an influence on their shopping and 
consumptive behaviour. As buyer behaviour is determined by both the socio-physical 
aspect of the environment and social meanings that are attached to particular 
purchase occasions, store choice by various travelling shoppers can be influenced 
by atmospherics and social interactions within the retail environment in South Africa 
(Tombs & McColl-Kennedy 2003:447-475). 
 
1.2.  THEORETICAL FRAMEWORK   
 
1.2.1. The Servicescape Conception  
Booms and Bitner (1981:36) developed and defined the concept of a servicescape 
as the environment in which the service is assembled and in which sellers and 
consumers interact in combination with tangible commodities that facilitate the 
performance or communication of the service.  
 
Bitner (1992:57) defined servicescape as a conceptual framework for understanding 
the physical environment and user relationships in service firms. Bitner (1992) also 
developed the typology of service organisations based on variations in form and 
usage of the servicescape. It is common knowledge that services are consumed in 
the same service environment where the consumers and the physical environment 
interact closely. The satisfaction that the patrons get from particular services is 
usually influenced by the quality of the environment where the shopping encounter 
takes place (Lovelock and Wirtz 2007). It‟s unfortunate that most organisations rarely 
or barely take cognisance of this important tangible organisational resource. 
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Compared to other marketing and promotional variables like pricing, products and 
packaging that exist within the firm, the physical environment is seldom used 
effectively to the advantage of the other business processes. If they are made to be 
part of the organisation‟s promotional efforts, the physical settings could improve 
organisational results.  
 
Bitner (1992:58) also saw the physical environment as the built environment that is 
man-made, which is derived from the biotic environment, trees, flowers and people. 
In the definition of servicescape the physical environment (signage, ambience and 
atmospherics) is emphasised and deals with the natural or social environment, which 
is one of the major components of this chapter. Aspects of the surroundings, that 
Bitner (1992) considered, are the spatial layout and functionality and the elements 
related to aesthetic appeal. The physical dimensions of the organisation's 
surroundings influence the customer and employee behaviours concurrently. It is 
important to note that individuals react to places in two general forms of behaviour, 
which are approach and avoidance (Mehrabian & Russell 1974:4; Adams, Ambady, 
Macrae & Kleck 2006). Different studies on physical environments have suggested a 
number of definitions of the service environment which are consumptionscape, 
retailscape, servicescape or atmospheric (Donovan & Rossiter 1994, Nelson & 
Venkatraman 2008). 
 
Tombs and McColl-Kennedy (2003:448); and Bitner (1992:58) to a certain extent 
shared the same views of the servicescape in the physical environment, 
atmospherics, marketing environment, economic environment, interactive theatre, 
healthscapes, environmental psychology, store environment, service environment 
and social-servicescape. Turley and Milliman (2000:193) indicated that these 
different terms of the servicescape reflect the eclectic nature of the literature in this 
area. In this study, for the purpose of consistency, a definition of servicescape by 
Bitner (1992) is  favoured that refers to it as the design of the physical environment 
and service staff qualities that characterise the context which houses the service 
encounter, which elicits internal reactions from customers leading to the display of 
approach or avoidance behaviours. Tombs and McColl-Kennedy (2003) broadened 
the conceptualisation of servicescape and made it more comprehensive where they 
considered the people (consumers) and the frontline staff as part of the 
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servicescape, which they defined as the social-servicescape. Hightower and Shariat 
(2009) as well as Hoffman and Bateson (2006) believed that the success of a 
business depends on how the consumers react to its servicescape; a positive 
reaction to a servicescape means higher monetary returns to an investor. 
 
1.2.2 Environmental Dimensions of Shopping 
According to Bitner (1992) environmental dimensions of the store include ambient 
condition, the space functions, signage and symbols. These store dimensions 
provide and define the process of customer perception, emotional well-being, 
attitudes and behaviours. Ziethaml, Britner and Gemler (2006) sugest that the 
perceptions of store cues, irrespective of whether processed individually or 
processed holistically results in some attitudes by shoppers. These attitudes are 
meaningfully related in the mind of the customer to form an overall attitude towards 
the store, which in the customer‟s mind becomes the store image. The South African 
bus and railway station is an important business area and its environment has the 
power to either attract or de-motivate shoppers if the servicescape is not attractive, 
cannot offer security to buyers, do not offer sufficient a variety of goods, and lacks 
appropriate amenities that travelling shoppers would require to make their buying 
experience memorable.  
 
According to Tombs and McColl-Kennedy (2003) and Lovelock and Wirtz (2011) the 
Bitner‟s (1992) servicescape model indicates three variables that are important in the 
development process of a shopper relationship with a particular outlet, which are the 
interaction between store environment, staff and the shoppers. This interaction is 
important in the development of customer relationships and customer retention. The 
Bitner model does not incorporate the influence of other customers (social 
interaction) that may be present during the consumption of a service by shoppers. 
Other customers present can potentially influence the cognitive, emotional and 
psychological of the shopper that could lead to a change in behaviour observed 
through customer affiliation, exploration, staying longer or satisfaction. This study will 
extend the Bitner Model to include the influence of other shoppers especially during 
the time travelling shoppers will be in a waiting room/departure lounge awaiting for 
buses or trains to take them to their destinations. 
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Environmental cues or moderators according to the Bitner Model (1992) and Garg, 
Rashiman and Kumar (2010) are important in this study because they can moderate 
the perceptions of customers, those of other customers and employees of retail 
shops. The appearance and behaviour of both service personnel and customers can 
reinforce or detract from the impression created by a service environment. The 
presence of other customers also has an effect on the consumption process.  
 
1.2.3. Motivation for Shopping in Selected Retail Environments 
Research has shown that consumers may respond to more than just tangible 
products or services rendered when making a purchase decision (Lovelock and 
Wirtz 2007; Hoffman and Bateson 2006). These authors further believed that the 
place or atmospherics of a shopping environment is more important than the 
services or products provided by the shop in decision making. After a thorough 
review of shopping literature conducted by other researchers, Geuens, Brengman 
and S‟jegers (2001) postulated that the three motivations for people doing shopping 
are: functional, social and hedonic/experiential.  
 
Functional motivations consider how the product will fulfill customer aspirations and 
the attributes of the product features such as product mix, quality, convenience and 
price. Hassan, Muhammad and Baker (2010) concur this notion in their study of 
patronage behavior. Elements that are seen as functional by one consumer may be 
emotional/psychological triggers for another. What is important for retailers is to 
obtain information on how cues from a retailing mix are perceived, processed and 
what is the image the customer perceived. Neal, Quester & Hawkins (2004) suggest 
that the hedonic or experiential motivation is triggered by sensory stimulations or a 
new experience that might exist, whilst the social motivation is a function of pressure 
from peers who share the same interests and sentiments. Subhashini (2006) 
referred to hedonic or experiential motivation as the psychological factors that 
influence a shopper to make a decision to purchase certain merchandise. This could 
be as a result of external influences to the shopper such as store ambience, layout, 
marketing communication efforts, and architectural aesthetics and the social identify 
of the shopper. 
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Store choice is also determined by the congruent attributes between the store and 
the self-image of the customer. According to Dennis and Newman (2005) this is 
determined by earlier purchase conducted by the shopper and the service 
encountered during that purchasing encounter. As the social identity of the shopper 
meets with the shop image then a relationship is established between the two 
entities. A loyal relationship then develops between the store and the shopper 
through successful implementation of relationship marketing (Lamb, Hair, McDaniel, 
Boshoff & Terblanche 2004:11-12). Lamb et al. (2004) posited that the marketers 
benefit from long term partnership, for instance, repeat sales and referals through 
the improvement of service delivery in terms of speed, efficiency and service 
become more personilised and need-satisfying. Costs fall because it is less 
expensive to serve existing customers than to attract new ones. Customers also 
benefit from stable relationships with marketers who offer value and provide 
satisfaction on consistent basis.  
 
Attraction to a particular shop may be as a result of experiential shopping motives; 
therefore, this study will provide a detailed discussion of different frames of 
experience e.g: the humanistic frame, the frame of extra-ordinariness and the 
marketplace frame (Ahola 2005). In the Holbrook and Hirschman (1982) study the 
experiential perspective was considered a primary subjective state of consciousness 
with a variety of symbolic meanings, hedonic and aesthetic responses to the 
environment. According to Holbrook and Hirschman (1982); and Ryan (2002) it is 
accepted in psychology that the first level of response to any environment is affective 
(emotional) in nature. Shoppers seeking emotional arousal are considered the 
primary motivation for consumption of certain product classes such as novels, plays 
and sporting events. Since customer emotions are important in developing buying 
behaviour, hedonic shopping experience is important to understand because it has 
an influence on the motivation of travellers‟ shopping habits, perceptions and 
motivations.    
 
Price, Arnould and Deibler (1995) state that satisfaction would be greately increased 
by analyzing the emotional aspect of the consumer‟s experience. According to 
Lovelock and Wirtz (2011) there are important dimensions of emotions, which are 
pleasureand arousal that are accepted by various researchers as adequate and 
sufficient to define emotional states.  
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 1.2.4. Hedonic Shopping 
According to Hirschman and Holbrook (1981) hedonic consumption is that facet of 
behaviour that relates to the multi-sensory, fantasy and emotive aspects of 
consumption. Subhashini (2006) advanced the notion that the consumer derives 
pleasure from the experience of shopping in and of itself, irrespective of the benefits 
obtained from the shopping goods ultimately purchased. One of the main reasons 
customers seek out hedonic consumption is to experience excitement (Wakefield & 
Blodgett 1999 and Heinonen 2004: 206-207). The idea that consumers are 
motivated by more than simply the utilitarian motive to obtain desired items has been 
acknowledged by various researchers (Jones, Reynolds & Arnold 2006).  
 
The concept of hedonic/experiential shopping (Hirshchman & Holbrook 1981) 
proposed that the process of shopping rather than focusing on goods may motivate 
some other consumer activity. An experience is not an amorphous construct it is a 
real offering as with any service, good or commodity. In the contemporary service 
economy many companies simply wrap experiences around their traditional offerings 
to sell them better. Pine and Gilmore (1998) added that an experience occurs when 
a company intentionally uses services as stage, and goods as props, to engage 
individual customers in a way that creates a memorable event. Commodities are 
fungible, goods tangible, services intangible and experiences memorable. 
 
Excellent design, marketing and delivery of experience should consider the following 
dimensions: customer participation, connection or environmental relationships that 
unite customers with the event or performance. Most retailers talk about shopping 
experience but fail to create a theme that ties the disparate merchandising 
presentations together into a stage experience (Pine & Gilmore 1998). The 
environment within a station (waiting for a bus, the crowding environment, impact of 
other travellers) forces travellers to embark on hedonic shopping experiences. This 
research will investigate three important variables that are related to hedonic 
shopping, that is (a) traveller customer motivations, (b) store environment‟s influence 
on shopping motivation and (c) the influence of other tourists on the buying 
behaviour in the South African context. Further, the research will investigate the 
influence of sellers on buyer perceptions and motivation to participate in shopping 
encounters. 
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1.2.5.   Consumers’ Motives to Engage in Experiential Shopping 
Hirschman and Holbook (1981 believed that shoppers derive pleasure from the 
experience of shopping itself, regardless of the joy from acquiring goods. Babin, 
Darden and Griffin (1994) and Subhashini (2006) observed that hedonic and 
utilitarian shopping motivativation seem to coexist among consumers. Furthermore, 
some consumers may be strongly influenced by utilitarian benefits of obtaining a 
valued product at a good price, shopping motivation can bolster one‟s self concept 
as a smart shopper.  Kim (2002) identified a segment of consumer “market mavens” 
who are particularly likely to provide other people with information on obtaining 
desired products in an efficient and cost effective manner. 
 
1.2.6. Typologies of Shoppers 
Shopping motivations have a different effect on different types of shoppers, hence 
the need to segment shoppers into identifiable categories. Many authors identified 
various shopper types, for example Lesser and Hughes (1986) identified seven 
shopping segments, which are (a) inactive shoppers, (b) active shoppers, (c) service 
shoppers, (d) traditional shoppers, (e) dedicated fridge shoppers, (g) price shoppers 
and (h) transitional shoppers. Arnold and Reynolds (2003) believe that hedonic 
shopping motives are similar to the task orientation of utilitarian shopping motives. 
This idea lead to the development ofthe following six shopper typologies: (a) 
adventure shoppers, (b) social shoppers, (c) idea shoppers, (d) role shoppers, (e) 
gratification shoppers and (f) value shoppers. It was found in various taxonomies and 
different studies that in terms of product purchases, people seek connections to the 
destination, item authenticity, intrinsic beauty and workmanship as well as utilitarian 
value. They collect souvenirs as a reminder or memento of a trip and their 
relationships with crafts people and vendors.  
Travellers are very complex in terms of their needs and what they demand from the 
market and the environment they interact with when they seek for memorable events 
or products. People travel long distances in search of intrinsic satisfaction and 
fulfilment. This study will also identify the type of travelling shoppers (shopper 
typology) within the South African retail environment because of the strong link 
between shopper behaviour and shopper typology. 
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1.3. PROBLEM STATEMENT 
The problem statement of this research is centered on the influence of a social-
servicescape and the physical environment on buyer behaviour of travelling 
shoppers. Baker, Parasuraman, Grewal and Voss (2002), Baker, Grewal and Levy 
(1992) and Bitner (1992) stated that the physical environment has an impact on the 
behaviour and attitude of customers, even though little research was done on how 
the various components of the physical environment affect attitudes and behaviours 
of customers and the relationship between the physical and social environment of 
shopping areas.  Bitner (1992) claimed that managers continually plan, build, change 
and control an organisation‟s physical environment, but the impact of physical design 
on the ultimate consumer satisfaction is not fully understood. Arnold and Reynolds 
(2003) stated that, while retailers focus more on entertaining customers, academic 
research is lacking in respect of investigating the hedonic reasons for people 
shopping. However, the retail landscape has since changed significantly and new 
strategies should be developed that would target not only home based shoppers but 
also consider the needs and perceptions of travelling shoppers.  
 
According to De Mozota (1990), the shopping environment can directly influence 
purchasing behaviour, however, Machliet , Kellaris and Eroglu (1994) disputed this 
notion in terms of the results on research into crowded retail environments. 
According to the literature reviewed in environmental psychology by Cassidy (1997) 
there is a reoccurring theme and notion that the influence of physical settings on 
behaviour is inextricably bound with social aspects of the environmental setting.  It 
appears that, the social element of the environment has received little attention in 
terms of research in South Africa. This lack of research is surprising given the large 
number of service companies in South Africa where the interactions or encounters of 
firms and shoppers are unavoidable.  
 
There is no empirical or secondary research addressing the role and influence of 
social-servicescapes in the context of travelling shoppers who participate in 
shopping trips to South Africa. Tombs and McColl-Kennedy (2003) stated that there 
is no study that proposed a conceptual model that incorporates the social aspects of 
service settings. According to Tombs and McColl-Kennedy (2003) there are social 
interactions in the social environment that give rise to emotions and emotional 
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display, that influence the customer‟s behaviour. Turley and Milliman (2000) argued 
that the atmospheric effect on buyer motivation exists but that there was not enough 
effort devoted to explaining, predicting and controlling the behaviour of consumers 
within shopping environments.Bus and railway stations in South Africa do not have 
facilities and systems of managing travellers‟ stressful waiting periods (van Hagen, 
Pruyn, Galetzka & Kramer 2009:3). 
 
In light of the problems mentioned above this research will attempt to address 
important shortcomings in the literature pertaining to the concept of social-
servicescape within the South African retail environment. The Social Facilitation 
Theory, the Behaviour Settings Theory, the Affective Events Theory and the 
Affiliative Conflict Theory will be used to construct the influence of social-
servicescape on the customer behaviour within South African bus and railway 
stations. 
 
The high concentration of travellers in South Africa at bus and railway stations brings 
about large numbers of travellers whiling away time whilst waiting on transport 
facilities. The result of this is that a need for shopping and other hedonic activities 
arises.  This could benefit retailers in and around the environment of bus and railway 
stations. As retailing outlets invariably have specific servicescapes, it is of paramount 
importance to investigate to what extent the existing servicescape contributes 
optimally to customer satisfaction of travellers. 
 
In summary this study attempts to investigate the following problems: 
 The gap that exists in the South African literature in respect of the influence of 
social-servicescape on the buyer behaviour and hedonic motivation of travelling 
shoppers. 
 The apparent lack of facilities that would enhance the servicescape at bus and 
railway stations in South Africa. 
 The need for managing the travelers waiting time by improving the inadequacies 
of the existing servicescape of retailing and other facilities at bus and railway 
stations. 
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1.4.      RESEARCH OBJECTIVES 
 
1.4.1.  Primary Research Objective 
This research will investigate and analyse the perceptions of travelling shoppers with 
respect to the following important variables within the servicescape theory, which 
are: environmental dimensions in retailing, typology of travellers, social encounters 
of travellers with other consumers, retail employees and elements of the 
comprehensive servicescape as well as the impact of servicescape on customer 
satisfaction, cognitive dissonance and repurchase behavioural intentions as 
indicated in Figure1.1. Travellers may have different perceptions and expectations of 
both the physical and social environment of the South African bus and railway 
stations, which in turn could have an impact on their buying behaviour. Thus the 
primary research objective of this study is to investigate the travelling shoppers‟ 
perceptions on the comprehensive servicescape within the South African retail 
environment as indicated in the conceptual model (Figure 1.1).     
 
1.4.2.   Secondary Research Objectives 
This study identified eight secondary research objectives, which will form the basis of 
this research program:  
 
 To investigate the expectations and actual experiences of traveling shoppers 
within the bus and railway retail environment (servicescape); 
 To investigate the effects of the stores image on the buyer behaviour of travelers 
that use bus and railway stations‟ retail environment; 
 To determine whether the ambience of the bus and railway station„s retail 
environment has an influence on the buyer behaviour of traveling  shoppers; 
 To determine whether the travelling shoppers‟ social encounters enhance the 
store ambience and store image of the bus and railway station retail 
environment; 
 To investigate the impact of the existence of other travellers and employees at 
the bus and railway station retail environment. 
 To provide an overview of the typology of travelling shoppers within the bus and 
railway station. 
 To identify whether the presence of others and service rendered by employees 
within the bus and railway retail environment has an influence on the shopping 
motives and buyer behaviour of travelling shoppers. 
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 To determine whether the comprehensive servicescape of the bus and railway 
have an impact on repurchase behaviour on particular shops by the travelling 
shoppers. 
 To identify whether the comprehensive servicescape of the bus and railway 
station has an influence on customer satisfaction (travelling shoppers) and post 
purchase doubt. 
 To investigate whether the social encounters within the bus and railway stations‟ 
retail environment impact on customer satisfaction, repurchase behaviour and 
post purchase doubt.  
 
 
1.4.3.  Research Questions 
Given the purpose and objectives of the research, the following research and many 
other questions are posed:   
 
 Are there any identifiable physical cues that can influence and enhance positive 
buying behaviour within the bus and station retail shops? 
 What are the hedonic shopping reasons of travelling shoppers that pass through 
the bus and railway stations? 
 Is there any identifiable typology of travelling shoppers within the bus and railway 
station? 
 Does travelling have an influence on the shopping motives, behaviour of 
shoppers and the perception of service quality as provided by store employees?  
 Do the attitudes, perceptions and mere presence of other shoppers/travellers 
influence the buyer behaviour of travellers? 
 Does susceptibility to emotional contagion from other shoppers have an impact 
on perceived service quality, satisfaction and improvement in the stores 
environment?  
 Is there any positive relationship between social density and buyer behaviour of 
travelling shoppers within bus and railway station retail environments?  
 What is the level of influence of retail staff and bus and railway station staff on 
the service evaluation, customer satisfaction, post purchase doubt and 
repurchase intention of travellers? 
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1.5 .  RESEARCH HYPOTHESES  
Based on the research purpose and stated research questions the following sets of 
hypotheses have been formulated. Figure 1.1shows eleven alternative hypotheses to 
be tested empirically.Two sets of hypotheses representing the (alternative 
hypotheses) will be considered as well.  
First set of hypotheses (alternative hypotheses) pertaining to independent 
variables environmental dimension, typology of the shopping traveller and 
social encounter. 
 
 Ha1:There is a relationship between environmental dimensions and compre-
hensive servicescape within the bus and railway station. 
 Ha2: There is a relationship between social encounters and the environmental 
dimensions within the bus and railway station. 
 Ha3: There is a relationship between typology of travellers and the compre-
hensive servicescape within the bus and railway stations. 
 Ha4:There is a relationship between typology of travellers and the social 
encounters within bus and railway stations. 
 Ha5: There is a relationship between social encounters and the comprehensive 
servicescape within the bus and railway stations. 
 Ha6: There is a relationship between social encounters and the repurchase 
behaviour within the bus and railway station. 
 Ha7:  There is a relationship between social encounters and cognitive dissonance 
within bus and railway stations.  
 Ha8: There is a relationship between social encounters and customer satisfaction 
within the bus and railway station. 
Second set of alternative hypotheses: The impact of the moderating variableon 
dependent variables on. 
 
 Ha9: There is a relationship between the comprehensive servicescape and the 
repurchase behaviour within the bus and railway station. 
 Ha10: There is a relationship between the comprehensive servicescape and 
cognitive dissonance behaviour within a bus and railway station. 
 Ha11: There is a relationship between the comprehensive servicescape and 
customer satisfaction within the bus and railway station. 
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1.6. THEORETICAL MODEL OF THE COMPREHENSIVE SERVICESCAPE WITHIN BUS 
AND RAILWAY STATION RETAIL ENVIRONMENTS 
 
It is important to note the nature of individual shoppers, the shopping situation and 
environment as well as shopper cultures provide many challenges in generalising 
and developing theory of a social-servicescape. As indicated by Bitner (1992) and 
Tombs and McColl-Kennedy (2003) there are expected and actual service outcomes 
that the travelling customers might experience during their shopping excursions to 
South Africa. 
 
Figure 1.1:   The modelled relationships among variables measuring 
influences and outcomes of comprehensive servicescapes as 
perceived by travelling shoppers  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
TYPOLOGY OF  
TRAVELLERS 
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           DEPENDENT VARIABLES 
16 
 
From Figure1.1 it can be seen that the comprehensive servicescape can be 
influenced by three variables which are environmental dimensions (stores image and 
store ambience) as seen by shoppers, typology of travelling shoppers and the social 
encounters (interaction with others and frontline staff and the presence of other 
people) during the consumption process within the comprehensive servicescape of 
the bus and railway stations have a strong influence on buyer behaviour. 
 
1.7  DEFINITIONS AND CLARIFICATION OF CONCEPTS  
 Shopping behaviour - activities that occur while individuals examine or purchase 
merchandise and services (Darden & Dorsch 1990). 
 Value is what the customer gets in relation to what the customer gives.  
Anderson (1998) value based on the value description of as “the perceived worth 
of benefits received by a customer in exchange for the price paid for a product 
offering”. 
 Social cue – an event or motivation that provides a stimulus to the consumer, 
obtained from the individual‟s peer group or from significant others (Hoffman and 
Bateson (2006: 84) 
 Approach behaviour - an individual's willingness to stay physically in an 
environment, to look around or explore an environment, to verbally express 
preference for an environment, to approach others and specific tasks in the 
environment (Mehrabian & Russell 1974 as cited in Lovelock and Wirtz 2011: 
281). 
 Avoidance behaviour - an individual's desire to leave and not return to an 
environment, to avoid moving through an environment, to avoid interacting with 
others, to ignore communication attempts by others in an environment, and to 
avoid performing specific tasks due to dissatisfaction with the environment 
(Mehrabian & Russell 1974 as cited in Lovelock and Wirtz 2011: 281). 
 Store image: the image of the store is a combination of the physical elements of 
interior and exterior design and layout and displays that create an environment 
that consumers find attractive (Brassington and Pettit 1997: 515).  
 The store ambience covers the general atmosphere of the store, which is both 
physical and intangible in nature. The ambience or facility aesthetics play an 
important role in customer satisfaction (Kumar & Purani 2011:12).  
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 Store attributes - criteria or features that make up a variety of merchandise 
dimensions e.g. quality, assortment, fashion and the service dimension, for 
example, general service, return policy, delivery (Shim & Kotsiopoulos 1993). 
 Shopping typology - categories of shopper styles that reflect consumer needs for 
products and services. They also determine personal, economic, recreational, 
and social motivations for shopping (Shim & Mahoney 1992). 
 Customer Satisfaction is defined by Lambet al. (2004:11) as “a positive reaction 
to a purchase decision or post-consumption evaluation of a”. Satisfaction occurs 
with the enhancement of a customer‟s feelings when he or she compares his or 
her perception of the performance of products and services in relation to her 
desires and expectations (Spreng,Mackenzie and Olshavsky 1996). 
 Services can be defined as offerings where “the primary or core product offering 
is intangible” (Gremler 2004:71). Gremler‟s (2004) clarification of the term 
“services” was utilised in this study.  
 Service Encounters are defined by Lovelock and Wright (1999:75) as “the stage 
in the service purchase process, in which the service delivery takes place 
through through interaction between a customer and a service provider”. 
Lovelock and Wright (1999:48) further suggest that the service encounter is “a 
period of time during which the customer directly interacts with a service”. 
 Servicescape - the term refers to the “manmade, physical surroundings as 
opposed to the natural or social environment” (Bitner 1992:58), thus explicitly 
excluding other customers present. Lovelock and Wright (1999:200) defines 
serviscape as the „impressions created on the five senses by the design of the 
physical environment where service is delivered. Whilst, Hoffman and Bateson 
(2006:9) refers to this term as the use of physical evidence to design service 
environments.    
 Social-servicescape - the service environment comprises both the physical and 
social environment. The social environment comprises the people (shoppers, 
other shoppers and service staff).The influence of physical settings on behaviour 
is inextricably bound to the social aspects of the setting” (Cassidy1997:3). 
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1.8.   RESEARCH METHODOLOGY 
There are two main research paradigms in research literature, namely positivistic 
and phenomenological research. Unfortunately there is considerable blurring 
between these two main research paradigms (Collis & Hussey 2003:47; Santos 
2006:290). The positivistic paradigm is alternatively known as the quantitative, 
objectivist, scientific, experimentalist, or traditional research paradigm. The 
phenomenological paradigm is also known as the qualitative, subjectivist, humanistic 
or interpretive research paradigm (Collis & Hussey 2003:47). Researches employing 
the positivistic paradigm assume that social reality falls within the domain of the 
research and has to be measured to understand it. At the opposite end of the 
continuum are phenomenological mindsets that focus on the meaning rather than on 
the measurement of social problems (Collis & Hussey 2003:53). 
 
According to Collis and Hussey (2003:78), the use of the two different research 
methods and techniques in the same research study is known as triangulation, and 
is appropriate in order to overcome the potential bias and sterility of a single-method 
approach. This study will use the two methods at different stages in this study. Given 
the nature of the research problem in this study, the positivistic approach seems to 
be most appropriate to gauge the potential mismatch between the South African bus 
and railway station retail servicescape as experienced and understood by the 
travelling shoppers and the service providers. As presented in Figures 1.1 the 
hypothetical model with its directional hypotheses were tested using the positivistic 
research paradigm and its associated statistical data collection and analysis 
methodologies. The phenomenological paradigm is not relevant for this research 
because the research objectives and hypotheses are not focused on the meaning of 
the relationships but rather on relationships as specified and tested for differences. 
The qualitative study was used initially for understanding the problems within and 
around the South Africanbus and railway stations and also during the model 
formulation and testing stages of the questionnaire. 
 
1.8.1.  Observation Study  
The qualitative study was used initially to develop a model and the observation study 
will be used to facilitate the development of an adapted model to be used in the main 
study. In this study a systematic process of recording the behavioural patterns of 
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travelling shoppers without questioning or communicating with them has been 
performed to identify the possible social servicescape variables for travelling 
shoppers and improvement of the variables that were identified in the initial 
observations that lead to the development of the initial servicescape model. For 
three days the researcher and two assistants participated in a process of counting 
the number of buses and trains that passed through the bus and railway stations. 
These figures were cross checked with the data collected from the buses by the 
security companies that manage traffic movements at the station. From these figures 
it was possible to determine the approximate number of passengers that pass 
through the station in a normal day. This information was used to determine the 
population of interest and the operational/working population and finally the sample 
units.  
 
It was also important to observe the characteristics of travelling shoppers with 
respect to the amount and types of goods they are purchasing, the type of 
conversations they make, the number of trips they make inside and outside of the 
waiting rooms and the departure lounge. Other observable incidents, the frequency 
thereof and causative influences (net incidence) could be of importance to the study 
(Dillon, Maddern and Firtle 1994:226). The observations were pertaining to travelling 
shoppers found inside the departure lounge; queuing for buses; inside the busses or 
trains and others just wandering about at bus and railway stations. The results of this 
observation study were used to modify the existing model (Figure 1.1) to include 
unique features of travelling shoppers which assisted in the questionnaire design.  
 
1.8.2. Population, Sampling Procedure and Sample Size 
The population in this research is limited to travelling shoppers and other passengers 
that frequent bus and rail facilities such as for instance, the Johannesburg Park 
Station, which is also the gateway to South Africa and its shopping environment. 
Currently the numbers of travelling shoppers that pass through Beitbridge Border 
Post range between 2000 - 5000 per day; the majority of them to South Africa for 
shopping. Two sub-samples from the two populations; the shoppers and other 
passengers within the bus and railway station area. The size of each sample will be 
a function of the number of statements multiplied by five (5) in the respective 
research instruments in order to perform the required statistical analysis (Blumberg, 
Cooper & Schindler 2005:216).   
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Since the area sampling method is not dependent on a population frame, the method 
is suitable for sampling of users. Self administered questionnaires will be used for 
data collection from the travelling shoppers that will be intercepted at the bus and 
railway stations where they converge for bus transport (Collis & Hussey 2003:176). 
This approach is expected to overcome the limitation of an accessible population 
frame for this sub-sample.  The shops‟ population comprised different categories of 
retailers; for this reason, multi-stage rando sampling was suitable to sample shops 
(Collins & Hussey 2003:158; Kothari 2004:16; Blumberg, Cooper & Schindler 
2005:218-19). The shops sub-sector consisted of 50 shops where one individual per 
shop, especially from frontline staff was selected for purpose of this study. 
 
1.8.3.  Data Collection and Analysis 
The research instrument to measure variables pertaining to perceived potential 
disparities of users‟ expected and actual social interactions within the comprehensive 
servicescape of the bus and railway station will comprise two sections. Section A will 
be constructed along seven (7) dimensions of perceptions of the servicescape within 
a retail environment containing statements linked to a five-point Likert-type interval 
scale anchored by “strongly agree” (5) and “strongly disagree” (1) (Zeithaml, 
Parasuraman & Berry 1990:175-186). According to Blumberg et al. (2005:395), the 
greater the number of points on a rating scale, the greater is the sensitivity of 
measurement and the removal of variance. The statements will be adapted from 
Zeithaml et al. (1990:180-186) and Blumberg et al. 2005:395).  
 
 Secondary Sources 
Secondary sources from related subject disciplines in the Commerce and Business 
Management field were consulted. The literature search at national and international 
level on servicescape, hedonic, utilitarian and buyer behaviour required the use of 
library facilities at NMMU library. Searches through online databases such as 
Sabinet, Ebsco Host, Academic and Business Search Premier, Emerald Research 
Register and Google were conducted to obtain relevant information and international 
dissertation abstracts. In addition, internet searches were conducted for relevant 
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books, articles and other appropriate literature on research per se, and on topics 
related to this study. 
 
Six chapters of the study provide the use of secondary sources which cover the 
discussion of theoretical concepts, various models and theories of consumer 
behaviour, servicescape elements and social encounters within a retail environment.  
 
 Primary Sources 
Primary sources were used to acquire the data required for answering the research 
questions and for testing the hypotheses. In order to obtain the data required to give 
effect to the research questions and test the stated hypotheses two empirical 
surveys were undertaken. Both surveys contained carefully phrased statements to 
which the respondents had to respond on a Likert type five-point scale. The 
questionnaires were based on the literature study and observations made during the 
initial research process in the retail environment at bus and railway stations. 
 
Primary data on the two sub-samples were collected through the use of pre-tested 
questionnaires (pilot study), observation and in-depth interviews through intercepting 
travellers at the bus and railway stations. Discussions were held with travellers while 
waiting for their buses to various areas in South Africa and the African continent.  
 
 Data Analysis 
Data analysis was performed by means of the computer programmes Microsoft 
Excel, (Version 10) and Amos 19.0. Data analysis was used to assess the internal 
reliability of the measuring instruments used.  Statistical analysis was also used to 
evaluate the validity of the various instruments used to measure the constructs under 
consideration. The influence of the independent variables on the dependent 
variables specified in the model depicted in Figure 8.1 were evaluated through 
multiple regressionand the hypothesised relationships were also tested. 
 
1.9.   PURPOSE OF THESTUDY  
South Africa‟s retail service environment is the most important public service space 
in which social interaction amongst shoppers (foreign and local) and frontline staff 
occurs. Currently many shopping centres (malls) are built all over South Africa with 
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different design characteristics to serve local shoppers and foreign shoppers that 
may have different needs, perceptions and expectations. Most shopping 
environments create over-crowding, which may give rise to too much social and 
psychological stimulation, due to spatial limitations and unique reactions to spatial 
restriction by shoppers.  In addition, the degree of interaction between travelling 
shoppers and the frontline service staff of retail shop settings has not been 
addressed in previous researches where it is important to identify their influences on 
the buyer behaviour (stores choice, what to buy and when to buy the product). There 
is a need also to identify social features of the retail environment that may lead to an 
understanding of travellers‟ perceptions of these features. Therefore, this study aims 
to provide empirical information to understand the relationships between 
characteristics of South Africa‟s retail environments, user perceptions and 
interpersonal interaction. Additionally the purpose of this study is to narrow the gap 
that exists between practice and theory on social- servicescapes within travellers‟ 
shopping environment. 
 
1.10. SIGNIFICANCE OF THE STUDY 
This study is important for both practical and theoretical reasons. Although a 
largebody of research exists on the retail physical environment, there is little 
customer behaviour studies thathave been performed to test some of the basic 
relationships between the physical environment and the Mahrabian-Russell model 
(Ryu 2005:5).  There are also no consumer studies regarding the influence of a 
social-servicescape on hedonic shopping motives of travelling shoppers from 
neighbouring countries in the South African retail environment. 
 
This study aims to assist retail planners and retailers to develop high quality physical 
and social retail environments that will motivate and attract repeat business from 
hedonic shoppers. It is envisaged that the findings of this study would identify those 
elements of the physical environment (social-servicescape) that retailers may use to 
enhance the quality of their facilities. Retail managers could benefit from the results 
of this study by knowing customer expectations; this information could be applied in 
developing marketing communications, improving service delivery and attracting 
customers. By incorporating those variables of the comprehensive servicescape 
retailers could provide products and services specifically relevant to travelling 
customers. Travelling shoppers appear to seek pleasure over and above utilitarian 
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benefits. It is therefore, important to know that unique prices and products, without 
providing total customer satisfaction that includes an attractive physical environment 
may not be sufficient to effectively evoke positive emotion. 
This study focuses on the comprehensive servicescape because of its strong 
influence on consumers‟ shopping behaviour, which includes choice of particular 
shops that fulfill the psychological (hedonic) and cognitive needs of consumers. The 
retail servicescape also influences the development of the store‟s image and 
personality in the mind of the shopper. The store‟s image, its servicescape or 
atmospherics is how the store is defined in the shopper‟s mind, partly by its 
functional qualities and also by an aura of psychological attributes (Baker, et al. 
2002). The way stores are identified by its customers in terms of the shopping 
environment, the social context and individual emotions have an influence on their 
shopping behaviour. 
 
Shoppers from the SADC region regard trips to South Africa as a natural activity that 
they should participate in every month for both utilitarian and hedonic purposes. In 
contrast to the utilitarian perspective, shopping is viewed as a positive emotionally 
satisfying experience regardless of whether or not a purchase is made. Hedonic 
shopping has been researched and documented as providing stimulation, 
excitement, arousal, joy, festiveness, escapism, fantasy and adventure. Researchers 
have directed their attention to the emotional aspects of shopping and the need to 
understand the shopping experience from both hedonic and utilitarian perspective 
(Schiffman & Kanuk 2000; Arnolds & Reynolds 2003). More recently marketers are 
paying particular attention to creating memorable and appealing consumer 
experiences for shoppers (Kozinet, Sherry, De Berry-Spence, Duhachek, 
Nuttavuthisit, & Storm 2002:17-29) and providing experiential hedonic benefits to 
shoppers (Holbrook & Hirschman 1982:132-140).  
 
According to Turley and Milliman (2000), besides the influence of hedonic shopping 
on consumer behaviour, there is also considerable evidence that environmental 
variables can substantially influence consumer behaviour in services settings. 
Furthermore, the first level of response to any physical environment; atmospherics or 
servicescape is emotional, thereafter cognitive behaviour, particularly when hedonic 
consumption is involved. Machleit, Kellaris and Eroglu (1994) & Darden and Babin 
(1994) supported the above findings by confirming that the shopping environment 
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can evoke emotional responses in consumers and that these emotions, in turn, 
influence shopping behaviours, perceptions and outcomes.  
 
Renewed attention is being given to the effects of the physical environment in 
services marketing literature, social-servicescape, servicescape failures, hedonic 
motivations and aesthetic appeal in retail servicescapes (Tombs & McColl-Kennedy 
2003:447-475 and Arnold & Reynolds 2003). Furthermore, the servicescape has 
been identified as an important factor in shaping the consumer‟s experience in retail 
settings (Bitner 1992:57-71; Jones 1999:129-139 and Wakefield & Baker 1998:515-
540). Due hedonic reasons the servicescape is important because it can enhance or 
suppress shopper emotions, have an influence on, and determine customer 
satisfaction. Customers usually spend more time in a high quality physical 
environment (Wakefield & Blodgett 1999:51-68). 
 
Mehrabian and Russell (1974) as cited in Lovelock and Wirtz (2011), made an in-
depth study on the influence of the physical environment on buyer behaviour and 
also operationalised three critical behavioural dimensions, the affective response: 
pleasantness, arousal and dominance (PAD). These three dimensions are important 
to this study.  A large number of studies thathave followed on the PAD concept 
indicated that pleasant shopping environments have a positive impact on buyer 
behaviour. However, the effects of arousal are less consistent in the studies of 
Sherman, Mathur, and Smith (1997) that stated that arousal increases purchasing 
intention and spending. Baker et al. (1992) found that arousal increases approaching 
orientation, but Sweeney and Wyber (2002) indicated that arousal has no effect on 
motivating shoppers to buy more or to make repeat purchases at particular shops. 
These researchers indicated that there is no clear agreement on the results of 
shopper arousal by the servicescape. This study will focus only on the impact of 
shopper arousal within a crowded bus or railway station servicescape.  It is known 
that the stores environment influences and motivates the shopping activities. The 
theoretical underpinnings for understanding the effects of service environment on 
customers come from the environmental psychology literature.  
 
The Mahrabian-Russell Stimulus-Response model holds that environ-ments 
influence people„s affective state (or feelings), which in turn drives their behaviour in 
that environment. Affect can bemodelled with the two key dimensions of pleasure 
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and arousal, which together determine whether people approach and spend time 
and money in an environment or whether they avoid it. The main dimensions of 
service environments are ambient conditions (including music, scents and colours), 
spatial layout and functionality, signs, symbols and artifacts. Each dimension can 
have important effects on customer responses, these can make significant 
differences in customer satisfaction, quality perceptions, and such behaviour as time 
and money spent in the environment (Lovelock & Wirtz 2007).  Figure 1.1 below 
indicates the servicescape influence on the customer outcomes, which are 
moderated by perceived servicescape, employees and customer interface. 
 
1.11. SCOPE AND DELIMITATION OF THE RESEARCH 
In terms of the hypothetical model depicted in Figure 1.1 this research will focus on 
the potential influence of environmental dimensions, typology of travelling shoppers 
and social encounters on comprehensive servicescape, within the South African 
context in specific geographic areas within and around bus and railway stations. 
Travellers to South Africa use various means of transport. This study will focus on 
rail and road travellers that use bus and railway stations as a gateway into South 
Africa. This study also identified travellers that participate in both economic and 
hedonic shopping within this retail environment.     
 
1.12. PRIOR RESEARCH 
The pilot study was done to undertake an in-depth literature search on servicescape 
and hedonic shopping and it became apparent that travellers have a certain amount 
of internal drivethat makes them consume and do important shopping while they are 
moving from one country to the other. It also became clear that hedonic shopping 
has some influences on what to buy and where to buy products by different shopper 
typologies. Appropriate secondary sources were sourced through books, journals, 
internet and newspapers from South Africa. 
 
The initial search showed that no study has been conducted to assess the influence 
of servicescape on buyer emotions and intentions especially on shoppers that are in 
transit in South Africa. A computer search was conducted through online databases 
such as NEXUS and EBSCO host to obtain indices and PhD theses with similar 
topics. It was established that no research has been carried out on the influence of 
servicescape on hedonic travelling shoppers.  
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1.13  PLAN OF THE RESEARCH 
In Chapter One the introduction and background to the research as well as the 
purpose of this research was stated. The research questions and hypotheses were 
formulated in this chapter. The secondary and primary sources used as well as the 
demarcation of the field of this study and prior research were discussed. 
 
Chapter Two dealt with the retail environment and the development of attractive 
shopping environments in major cities of South Africa, which is the source of 
attraction for experiential shoppers from neighbouring countries. The historical 
background of retailing; current retail markets that prevail in South Africa, as well as 
an in depth analysis of the retailing trends, retail competition in both local and 
regional markets were provided in this chapter. 
 
The behaviour of shopping travellers constitutes the central theme of discussion in 
Chapter Three. The chapter specifically focuses on theories and various models 
concerning shopping behaviour of travellers. This chapter also attempts to provide 
consumer behavioural trends of travelling shoppers in the South African retail sector, 
which may assist in differentiating retail products, services and segmentation of 
markets in a way that could enhance marketing effectiveness amongst the travelling 
shopping segment. Special attention was paid to factors that motivate road travellers‟ 
choice of stores, the type of products they purchase and the decision making 
processes that individuals and buyer groups go through during the buying process of 
tourism products. Furthermore, this chapter focuses on identification, categorisation 
and segmentation of typologies, shopping behaviours and preferences of travelling 
shoppers in South Africa.  
 
Chapter Four investigated the social and physical influences of environments such 
as thatof the bus and railway stations. This chapter indicated the significance and 
importance of the interaction of service employees with the customers in determining 
the service quality, customer satisfaction and the future intention of the customer. 
This chapter also emphasised the importance of customer to customer interaction 
within the retail environment, which has an influence on the consumption and 
behaviour of their counterparts whether they are actively or passively involved in the 
shopping encounter. The chapter also described the comprehensive servicescape 
model dimensions which shoppers experience during the shopping encounter for 
instance the physical, social and socially symbolic dimensions. 
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Chapter Five provides a detailed analysis of the strategic role of the comprehensive 
servicescape model in different service settings of the retail environment that attract 
travellers to South Africa. This chapter also indicates that the physical environment 
of the servicescape is employed as an important complement to product marketing 
and it communicates the retail activities to the consumers. 
 
Chapter Six discusses the comprehensive servicescape model of travelling shoppers 
in South Africa. The model, which comprises eleven hypotheses, will be discussed 
fully in this chapter as well as providing supporting literature.  
 
Chapter Seven explains the research methodology used in the study, the methods 
and techniques employed and the structure of the questionnaire. For triangulation 
purposes observation and in depth interviews through intercepts of travellers at the 
South African bus and railway stations are also discussed in this chapter. 
 
Chapter Eight presents the empirical analysis and evaluation of the primary data. 
 
Chapter Nine concerns conclusions drawn from the study, the managerial 
implications and recommendations, that retailers, physical planners and local 
authorities can use in planning an infrastructure that will induce travellers to 
participate in both hedonic and utilitarian shopping activities while in South Africa. 
Recommendations are made that will facilitate further studies through applying 
relevant results from the study that are applicable.  
 
A brief outline of the chapters of this study is presented in Table 1.1 on the following 
page: 
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Table 1.1: Structure of the study 
CHAPTER TITLE 
1 Introduction and scope of the study 
2 Retail formats and retail business environment 
3 Consumer behaviour of travelling shoppers 
4 
The influence of the comprehensive servicescape on travellers‟ 
shopping behaviour 
5 Importance of servicescape across multiple service settings 
6 
A model for travelling shopper‟ perceptions of the comprehensive 
servicescape within a retail environment 
7 Research methodology of the study 
 
 
8 Empirical evaluation of travelling shoppers‟ perceptions on the 
comprehensive servicescape within the South African retail 
environment 
9 Summary, conclusions and recommendations 
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CHAPTER TWO 
RETAIL FORMATS AND RETAIL BUSINESS ENVIRONMENT 
IN SOUTH AFRICA 
 
2.1 INTRODUCTION 
Retailing revolves around the activity of purchasingproducts from other firms with the 
intent to resell those goods and incidental services to the final consumer for a profit, 
but without any transformation (Zentes, Morschett & Schramm-Klein 2008:1). Hristov 
and Reynolds (2007:7) suggested that retailing is considered to be a service, which 
is a hybrid economic activity performing a bridging role between production and 
consumption, wherein retail firms bring together assortments of products/services 
relevant to the needs of consumers. Retail marketing consistently features more 
efficient distribution, organised marketing practices and systems of breaking bulk 
consignments of goods into smaller manageable required quantities that are sold to 
the final consumer (Mulhern 1997:103). Retailers are thus considered to be closer to 
the consumer than the manufacturer: hence, there appreciation of the needs and 
convenience requirements ofthe consumer (Reynolds & Cuthbertson 2004:3). 
Furthermore, convenience of consumers is very critical in consumer retention, which 
is attained by providing an assortment of suitable products, at the right place, the 
right price and the right time.  
 
Dabholkar, Thorpe and Rentz (1996) established that the retail environment is 
transforming at a rapid pace. This change is also evident in the South African 
retailing industry which can be compared with the best in Europe and USA. The 
major transformational drivers within the retail industry are technology, 
environmental changes, external competition and shifts in consumer shopping 
behaviour. These forces compel the retailing industry to improve its competitiveness 
by delivering high quality services; wide assortment of products and through the 
establishment of attractive shopping centres. Berry (1986), Hummel and Savitt 
(1988) as well as Reichheld and Sasser (1990) proposed that the foundation for 
creating competitive advantage within a retailing strategy is through delivering 
unparalleled high quality services. 
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This chapter deals with the retail environment and the development of attractive 
shopping environments in major cities of South Africa, which might be the source of 
attraction for experiential shoppers from neighbouring countries. The historical 
background of retailing and current retail markets are examined, which would be 
followed by an in depth analysis of the retailing trends, retail competition in both local 
and regional markets that South African retail businesses participate in. A further aim 
of this chapter is to provide an overview of retail location theories and evolutionary 
theories from which insights can be drawn to guide the study on retail location 
choices and retail format evolutions that are important in understanding the retail 
industry development in South Africa.  
 
2.2.  OVERVIEW OF THE BUSINESS ENVIRONMENT  
A comprehensive analysis of the retail industry‟s situational environment is important 
for understanding the nature and extent of the retail business in South Africaandto 
identify retail opportunities, competition, the size of the profitable segment of the 
market and threats to the survival of investments. The analysis of a business 
environment is vitalin terms of effective planning of retail strategies. Organisational 
and industrial opportunities can be identified through detailed business research and 
effective scanning of the marketing environment. According to Lamb, Hair, McDaniel, 
Boshoff & Terblanche 2004:36-37) the marketing environment has threemajor 
components, namely,internal environment, the market and macro-environment.It is 
important for effective planning to differentiate between the internal environmental 
analysis and the external environmental analysis. The internal environment focuses 
on the analysis of organisational performance based on the firm‟s capability in 
creating a unique marketing mix that can appeal to specific target markets (Lamb et 
al. 2004) which is critical in providing customers with the services they desire.  
 
The external environmental analysis focuses more on customers, competitors, 
markets and intermediaries. Furthermore, external environment also includes 
economic, political, legal, social, competitive, technological and demographic factors. 
Marketers cannot control these external environmental factors but they need to 
understand how changes within the external environment might influence the firm‟s 
performance and consumer behaviour (Lamb, et al. 2004:60). According to 
Czinkonta and Ronkainen (2010) international marketers are faced with similar 
external environmental elements, with changes occurring more frequently and more 
rapidly with the potential for severe impact on the firm due to the simultaneous 
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growth in access to knowledge about customers, suppliers and competitors.  
Therefore, retailers like any other marketers both nationally and internationally, need 
to understand the critical issues affecting their business for future success and be 
able to identify major trends that affect their ability to make sound business decisions 
andto be proactive regarding such critical areas of focus in the market and macro-
environment. 
 
Figure 2.1 shows the domestic and foreign business environment. Generally 
marketers cannot control these variables such as Procter  (2000:47) indicated that 
failure to take cognisance, interpret, analyse and identify potential threats or 
opportunities that are likely to arise within the shopping environment especially the 
rise in travelling shoppers in South Africa for example, can have a negative impact 
on the profitability of the firm. An environmental scanning activity usually leads to 
identifying key changes and to obtain critical information important to positioning a 
firm in a dynamic business environment like the one that prevails in South Africa. 
Morris (2005:50) developed a comprehensive Opportunity Model for scanning the 
business environment; this model deals with explanations of the context and 
elements of business opportunities that are found within a business environment. 
 
 
(Source: Adapted from Cateora & Graham: 2005) 
Figure 2.1: Increasing complexity from domestic to foreign environments 
(Source: Adpated from Cateora & Graham 2005) 
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As stated earlier, analysis of the environment assists in developing a comprehensive 
retail strategy, which can vary from one market to another because strategies are 
determined by consumer lifestyles, behaviour and the pace of growth in the region or 
country, as well as other macro-economic factors. 
 
A retailer‟s strategy can vary from one market to another because it is determined by 
consumer lifestyles, behaviour and the pace of growth in the region or country, as 
well as other macro-economic factors which are also different from one market to 
another. Therefore, being aware of the differences between markets, their retail 
structure and their consumers, allows the suppliers to gauge how best to position 
their product offeringsto their particular approach to targeting a specific market and 
which market to enter (Market Analysis Report 2010:2). 
 
2.3. THE SOUTH AFRICAN RETAIL ENVIRONMENT  
The South African retail sector sells a wide variety of assorted products for example 
agricultural products, medicines, chemicals, motor spare parts, food and apparel 
from within different retail outlets. The South African retail business has been 
growing at a significant rate for the past few years with a market size of close to 50 
million people and an increasing trade from the neighbouring countries. An 
established retail system and high quality physical infrastructure which facilitates 
efficient distribution of goods in all trading centres within and around Southern Africa 
has contributed to the high rating of South Africa as the hub of economic 
development and trade in the SADC region. The South African retail business 
environment is very competitive, this sector comprises highly developed super-
stores, food-courts,spazas found in black townships and roadside stalls, which serve 
different demographic segments of the economy.  
In order to establish a clearer picture of the business environment, it is important to 
undertake a detailed analysis of the Political, Economic, Social, Technological, 
Legal, and Ecological environments (PESTLE) to establish the suitability and 
sustainability of an economy. However, in this study greater emphasis is placed on 
indicesthat are used to analyse the SA retail business environment namely, the 
Global Competitiveness Index; Doing Business Report; IT Industry Competitiveness 
Index; FDI Confidence Index; Jane‟s Country Risk Ratings and the Failed State 
Index will beused for that purpose. These indices have been used by SAinfo 
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Reporter (2008) to establish the constraints within the business environment in 
South Africa. These analyses establish country ratings and levels of risk of investing 
in countries. World rating was identified from the six indices South Africaas very 
good and credible as compared to both African and other global competitors, despite 
the scepticism regardingthe government and political uncertainties in the country 
after the 2009 elections.  
2.3.1 Global Competitiveness Index 
According to the Global Competitiveness Index by the World Economic Forum for 
years  2008 and 2009, South Africa was ranked 44th out of 134 countries in the 
world, in 2007/08. Venter and van Rensburg (2009) stated that the global network of 
research institutes and leading researchers in partnership with World Economic 
Forum WEF used information from the public domain and a worldwidepoll of over 
twelve thousand business leaders for developing an annual rating index for 
countries. Furthermore, the information used to develop the Global Competitiveness 
Index and macro-trends by the World Economic Forum comprised the following 
twelve variables: institutions; infrastructure; macro-economic stability; health and 
primary education; higher education; goods market efficiency; labour market 
efficiency; financial market sophistication; technological readiness; market size; 
business sophistication; and innovation. According to Venter and van Rensburg 
(2009:62), macro trends can influence the attractiveness of markets as well as the 
practice of marketing. Walker, Boyd, Mullins and Larreche (2005:78) suggested that 
macro trends should be identified, monitored and anticipated and retailers should 
accordingly adopt relevant strategies to deal with them. 
 
The recent Competitiveness Index reports (2008 and 2009) identified South Africa as 
the most stable and compliant country in sub-Saharan Africa with alarge economy, 
which is ranked 23rd in market size based regional standards. While, South Africa‟s 
strong protection of intellectual property causes it to be ranked 23rd, the country has 
highly developed private institutions, which are ranked 25th and high quality goods 
ranked 31st. On the other hand, the efficiency of the financial market was rated 24th 
whilst business sophistication and innovation ranked 37th. Due to the high levels of 
expenditure in research and development and strong collaboration between 
universities and the business sector innovation in the country increased and the 
country was ranked of 28th in the world. Although South Africa got favourable world 
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competitiveness rankings the country faces a number of challenges in the following 
areas (Competitiveness Index reports 2008): 
 Labour: the South African labour market is ranked a low 88th place because of 
unionisation, poor skills levels, emigration of the skilled work-force and a poorly 
educated black labour force, which comprises the majority of the country‟s 
population.  
 University enrolment is very poor:the enrolment rate of 15 per cent can negatively 
affect innovative potential within the country. This anomaly pushed the overall 
country rating to 93rd place on this variable alone.  
 The poor security and high crime rate remains an important obstacle that affects 
proper business operations in South Africa.  
 Poor health of the workforce: within this variable South Africa was ranked 129 out 
of 134 countries. This negative rating andpoor health indicators are due to high 
rates of communicable diseases. 
 
2.3.2  Doing Business Report 
The Doing Business Report (2008) of the World Bankand International Finance 
Corporation's ranked South Africa 32nd in 2009. In 2008 the country was ranked 35th 
in a survey of 134 countries in the world. The World Bank and International Finance 
Corporation's (2008) survey emphasised the time, cost and problems companies 
encounter in an attempt to establish business relationships in one hundred and 
eighty one countries in the world affected business negatively. The cost involved in 
meeting government requirements in business start-up, time, operations, taxation, 
trade and closure were important indicators used in the survey. The sub-categories 
of paying taxes and starting a business jumped from 65th to 23rd and from 57th to 47th 
places respectively; these moves improved South Africa‟s average ranking 
significantly (Doing Business Report 2008). 
 
Various amendments to the Corporate Act facilitated easier registration of 
businesses by upcomingentrepreneurs who no longer had to look for legal 
assistance or the need for the notarisation of their company incorporation 
documents. However, South Africa had a very weak rating of 102 in terms of the 
ease of employing workers. Rating for trading across borders was 147th although 
South Africa received a high rating of 2nd placein terms of getting credit and rated 9th 
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in protecting investors. Poor movement of people and goods across the South 
African borders affects growth in retailing and tourism which are of the highest 
contributors to the country‟s GDP. Additionally, based onthe Doing Business Survey 
Report (2008), South Africa continues to improve its ratings especially in making 
regulatory reforms, which facilitate easier operations of businesses in the country.  
 
2.3.3 IT Industry Competitiveness Index 
Technological developments have created new opportunities for retailers and 
marketers in South Africa, for example, mobile marketing using cell phones and 
SMSs and micro-blogging services are some of the new innovations. Venter andvan 
Rensburg (2009:66) stated that mobile marketing is now a powerful advertising and 
marketing medium in South Africa. This innovation is being facilitatedby Vodacom in 
South Africa. Du Plessis (2005:29-30) emphasised the critical importance of tracking 
development in the technological environment, failure of which would lead to the 
demise of a business. The IT Industry Competitiveness Index of September (2008) 
ranked South Africa 37th out of 60 countries; this ranking remained unchanged since 
2007. According to the IT Industry Competitiveness Index of 2008 the indexing has 
been performed for the past six years, its focus was measuring the extent to which 
information technology industries were supported within the sixty-six countries 
considered for the research.  
 
The IT Industry Competitive Index (2008) suggested that South Africa, Bulgaria, 
Ukraine and Vietnam have been identified as emerging outsourcing destinations, 
which have developed faster and provide reliable and more secure internet access. 
The benefits of competitive currency, new technology, a favourable economic 
climate and buoyant consumer confidence have assisted the retail market in South 
Africa to out perform some of its global counterparts.  Wilson (2003) indicated that 
the biggest challenges for the South African retail industry are the attainment of 
profitable growth in an increasingly competitive market, driven by competition from 
Chinese goods and other global retailers. Furthermore, Wilson (2003) stated that the 
retail industry within South Africa continues to face intensive competition from both 
foreign and domestic companies. Consequently, for survival and increased 
profitability the South African retailing industry must differentiate their offerings and 
use available information technologies that would reinvent their business model. 
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2.3.4 Foreign Direct Investment FDI Confidence Index 
The Foreign Direct Investment Confidence Index of 2007 ranked South Africa 18th in 
the world as the most attractive foreign direct investment destination.  The Foreign 
Direct Investment Confidence Index is a product of a continual survey of the opinions 
of global executives in which it analyses current global investment flows and future 
prospects for growth. Most of the companies that participated in this global survey, 
account for more than US$4-trillion in annual global revenue, hence the need to 
identify countries with opportunities for investment.  In 2007 emerging markets like 
South Africa were identified by the survey as the strongest and most attractive 
investment destinations. 
 
South Africa's FDI inflows in 2007 continued to grow.The European Union 
investments were estimated at US$5-billion. The European Union firms lead as the 
largest investors in South Africa.South African companies across the industrial 
spectrum are attractive targets for FDIs and SA has enjoyedhigh levels of foreign 
direct investments for a long time despite the crime rate and the call for 
nationalisation of private companies by some individuals within the government. 
 
2.3.5 Jane's Country Risk Ratings  
Jane's Country Risk Ratings that was published for the first time in March 2008 by 
Jane's Information Group is a highly respected UK-based defence industry analyst. 
This risk rating is similar to the Failed State Rating; information that is used to 
develop stability factors used to measure 235 countries. Territories and entities used 
to develop twenty four stability factors included political, social, economic, external, 
and military and security variables.This ratingranked South Africa as the second 
most stable economy in sub-Saharan Africa, after Mauritius.The variables used to 
develop the stability indicators are similar to the Failed States Ratings but this report 
is rated as the first of its kind, in this report South Africa is considered a relatively 
low-risk country in terms of instability. 
 
Despite factors such as the increasing crime rate in South Africa, HIV/Aids, poor 
energy management and the leadership shortcomings, the risk rating for South 
Africa is relatively low, which isquite acceptable because the country has solid 
political, business and economic systems that are buoyed by a strong economy and 
respected institutions. 
37 
 
2.3.6 Failed States Index 
The United States of America‟s think-tank called the Fund for Peace‟s magazine „ 
Foreign Policy‟ developed an index for measuring countries on a range of variables 
that include the rule of law and the levels of democratisation of the state. South 
Africa was ranked 125th out of 170 countries as the most vulnerable country to fail. 
South Africa has been ranked 52nd as a least vulnerable country in 2007, slipping 
downwards from 44th position as least vulnerable country. The research used 
secondary data from a large number of articles from global and regional sourcesfor 
compiling its index of countries at risk. Accepting the results from this analysis is 
difficult because the sources of information are not credible and empirically grounded 
(Failed States Index 2008). 
 
The index uses social, economic and political indicators as a source of information 
for ranking countries on risks ranging from "progressive deterioration of public 
services" to "intervention of other states or external political actors.” Even though 
South Africa has been ranked as the second strongest African country, after 
Mauritius, it is still plagued by the scourge of HIV/Aids that continue to ravage the 
poor communities; the corrosive legacy of apartheid; unemployment and a high 
crime rate. These remain the biggest challenges for South Africa even though its 
economy and the state institutions are relatively strong.  
 
In this section, six indices were discussed which were used to analyse the business 
environment in South Africa. It identified the country as suitable for an investment 
destination that attracts many people to South Africa looking for investment and 
employment opportunities. Global retailers are introducing different retail outlets in 
South Africa, that increase the assortment of goods, improved service quality and 
competition in the country that continues toforce South African retailers like SPAR 
and SHOPRITE to explore alternative markets within and outside of Africa.The 
assumption exists that the retail evolution and location theories have contributed to 
investments in retail design in South Africa which lead to the development of world 
class retail stores, which continue to attract international shoppers to South Africa. It 
is important to analyse the impact of the two processes retail evolution and location 
theories on retailing in the country.  
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2.4    RETAIL FEASIBILITY THEORIES 
 
2.4.1 Retail Location 
Fox and Sethuraman(2006) reiterated the importance of retail location for business 
success, they also indicated that the store location has the most costly, long term 
effect on the marketing mix decisions with far reaching effects on the long term 
performance of a retail firm - far more than pricing and promotional decisions. 
Retailers usually prefer to locate their outlets close to consumers; this decision 
exposes them to competition from other retailers who need to have access to the 
same consumers. Jostling for consumers forces retailers to locate their stores closer 
to each other thus introducing agglomeration. Inter-type agglomeration results from 
different types of stores that co-locate in malls and shopping centres, while stores of 
the same type often locate closer to each other - intra-type agglomeration (Sevstuk 
2009:11). Location directly affects patronage, revenue flows of retail establishments, 
constitutes one of the most significant and most competitive portions of the retailer‟s 
production function (DiPasquale & Wheaton 1996). 
 
Retailers also compete for customers through price offerings and assortment of 
merchandise. Thus, stores offering different products are often found having different 
location patterns, therefore, location specific decisions and planning functions are 
critical for the success of any retail establishment. Location can be used as a 
sustainable competitive capability that other retail firms cannot easily imitate even 
through various forms of agglomeration. 
 
2.4.2 Central Place Theory 
The central place is the growth pole, a location in economic space in which growth 
multiplies amongst the firms situated in close proximity through pecuniary 
externalities (Meardon 2001:39). The Central Place Theory states that shoppers will 
choose the closest retail centre conditional on the availability of the product types 
sought. However, this theory is built around the “nearest retail centre” concept that 
states that people will shop from the nearest centre that gives them the services and 
goods they need. The theory was formulated on a regional scale within a rural 
setting when transport systemswere limited and retailers were not specialised. The 
distance to the nearest shops was the decisive factor in store choice. 
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Furthermore, the Central Place Theory states that the “centre” provides expensive 
products and services to the hinterland, while the peripheral “nodes” provide 
necessities at a low cost to the shoppers. This means that expensive products are 
sold in towns/cities because of critical mass in these localities, while basic 
necessities sold in hinterlands would be of lower costs (Skogster 2006:4). Frequent 
and increased purchasing patterns from smaller markets can emerge at some 
attractive centres along the periphery of the larger centres, the density and 
importance of the pattern can be determined by the total delivered costs of goods 
and the costs of establishing the centre.  
 
In contrast, out-shopping is defined as shopping outside one‟s primary trading area, 
is increasing as a result of improved intra- and intercity transport systems, in the 
process defying the rationale behind the central place theory. The change in 
improved transport facilities caused the establishment of huge shopping malls and 
centres with a wide assortment of products in small towns and the outskirts of cities. 
These centres are attracting shoppers from far away destinations. Some consumers 
are more frequent out-shoppers than others (Marjanen 1993), but out-shopping 
seems to be the trend in many countries. The availability of alternative shopping 
centres outside one‟s primary shopping locationand dissatisfaction with local 
products or shopping options increase out-shopping (Marjanen 1997:145). 
 
Various researchers believe that there are three conditions for spatial interaction 
between cities, complementarities, transferability and intervening opportunity. 
Although difficult to measure, the presence or absence of intervening opportunities 
can explain the variation in choices of shopping destinations beyond the issues 
around distance (Marjanen 1993:98-100). Furthermore, people increasingly connect 
shopping with their other activities. This process further diminishes the explanatory 
power of distance in store-choice models, for example where shopping is primarily 
done in connection with trading excursions to South Africa. There is an assumption 
that some shoppers minimise their travel costs to obtain the goods they want. 
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2.4.3 Spatial Interaction Theory 
Similarly, the Spatial Interaction Theory postulated by Reilly (1931) cited in Clarkson, 
Clarke-Hill & Robinson (1996) based on the “Law of Retail Gravitation” was 
influenced by Newtonian physics on the gravity model where shopping behaviour 
seems to be influenced by certain forces. Clarksonet al. (1996) established that the 
spatial interaction theory is based on the assumption that a consumer trades off 
attractiveness of alternative shopping centres against the deterrent effect of 
distance, their thesis offers an alternative normative model to explain behavioural 
interaction within the market.  
 
According to Wrigley and Lowe (2002) large retailers have responded to new 
commercial opportunities offered by changing consumer demands and in the 
process directing the consumers towards new models of shopping and consumption 
in response to the dictates of the spatial interaction theory. Additionally,the new out 
of centre shopping facilities that have adequate and accessible car parking and  
large premises offer a wide assortment of products and more secure and attractive 
environments. The response to the spatial interaction theory influenced the increase 
in agglomeration and concentration of large retail firms at shopping centres. These 
organisations have a significant influence on procurement and planning of the retail 
environment (Wrigley 1998; Marsden & Wrigley 1996). 
 
2.4.4 Land Value Theory 
The Land Value Theory often referred to as the Bid Rent Theory or Urban Rent 
Theory, is interlinked with the local planning theories.Location for shops or for 
particular land use/activities depends on the competition for land uses in defined 
areas, whilst price determines what use the land would be (Clarkson et al. 1996). As 
with the former theories stated, the Land Value Theory fails to take temporal 
dimensions into account. Once established in particular localities land use is very 
difficult to transfer or move to another area, there is always permanents for any 
investments made to transform a physical site. 
 
Old model infrastructure, pedestrianisation, congestion, restrictions on vehicle 
parking affect land values due torestricted access, therefore, renewal of land and 
property is critical for improving land values. Businesses are usually prepared to 
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make high rental bids with the desire of attracting customers to wherever their 
investments are in the entire urban area, but as the distance increases from the 
“core” the rentals they are prepared to pay get lower. Furthermore, a systematic 
retail pattern can be developed through the levels of rent that retailers are able to 
pay assuming equal accessibility from all directions is guaranteed, perfect 
information on the part of the retailer and no limitations are expected. 
 
2.4.5 The Principle of Minimum Differentiation 
According to Hotelling (1929) as cited in Clarksonet al. (1996) the Principle of 
Minimum Differentiation Theory, proposes the formation of intra-agglomeration within 
the retail sector for the purposes of superior performance due to clustering. This 
theory is being practiced by many businesses with many researches being done the 
world over on agglomeration. In the context of retailing some empirical studies from 
different countries support the principle of minimum differentiation‟s assumption that 
retailers selling the same products tend to cluster closely together. Brown (1993) 
indicated that less agglomerated services such as the convenience shops and 
personal services are not affected by clustering as compared to ladies 
outfitters/departmental stores, which he termed high order retail trades. Although the 
principle of minimum differentiation is plausible it has failed to provide detailed 
explanationson the reason for high profitability of out of town supermarkets 
compared to those located in the central business area (Clarksonet al. 1996). Even if 
the studies by Hotelling received widespread criticism; Brown (1993) supported 
clustering of similar and compatible retail firms.  
 
2.5 RETAIL EVOLUTION THEORIES 
There are a number of studies on retail evolution in USA and in Europe whose 
impact may be extrapolated in other settings and environments. The Conflict Theory, 
the Environment Theory and the Cyclical Theory have been recognised as the 
fundamental retail evolution theories.The basic assumption behind these theories 
isthat force, for example conflict or environmental changes can cause retail 
organisations to transform and evolve into different institutional types. In the retail 
environment all retail formats change from one form to another as a result of various 
influences, like the cyclical, environmental or conflict mechanisms.  
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A retail format represents a specific configuration of the retail marketing mix for 
example nature of merchandise and service offered, pricing policy, advertising and 
promotion programme, approach to store design and visual merchandising, typical 
location, which is maintained consistently over time (Fox & Sethuraman 2006:193). 
 
The three evolutionary theories of retailing have been combined by different 
researchers to reduce the weakness of each one of them and in order increase the 
coverage of the previous theories. The departmental store is invariably used as an 
example of the combined theories; the department stores are traditionally located in 
city centres, but these stores have moved to suburbs or less populated areas as 
competition increased in business centres as a result of technological improvements. 
The department stores and the chain stores are a result of the combination of 
theories. The chain stores compete intensively with traditional stores and 
wholesalers conflict theory. 
 
2.5.1 Cyclical Theory  
The Cyclical Theory is part of the evolutionary theories that state that retail 
institutions evolve in a rhythmical pattern or cycle through the adjusting of prices and 
product assortment, which are critical attributes of a shop. The most important 
cyclical theories are the Wheel of Retailing Theory and the Retail Accordion Theory. 
The retail institutions that evolve through changes in prices are related to the Wheel 
of Retailing Theory, while those that change through assortment of products are 
linked to the Retail Accordion theory.  
 
 The Wheel of Retailing Theory 
According to Berens (1980) the initial phase of the Wheel Retailing Theory starts 
with lowering of prices, limited products and minimum services but as the original 
retail organisations become successful new entrants start to come, imitating and 
creating competition. New and innovative retail organisations also became traditional 
institutions offering more services and better store characteristics at higher prices. 
The second phase, which is the trade-up phase, starts at the peak of the retail 
organisations when they achieve super profits and high market share through 
increased services, sales and improved store retail mix. But as the wheel continues 
to turn, retail firms mature and move into the third and final phase, the vulnerable 
phase. 
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As competition increases, some mature retail firms focus only on product quality and 
services rather then prices; in addition, some retail firms do not focus on high quality 
products and services in order to reduce operational costs and product prices. The 
changes lead to the final phase, the vulnerable phase where profitability starts to 
diminish and new innovative retail firms continue to replace the weaker and more 
vulnerable retail firms and the Wheel of retailing repeats its cycle. The new entrants 
would introduce lower prices, different systems, new segments and high product 
quality, but would also mature, weaken and be replaced by other better managed 
firms. The departmental stores, mail order firms, discount stores, supermarkets, off-
price stores and shopping centres are some of the retail formats in South Africa. 
 
 Retail Accordion Theory 
Hollander (1966) developed the Retail Accordion Theory that explains the influence 
of product assortment in the development of cyclical trends in retail firms; this theory 
assumes that when a retail business begins operations it would be carrying a broad 
but not deep enough assortment of merchandise. Additionally, Hollander (1966) 
established effective use of accordion retail theory in all retail firms; firstly, retailers 
are usually reluctant or incapable of expanding merchandised lines. Secondly, the 
Accordion Retail Theory might face expansion constrains where the business is run 
by partners that may have different views on the growth pattern of the retail store. 
Thirdly, merchandise assortment is not the only variable that can contribute to the 
evolution of the retail firm, the consumer behaviour, rising consumer incomes, 
increased consumer demands and changes in retail technologies are some of the 
variables that have the power to influence evolutionary processes in a retail firm. 
 
2.5.2 The Conflict Theory 
Various researchers contributed in the development of the Conflict Theory that 
explains retail evolutionary processes. Brown (1987) and Oren (1989:19) stated 
thatas time progresses the initial store imitates the basic characteristics of the 
competitor by improving all its systems that resulted in the creation of a new retail 
format. The conflict for existence between the two competitors creates a new retail 
institution that would offer better services. Discount stores are major retail formats 
within this sector. 
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2.5.3 Environmental Theory 
Oren (1989) supported the concept of Environmental Theory which is the key 
element influencing changes in the retail environment because for a retail firm to 
survive change and competition it needs to evolve by appropriately adapting to 
environmental changes. The Environmental Theory sets the stage on how the 
environment affects retail evolution. In the business world the variables that 
constitute the retail environment are social, political, technological, ecological, legal, 
economic and cultural trends. Oren (1989) explained the retail evolution processes 
as the result of environmental pressures like consumer taste, economic 
disturbances, social and cultural trends. 
 
The growth in concerns for the need for leisure time, increased number of working 
and unmarried women that did not require bulk shopping; demographic changes and 
residential locations affects the way people shop and where they shop from. 
Suburban shoppers preferred shopping malls that are located outside of the towns 
where departmental stores are usually located. To adapt to difficult changes, 
departmental stores innovated and developed discount department stores through 
reduction of prices and offering wide assortments of products (McNair & May 1978).  
 
Chikazunga, Joordan, Biénabe and Louw (2007:53) indicated that there are changes 
within the sector through restructuring, which is influenced by consolidation, 
institutional, organisational, technological transformation, trans-nationalisationand 
the emergence and disappearance of supply chain distributors. These processes 
produced a new breed of supermarkets, specialised wholesalers and processors that 
buy raw materials direct from the farmers, who, due their efficiencies in procurement 
displace the informal business sector and the National Fresh Produce Markets. 
Botha and van Schalkwyk (2006) indicated that the formal food retailing sector in 
South Africa was dominated by an oligopoly of four great supermarkets Pick n Pay, 
Shoprite, SPAR and Woolworths that have a combined market share of 94.5%. 
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2.6 EVOLUTION OF RETAIL INSTITUTIONAL TYPES IN SOUTH AFRICA 
The behaviour of the consumer is usually explained by various reasons and very 
complex variables. Furthermore, acquiring a product is a complex process that is 
conceptualised in the mind of the buyer after which the shopping process is 
influenced by the personalities of the consumer, the product, and the shop‟s image.  
 
The physical environment of the shopping facility has an important personality, which 
induces store patronage and influences consumer buyer behaviour. South Africa has 
a variety of retail structures that also depict the history and demographic features of 
the country. The major retail types found in SA are the neighbourhoods, community, 
regional, power centres, and speciality and retail warehouses.These structures are 
identified by their size, type of goods they stock and different customersthey target. 
These structures could be profitable and attract the attention of international, local 
and regional travellers by developing patronage and store loyalty from this growing 
market in South Africa.  
 
Richards (1990:24) established that the selling of products and services begin with 
the development and marketing of retail spaces and infrastructures of high quality 
where the store‟s image would have a pull effect on consumers wherever they would 
be suburban homes or downtown offices and be able tokeep them satisfyingly on the 
retail premises for a longer time and also encourage them to return. Furthermore, 
this process is faced with a lot of competition from the retail market and shifting 
consumer loyalties, which means retail facilities should have personalities that attract 
customers on continual bases.Therefore,social infrastructure shopping centresare 
expected to be able to help dignify and uplift the families who use themand also 
beexposed to art, music, crafts and culture. Furthermore, public spaces and shops 
should be open to anyone, this appearance is important to the success of the retail 
environment, which should offer people a third place beyond home and work/school, 
a venue where people, old and young can congregate and commune.  
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Table 2.1 shows the types of retail formats that are available in South Africa, and the 
total areas each format occupies and the financial returns that accrued to each one 
of the formats. All informal retail formats are considered to be illegal in South Africa 
that is why they were not considered to occupy retail space (Viruly Consulting Pty 
Ltd 2004:5). 
Table 2.1: Return by type of retail format, total return per cent per annum  
Retail Types 1995 1996 1997 1998 1999 2000 2001 2002 2003 
9 Year 
average 
5 Year 
average 
Neighbourh
ood 
21.1 16.1 20.9 4.8 11.5 12.3 10.2 9.9 15.9% 11.9% 8.8% 
Community 14.0 13.5 19.7 8.4 14.7 9.5 10.9 11.3 18.5% 11.35% 9.3% 
Regional 19.2 22.8 27.2 11.1 22.1 10.4 15.9 10.7 15.2% 15.5% 11.8% 
Power 
centre 
15.9 17.2 18.2 3.3 8.7 10.0 10.3 12.3 21.4% 10.7% 8.3% 
Speciality 8.3 21.5 26.9 2.1 28.0 -7.6 14.6 8.9 25.1% 13.7% 8.8% 
Retail 
warehouse 
19.4 13.4 21.2 11.3 27.8 19.8 15.2 23.3 15.9% 16.8% 17.3% 
All 16.9 17.2 23.0 9.1 17.9 10.4 13.4 11.0 17.4 13.2% 10.6% 
 
(Source: Adapted from Viruly consulting Pty Ltd 2004:5) 
 
 
Bitpipe (2005) described the South African retail industry as one which is made up of 
very competitive establishments that engage in retailing of merchandise. They offer 
services which are beyond selling of goods, are the final distribution point that would 
be responsible for the distribution of goods, offer a wide assortment of goods, 
breaking bulk into smaller quantities to facilitate easier shopping to a wide spectrum 
of consumers. These establishments are under pressure to provide services of high 
quality through skilled, knowledgeable and well trained retail staff. 
 
Retail institution types vary,according to retail characteristics such as products, scale 
of operation, and mix of store attributes. The primary retail institution types are as 
follows: department stores, discount stores and specialty store. Products, for 
example,sold in neighbourhood stores, such as grocery stores, drug stores, and 
hardware stores, became convenience goods. Products, which were sold in large 
department stores, have been named as shopping goods. Specialty goods are 
products sold in specialty stores, such as men‟s clothing stores, and jewellery stores.  
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Other classification methods are used to classify retailing institutions by a variety of 
operational, organisational, or locational criteria. Institution types for example,are 
characterised by store organisation such as the single unit store versus the chain 
store and store format such as the bricks-and-mortar store versus non-store. In this 
section, the three major retail institution types were defined based on their retail 
characteristics, with product assortment as the primary indicator. 
The history of retailing in South Africa during the apartheid era and growth of 
retailing amongst the black entrepreneurs has been documented extensively in some 
literature, this area falls beyond the scope of this study. In South Africa retailing is a 
competitive and fast growing sector. It is involved in selling a wide spectrum of goods 
and services to different customers. Kotler and Armstrong (2004:355) defined a 
retailer as a businessman that manages a business independently of other 
enterprises and owns a relatively small share of the total market. In South Africa 
large retail firms are owned by corporate investors and have huge market share 
compared to the spazas. The definition of retailer by Kotler and Armstrong (2004) is 
minimalist in that it does not consider corporate investment in retailing. 
 
Etzel, Walker and Stanton (2002:374) stated that there were 53 644 formal retailers 
in South Africa. These numbers of retailers are the cornerstone of the survival of the 
cash and carry wholesale business in South Africa. There was unprecedented 
growth in the retail sector after the independence of South Africa in 1994; blacks are 
now allowed to own business properties in the country. The easiest form of business 
to invest in is the retail sector. Large retail businesses have also moved into black 
townships to pursue their customers. Therefore, an organisation must strive to 
respond continuously to opportunities and threats posed by a changing environment 
to be able to survive and prosper in a competitive marketplace.In order to be relevant 
and appropriately responsive to environmental changes in retail competition, 
continual shifting of business technologies and changes in customer needs,retailers 
should adapt to these changes to remain successful. 
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South Africa‟s retail structures are competitive and provide a wide variety of goods 
and they are located in different malls throughout South Africa. Moreover, the design 
of malls answers to hedonic and utilitarian shopping motives as well as improving the 
shopping environment of the shopper. However,van Eeden (2005:36) established 
that malls are typical postmodern spaces dedicated to consumer culture that 
combines shopping with leisure activities such as, entertainment and tourism. Many 
people visit shopping malls for both hedonic and utilitarian purposes. Goss (1993:18) 
supported this notion arguingthat shopping has become the dominant mode of 
contemporary public life. In South Africa the shopping mall has become the preferred 
location of entertainment for example, cinemas, bars and restaurants; and worldwide 
it replaced the former market square.  
Shopping malls are also considered a contemporary cultural form or landscape that 
deserves to be studied from diverse angles. A comprehensive historical and 
ethnographic study of South African shopping malls and shopping practices need to 
be undertaken in order to determine accurately the differential use and co-option of 
mall space than is attempted in this study Morris (1993) and van Eeden (2005). 
Shopping malls are significant sites, because as well as being physical spaces that 
are conceptualised in a specific manner they are also signifiers of the expansion of 
the commodity and advertising sign systems in society (Gottdiener 1995:84,92). 
Zukin (1991:16) stated that malls are a form of landscape; an assemblage of 
material and social practices whose symbolic representation is the development of 
social class, gender, and race relations imposed by powerful institutions. 
 
According to Anderson, Burns and Reid (2003), Wilhelm and Mottner (2005) and 
Baker and Haytko (2000), the research on shopping mall behaviour indicated that 
age groups differ regarding preferences for mall attributes; available entertainment 
could influence mall choiceand the décor of a mall is important for apparel 
consumers. Certain retailer factors influence male shoppers‟ enjoyment, namely 
shopping-centre features, ancillary facilities, value-added features and special 
events (Lee, Ibrahim & Hsueh-Shan 2005). Thus, mall management strategies must 
become more customer-centredand provide a positive total customer experience 
(Knee 2002:531; and Berry, Lewis & Haeckel 2002:86). Langrehr (1991:428) 
arguedthat a person‟s hedonic environment has been extended to the 
mallenvironment, a place that can provide multi-sensory stimulation. However, the 
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interaction that a consumer has with others in the retail environment, whether it is 
direct or indirect, can also contribute to a consumer‟s multi-sensory and emotive 
retail experiences. 
 
Consumer demand for specialised services, conveniences and a variety of goods 
have lead to the formation of different retail formats in South Africa and many 
countries as well. The department stores, specialty stores, discount stores and 
spazas are examples of the retail formats that have been adopted in South Africa. 
 
2.6.1 Retail Companies in South Africa 
Gilmour (2005:85) identified two different types of retailers within South Africa‟s 
countrywide retail sector, comprising general retailers that market durable and semi-
durable products throughout the country. Some of the major retailers within this 
category are Foschini, Edcon, Truworths, JD Group, Ellerines and Massmart. Those 
that market food and other general merchandise are represented by retail chain 
supermarkets like Woolworths, Pick n Pay, Shoprite Checkers,the Spar Group and 
New Clicks. This retail sector is also rated highly sophisticated with more than 1700 
supermarkets (Weatherspoon, Neven, Katjiuongua, Fotsin & Reardon 2004). 
 
The SA wholesalers group is dominated by Makro, Metro ,Cash & Carry, and Trade 
Centre. Convenience chain stores are also a dominant retailing system that includes 
forecourts, which are located at gas stations along busy streets and roads.  
 
Finally, there are also traditional stores. This group includes independently owned 
stores such as general dealers, cafes, spaza shops, street vendors, hawkers, tuck 
shops and primitive, small street corner stalls at the other end of the spectrum in the 
retail sector.  
 
South Africa‟s major supermarket chains offer a variety of products and compete 
heavily amongst themselves, manufacturers and other forms of distributors. Most of 
these supermarkets compete on customer services and sustainable competitive 
experience because their products are similar, price ranges are closely related and 
they are located in close proximity to each other in shopping malls, black townships 
or in commercial centres.  
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It is important to note that the South African retail market comprises almost 50 million 
shoppers, excluding foreigners and shoppers in transit. The industry has a modern 
infrastructure, efficient distribution systems and well-developed financial, legal, 
communications, energy, and transport sectors that can facilitate efficient retailing. 
 
The three main groups of large retailers,namely, OK Bazaars/Shoprite Checkers; 
Spar, and Pick n Pay are responsible for 63per cent of all food purchases in South 
African retail shops. These types of retailers are large enterprises that purchase 
directly from the manufacturer and are therefore, in direct competition with the cash 
and carry wholesalers. According to McCarthy and Perreault (2003:318), increased 
growth in the retail sector exacerbates this competitive situation. The wholesaler 
target markets overlap with that of big retailers hence the competitive struggles. The 
spaza shops also buy products from the large retailers, whereas previously these 
spazas‟ major business partners were the cash and carry wholesalers, but with the 
growth of large retailers this is no longer the case. South Africa‟s retail business is 
driven by a few competitive convenience chains, large supermarket chains and the 
ubiquitous independent stores. 
 
The AC Nielsen Research (2007) indicated that 54 per cent of retail sales are 
currently contributed by the major supermarket chains, in the form of Shoprite, Pick 
„n‟ Pay, Spar and Woolworths. These supermarkets have also ventured beyond the 
borders of South Africa, in the process expanding their markets and profits. The AC 
Nielsen Research (2007) forecast that by 2008, 60 per cent of retail sales will come 
from large supermarket chains; this is in line with the global retail trends. The 
supermarkets, convenience stores and forecourts continue to expand and are rapidly 
becoming the dominant food retail outlets. The increase in the franchising business 
sector, forecourts and, convenience stores as indicated before are good locations for 
imported products from all over the world, they also provide better access and 
convenience for South African consumers who have developed a taste for high 
quality services and products. A summary of the main types of retailers follows 
below: 
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Metcash: Metcash Africa‟s wide distribution networks make it one of the biggest 
distributors of fast moving consumer goods FMCG on the continent of Africa. Like 
Shoprite, Metcash is expanding within and outside of the African continent. The 
organisation also operates in Angola, Botswana, Malawi, Namibia, Lesotho, 
Swaziland, Uganda, and Zimbabwe, besides that, it has extensive franchise retail 
interests in SA. Moreover, Metcash has trading offices in both Hong Kong and 
Thailand, these nodes handle distribution, wholesaling and retailing of goods in Asia. 
Metcash has a wide spectrum of branded goods and stores that include Metro Cash 
and Carry, Trade Centres, Liquor World, Stax, Friendly Warehouses and 
Independent Grocers Alliance IGA.  Furthermore, Metcash has developed private 
labels, which are Family Favorite, Astor, and Golden Circle; all of them are marketed 
in more than nine countries in Africa (ACNielsen Research 2007).  
 
Massmart Holdings: Massmart is found in more than eleven countries in sub-
Saharan Africa. The organisation markets branded products through two hundred 
and twenty eight retail and wholesale outlets. Massmart buys in bulk to benefit from 
quantity discounts, for more than four hundred and seventy eight (478) independent 
retailers and wholesalers (AC Nielsen Research 2007). Massmart has a portfolio of 
ten wholesale and retail chains, each of them distribute high volumes of branded 
consumer goods through low margins and low distribution costs. It sells its products 
mainly for cash and the group is the third largest distributor of consumer goods in 
Africa. According to AC Nielsen Research (2007) Massmart Holdings has the 
following wholesale stores amongst its businesses; Makro, Game, Dion, Builders 
Warehouse, Shield, Delarex, Feds DIY, Servistar, CBW and Jumbo. These 
wholesale stores are leaders in the marketing of general merchandise, liquor and 
home improvement equipment and supplies, and are also the leading wholesalers of 
basic foods.  
 
New Clicks Holdings Ltd is a holding company, with the following trading 
subsidiaries, Discom, Clicks, Entertainment Division, United Pharmaceutical 
Distributors UPD, The Body Shop and Style Studio. The latter two are focused on 
discount retailing of beauty, health and lifestyle products and services.  New Clicks 
operates in Southern Africa through its wide retail networks of more than 660 stores 
that predominantly operate on a cash basis. New Clicks brand is a specialist retailer 
of health, beauty and lifestyle products that are marketed through its six retail 
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formats. Discom is an urban lifestyle brand that specialises in African beauty and 
decorative household wares. The largest full-line pharmaceutical wholesaler in the 
country is UPD which sells and supplies health products to a large number of retail 
pharmacies, private hospitals, dispensing doctors and retail health stores; the Body 
Shop focuses on the marketing of high-profile global brands of naturally-inspired 
beauty products. The Entertainment Division of New Clicks is Musica, which is the 
largest marketer of music and related products in South Africa. Lastly, Style Studio 
specialises in hair care management and selling of professional hair care products. 
New Clicks caters for the middle to upper income market in the country, which 
means its products are of high quality. 
 
Spar: Spar is a membership retail organisation that was established in 1963 in South 
Africa and presently serves more than 500 smaller retailers. The Spar Group Limited 
operates six distribution centres and supplies goods and services to more than 783 
Spar Stores in South Africa comprising 104 Superspar stores, 487 Spar and 192 
Kwikspar, 178 Build It, and 172 TOPs. TOPs are liquor stores, while Build It stores 
focus on building materials, the organisation has two types of members: 
 Spar Retailers, these are independent owners of stores; this type of membership 
is the largest and most widely spread in Southern Africa.  
 Spar Distribution Centres give leadership, direction and services to all the Spar 
retail members. Spar Distribution Centres and Spar Retailer members belong to 
the non-profit company called the Spar Guild of Southern Africa that was 
established to develop and coordinate Spar activities in Southern Africa.  
 
Woolworths: Woolworths Holdings Limited (WHL) operates locally and 
internationally through two subsidiaries, which are Woolworths Proprietary Limited 
and Country Road Limited. It is a SA based retail group operating franchising stores 
in SA, Africa and the Middle East under the leadership of Woolworths Proprietary 
Limited. Country Road Limited is listed on the Australian Stock Exchange and 
operates in Singapore, New Zealand and Australia. Woolworths markets a wide 
selection of apparel, cosmetics, toiletries, footwear, jewellery and food under its own 
in store brand name. Woolworths operates about 300 stores in South Africa. These 
include Franchised Woolworths, Owned Woolworths, and Owned and Franchised 
Country Road Outlets. Woolworths caters to the upper market class and wealthier 
consumers in South Africa. Woolworths sells its own branded private label products 
53 
 
and carries a limited number of branded products; for many products, Woolworths 
offer only two choices, which are leading brand name products and its own private 
label. Most of its products are priced slightly higher than Checkers and Pick n Pay. 
 
Shoprite Holdings Ltd: Shoprite Holdings Limited is one of the largest retail 
companies in South Africa and it has a retail market share of more than 40 per cent. 
It is considered a retail shop for everyone; it targets the lower-end as well as the 
broad middle class market. Shoprite has the following business entities; the Shoprite 
Checkers supermarket group that comprises 348 Shoprite Supermarkets, 110 
Checkers Supermarkets, 92 Usave stores, 24 Checkers Hypermarkets and 20 
distribution centres that supply the group‟s shops with perishables, groceries and 
non-food lines. Shoprite also operates in 158 OK Furniture outlets, 74 Hungry Lion 
fast food outlets, 27 House & Home stores, and 13 OK Power Express stores. 
Through its OK Franchise Division it runs 31 OK Minimark convenience stores, 59 
Megasave wholesale stores, 52 OK Grocer stores, 24 OK Foods supermarkets, and 
91 Sentra Value stores that distribute low priced goods. Checkers Hyper markets 
also focus on imported foods; Kosher and halaal sections are some of its special 
sections. AC Nielsen‟s(2007) figures indicated that the volume of prepared food 
categories had grown to about 20percent; 11percent growth in frozen prepared food 
sales and meals solutions 8 per cent. 
 
Pick n Pay: For the past three decades the Pick n Pay Group has been one of 
Africa‟s largest retailers of general merchandise, clothing and food in the retail food 
sector in South Africa. Pick n Pay occupies around 40 per cent of the market. The 
group manages three divisions, which are the Group Enterprises Division; the Retail 
Division; and Franklins Australia. Managerially each of these divisions is 
independent of each other. The food, clothing and general merchandise in 
Hypermarkets, Supermarkets, Family Franchise Stores, Mini Market Franchise, 
Clothing, Butcheries Meat Centres, Home Shopping and Gas Centres are managed 
through the Retail Division of Pick n Pay. Besides scouting for new investment 
opportunities for the group worldwide, the Group Enterprises Division operates the 
Group‟s other non Pick n Pay branded group activities including TM Supermarkets, 
Score Supermarkets, property franchises, Go Banking. Pick n Pay is one of the 
biggest retail companies in South Africa that owns 706 stores that comprise 14 
Hypermarkets, 142 Supermarkets, 127 Family Stores, 11 Liquor Stores, 35 Mini 
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Market Franchises, 18 Clothing Stores, 115 Score Supermarkets, 57 Boxers, five 
Pick n Pay Auto Centres, 79 Franklins in Australia, and 92 retail stores in the rest of 
Africa. In 2006, Pick n Pay acquired Fruit & Vegetable City stores, which currently 
operate 86 Corporate and Franchise stores nationwide. 
 
The growth and spread of the supermarket retailing in SA has had a significant effect 
on the development of traditional corner stores. Chain store supermarkets have 
made great inroads into the retailing field in the past twenty years (Farquhar2002:6). 
Unemployment and government support are some of the major factors that have 
contributed to the growth and development of the informal retail businesses in South 
Africa.   
 
2.6.2 Informal Retail Shops in South Africa 
Farrell and Klemperer (2004:7) indicated that the World Bank‟s estimates of the 
contributions to the Gross Domestic Product GDP of the less developed nations by 
the informal business sector is around 40 per cent and in high income countries the 
informal sector contributes 17per cent of the GDP. Furthermore, in Africa the 
informal business sector contributes more than 60 percent of the urban employment 
and also grows at an annual rate of 7 percent.  In 2002 it was estimated that the 
informal sector contributed approximately 10 percent of the potential retail trade, 
which amounted to approximately R32 billion. According to the findings of a baseline 
research on the operations of spaza shops in South Africa (Smith, Solanki, Wolf & 
Gasnola 2002:31) indicated that this sector contributes significantly in terms of 
economic development, employment and providing much needed services in the 
community. Miehlbradt and McVay (2005:10) further suggestedthat a more 
competitive spaza market can create and produce more beneficial improvement in 
terms of capital circulating within the townships giving greater support to black-
owned businesses, as well as a wider choice, and more competitive prices for low-
income customers. 
 
According to Miehlbradt and McVay (2005) there are many reasons that influence an 
investor‟s decision to locatea business in a particular physical area. These authors 
suggested that the following may be some of the reasons: 
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 productive business climate 
 efficient service delivery 
 high quality business infrastructure, and  
 safety considerations.  
 
Although most informal retailer Spazas are found in residential areas, along the 
streets in town centres and byways, they attract a significant number of customers, 
improvingprofitability in a sustainable way. Ligthelm (2005:202) indicated that in SA 
the Spazaretailers/tuck shops‟ sales amounted to approximately 2.7percent of the 
retail trade R8billion sales volumes. The Spaza shops occupy the lowest strata 
within the retail business sectorand are often considered as survivalist enterprises in 
literature (Rogerson 1996; and Ruiters, China & Spicer 1994).  
This business sector is fast becoming a permanent feature in SA due to the increase 
in unemployment rates in the country. Thus, the Spaza business sector‟s importance 
derives from its combined turnover that is considered to be much bigger than the 
total turnover of branded “superettes” which include Kwikspar; 8 Till Late; Seven 
Eleven; Friendly Grocer; Foodies; OK Foods; Score; Rite Value and many others.  
The turnover of all Spaza retailers constitutes more than 20 percent of the combined 
turnover of hypermarkets, including Shoprite/Checkers, Pick‟n Pay; Spar, Clicks and 
Woolworths Foods Stores. Therefore, this sector is very important to the South 
African economy and cannot be ignored by the government in infrastructural 
development, capitalisation of businesses, protection from robbers and its policy 
formulation.   
 
According to Rogerson (2008:241) and Napier & Liebermann (2005) all South 
African Spazas were illegal businesses which functioned contrary to laws that 
prohibited the use of residential property and streets for business purposes. In 1989 
new regulatory measures were enacted which, for the first time, allowed residences 
to be used for business, including all Spazas with the limitations that such activities 
were required to be licensed in most cases with a hawker‟s license and must not 
disturb the amenities of the local neighbourhood. The Spaza shop or informal retailer 
is part of the informal sectorand is referred toas the sector in which enterprises are 
not regulated according to the normal, conventional prescribed methods. The right of 
existence and feasibility of the Spaza concept can be ascribed to the convenience 
shopping trend of black consumers. It is important for the cash and carry wholesaler 
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to determine precisely how large the Spaza shop target market is in order to justify 
its own existence in the distribution channel.  
 
There is a large number of Spazasin the country; no census has been done to 
determine the exactnumber of existing Spaza shops. According to Zuydam-Reynolds 
(1995) there are about 4 000 to 20 000 spaza shops on the East Rand alone. Van 
Zuydam-Reynolds (1995:63-64) estimated that there were about 66 000 Spaza 
shops in 1995. These estimates are further complicated by the fact that new Spaza 
shops are continually entering the market, while others again are going under almost 
daily.  
 
Black Market Report (1991:2-3) estimated the joint Spazas‟ purchasing power to be 
extremely high (around R16 billion per annum). This constitutes a very attractively 
large market that could motivate the Cash and Carry wholesalers and superstores to 
consider investing in the Spazas business sector. Moreover, through the Spazas 
business sector, the Cash and Carry Wholesalers may be able to supply a wide 
spectrum of the black consumer market, which was previously impossible during the 
apartheid era. According to Wooltru (1990:18) the growth of the Spaza shops with a 
joint turnover of R107 million per annum justifies the existence of the Cash and Carry 
wholesalers in the distribution channeland are the major suppliers and business 
partners of Spazas.  
 
2.6.3 Street Vendors and Hawkers 
Hawkers or street vendors operate from temporary or semi-permanent structures on 
streets or at transport termini, such as taxi ranks or bus and railway stations 
(Rogerson 2008:233). In the inner city areas,for example, Johannesburg especially 
around the Park Station, the importance of street traders is very noticeable as the 
most visible and dominant form of informal retailing where more than 10 000 vendors 
operate against the city‟s by-laws. Furthermore, within the scope of informal retailing, 
the largest volume of activity can be accounted for by street traders, Spazas in 
township areas, and general dealers (Ligthelm 2003; 2004). Lastly, the nature of 
street vending business increases crowding and according to Eurocentric standards 
the social servicescape around street vending attracts certain types of buyer 
behaviour which is different from formal retailing. 
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2.7 FRANCHISING BUSINESS IN SOUTH AFRICA 
The franchising business concept is growing at an ever-increasing rate in South 
Africa. Van Zyl and Mathur – Helm (2007) suggested that the 2007 Franchise Guide 
of the Franchise Association of Southern Africa has twelve main groups of 
franchises, the fast food franchises 64, and 68 restaurant franchises.  While the 
automotive products and services have 44 franchises and the most popular 
categories are the retail and direct marketing group with 58 different franchises all 
over South Africa. In 2005 franchising business in South Africa contributed a total of 
11.6 percent including fuel and 6.8 percent excluding fuelto South Africa‟s Gross 
Domestic Product GDP. The South African franchising sector has more than 165 
franchisers and affiliates that are registered with the Franchise Association of South 
Africa (FASA) that has more than 6000 franchisees. Eighty seven percentof 
franchises in South Africa have been developed locally while the rest were 
developed internationally. OK Mini Mark, OK Grocer, Sentra, Value Stores, Friendly 
Everyday and Friendly Shoppe are examples of some of the franchised convenience 
stores in South Africa. 
 
According to Van Zyl and Mathur – Helm (2007) the most important franchising 
businesses in South Africa are BP Express, the Verimark, Wimpy, Vodacom 4 U, 
SPAR, Pick n Pay Franchises, CTM, Fruit & Veg City, Cash Crusaders, Cash 
Converters and Mike‟s Kitchen. Some of these companies are invited to provide high 
quality services at universities, hospitals, airports and office blocks. A number of 
South African franchise concepts are now expanding into the region, e.g. and Dulce 
has made considerable investments in Africa and the Middle East. The driving force 
behind the successes of franchising business is the high quality of services and an 
excellent servicescape, which needs to be maintained throughout the business life. 
The selling point within the franchises is high quality servicescapes, excellent 
physical appearance, which must support the business brand and image. In 
franchising business image matters and the quality of service products should be 
consistently high. 
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2.8    CONTRIBUTION OF RETAIL FIRMS TO THE SOUTH AFRICAN ECONOMY  
Hristov and Reynolds (2007:3) suggested that the retailing industry is the eighth 
largest sector of the world economy in terms of total market value, and in the UK it 
accounts for 7percent of total value-added andemploys10percent of the UK‟s 
working population. Ntloedibe (2008) reported high growth rates in different 
categories of the retail industry during 2007 and the value of growth in sales value of 
forecourtswere 9 percent. Convenience stores grew by 10 percent and that 
supermarkets‟ growth increased by 22 percent. Mixed retail outlets grew by 7 
percent to reach US$ 6 billion. Retailing is the major employer in South Africa and is 
the third largest contributor to the GDP and the economy of the country. During 
2008, manufacturing alone contributed 18.2 percent, and wholesale and retail trade 
contributed 13.4 percent. Both sectors combined account for a total of 31.6 percent 
of the total GDP according to the Consumer Goods Council of South Africa report 
(Mthunzi 2008:7). In 2008, these sectors employed 23.3 percent or 3.18 million 
workers. Together with the manufacturing industry, which was the third biggest 
employer at 14.1percent, the two sectors employed 5.1 million workers out of 13.65 
million, as indicated by the Consumer Goods Council of South Africa report (Mthunzi 
2008:8). Tables 2.1 and 2.2 below indicate the level of contribution of the retail and 
wholesale sectors to the South African economy. 
 
The South Africa Retail Report (2010) projected growth in retail business from 
US$63.59 billion in year 2009 to US$105.79 billion by 2014; this level of sales shows 
a favourable and competitive growth in retail sales in the country. These sales levels 
are further buoyed by international and regional shoppers who visit South Africa for 
shopping excursions. That which triggers higher sales in the South African economy 
is high economic growth, low unemployment rate, increased disposable incomes, 
increasing urbanisation; and the emergence and growth of the black middle class. 
 
Statistics South Africa (SSA) calculated the nominal GDP of the country for 2009 and 
established it at US$285.84 billion, this shows a decline of the GDP by 
1.8percent,but was projected to increase to 2.6 percent in 2010. Although this 
marginal growth emanated from an increase in consumers during the 2010 World 
Cup in South Africa, there is the likelihood of an increased growth from tourism and 
retailing. BMI (2009) also projected a growth in population in South Africa between 
the years 2009 and 2014.  
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The increase in the population from 49.2 million in 2009 to an estimated 51.7 million 
by 2014 would contribute to a 2.4 percent average annual growth in GDP.The 
research assumed that an increase from US$4,260 in 2009 to US$6,252 in 
consumer spending per capita will also be attained by the year 2014. 
 
The South African consumption levels and spending by consumers have 
increasedthrough regional and international travellers who continue to visit South 
Africa for both utilitarian and hedonic purposes. In 2008 Statistics South Africa (SSA) 
revealed a huge inflow 9.5million of tourists - an increase of arrivals of 5.5percent 
above the levels that were attained in 2007. It is suggested that by 2015 the 
predicted increase of 0.2percent 64.3 percent of the South African population would 
be economically active, whilst, those in the 20-44 age range are predicated to reach 
the 38 percent mark, this implies a continual increase in consumption levels in the 
country.  According to Statistics South Africa (2009) of the South African population 
less than 58percent was classified as urban by the UN and this population is likely to 
increase to more than 64 percent by 2015. 
 
The estimated retail sales of textiles, clothing, foot wear and leather goods 
contributed US$12.02 billion to the total sales in 2009, which is 18.9 percent of the 
total retail market while home décor sales of US$4.45 billion represented a 7percent 
market share, furniture and appliance sales reached a value of US$4.01 billion, or 
6.3 percent of the total market. Toiletries and cosmetics contributed US$2.73 billion, 
making a 4.3 percent contribution to the retail sales (Statistics South Africa 2009). It 
is assumed that if these market shares remain constant, BMI predicts textile sales of 
US$19.99 billion by 2014 with home décor (US$7.41 billion); sales, furniture and 
appliances (US$6.66 billion), and cosmetics and toiletries (US$4.55 billion).  
 
The retail sub-sectors which are important components of the South African 
economy projected a very strong economic growth from 2009 to 2014 This positive 
growth also includes consumer electronics, with sales forecast to improve from 
US$6.24 billion in 2009 to US$9.86 billion by 2014; this is an increase in sales of 
more than 58 percent. The sales of pharmaceutical products that are sold over-the-
counter OTC were also projected to have a positive growth rate that is more than 
double from US$0.26 billion in 2009 to US$0.54 billion by 2014. The sales from the 
automotive sector were predicted to rise by 46 per cent, from US$9.70 billion in 2009 
to US$14.19 billion in 2014. Tables 2.2 & 2.3 below indicate the month on month 
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sales contributions of the retail and wholesale sectors for a period of eight years, 
from 2003 to 2010. These sales show an increase in retail business year after year.  
TABLE 2.2:  Seasonally adjusted total retail trade sales at current prices R million 
 
MONTHS 2003 2004 2005 2006 2007 2008 2009 2010 
January 22 320 25 252 27 149 30 728 35 215 39 170 43 457 45 710 
February 22 157 24 759 27 332 31 651 35 711 39 272 43 691 45 495 
March 22 986 24 992 27 150 31 350 36 362 40 417 43 863 45 757 
April 22 388 24 764 27 818 32 164 37 063 41 730 43 327 45 655 
May 22 807 25 588 28 307 32 289 37 437 40 400 43 445  
June 23 083 26 079 28 337 32 725 37 040 42 674 43 807  
July 23 300 26 317 28 512 33 350 37 649 41 483 43 829  
August 23 245 26 125 29 216 33 850 37 936 42 171 43 779  
September 23 390 26 712 29 262 34 664 37 221 42 182 43 729  
October 23 137 26 879 30 176 34 776 37 921 42 948 43 758  
November 23 987 27 179 30 158 35 541 38 578 42 756 43 456  
December 24 050 27 439 30 884 34 919 38 502 43 170 44 689 
 
 
(Source: Adapted from Statistics South Africa 2009:9) 
 
As indicated earlier sales were boosted by both regional trade and travelling 
shoppers from the region who make regular trips to South Africa for shopping 
activities. Table 2.2 shows a wide spectrum of retail enterprises that have a 
population of more than 35 000 enterprises from where a sample of 2 500 was 
drawn to assist in developing monthly surveys of the retail industry. Table 2.2 
indicates further that this survey is based on 2500 enterprises drawn from Statistics 
SA‟s Business Sampling Frame (BSF)that contains businesses registered for value 
added tax VAT. Moreover, this sampling method is likely to leave out a large number 
of Spazas that may not be registered for VAT purposes. Some retailer respondents 
may delay in submitting monthly information returns, therefore information for the 
latest month had to be estimated but these estimates will be revised in future 
statistical releases when their reported information becomes available.   
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Table 2.3: Seasonally adjusted total wholesale trade sales at current prices R million 
 
MONTHS 2003 2004 2005  2006 2007 2008 2009 2010 
January 45 080  47 696 53 810  59 831 73 761 87 791 92 278  84 397 
February 47 406  49 379  51 706  60 596  73 626  90 049  88 011 88 305 
March 46 917 51 193  52 474  62 003  74 035  87 853   86 890  90 564 
April 46 870 49 581  58 874  61 351  74 335  100 590  86 420  90 058 
May 45 858  54 892  55 632  64 591  76 388  95 594  80 434  
June 47 031 55 998  57 246  64 856  76 111  96 604  82 334  
July 49 058  54 505  57 570  66 962  77 110  98 621 81 573  
August 46 631 55 118  58 783  69 071  79 463  95 775  80 491  
September 46 815  55 019  60 695 68 968  78 541  96 901  81 895  
October 46 380 56 187 59 195 69 471 81 935  95 640  81 879  
November 46 067 57 800  60 822 70 822  82 203  95 810  81 413  
December 44 169 56 700  60 358 70 576 79 298  94 828  89 266  
 
(Source:  Adapted from Statistics South Africa 2010:7) 
 
Table 2.3 shows seasonally adjusted retail sales within the South African retail 
sector for a period of eight years. During 2003, the sales figures grew by 7.7 per cent 
and from 2003 to 2009 the average sales rate went up by 89.6 per cent, indicative of 
the growing rate of the retail industry. In SA the retail industry comprises both the 
Spazas and mega-stores, for instance, Massmart that contributed to the growth of 
the retail business in South Africa. 
The sales value within the South African wholesale industry are obtained monthly by 
Statistics South Africafrom a sample of 1 000 wholesale enterprises, drawn from a 
population of 20 000.For the seasonally adjusted estimates the X-11 Seasonal 
Adjustment Program, a product of the US Bureau of Census, 1968 was used. 
Seasonal adjustment of sales means the removal of estimated effects of normal 
seasonal variation from the series so that the effects ofother influences on the series 
can be more clearly recognised (Statistics South Africa 2010). Unsystematic 
influences from some data sets can render interpretation difficult due to the 
movement of the series even after adjustment for seasonal variations are made. 
Therefore, the month-to month movements of seasonally adjusted estimates may not 
be reliable indicators of trend behaviour. 
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2.9 IMPACT OF GLOBALISATION AND REGIONALISATION ON RETAIL 
BUSINESS  
The globalisation of markets, shortening of product lifecycles, more demanding 
customers and increased competition are some of the trends that require the use of 
advanced technologies in business practice. The capacity for faster and more 
frequent communication with existing and potential customers, vendors and business 
partners is of critical importance in today's business environment (Prabhaker, 
Sheehan & Coppett 1997:222). Retailers who want to gain a greater market share 
have to anticipate the changes in customers‟ demand for improved services. Meeting 
growing customer demand for personal attention while maintaining a cost-effective 
operation is a matter of finding the right balance between traditional methods of 
customer service and newer technology (Ambrose 1996:iii).  
 
The retail industry remains one of the largest sectors in the global economy. In South 
Africa retailing is a robust business sector and most competitive. The South African 
retail business environment is becoming increasingly hostile and unforgiving, with 
intense competition from both domestic and foreign companies (Terblanche1998:1). 
The Chinese created the most important competition for the South African retail 
business due to the provision of low priced goods and taking over of retail 
businesses from local entrepreneurs. 
 
2.9.1 The Retail Regional Expansion and Market Opportunities in Africa 
Ntloedibe (2008:4) indicated that the South African retailer market leaders Shoprite, 
Pick n Pay, Spar, Massmart and Woolworths continue adapting to changing 
conditions and perfecting their store formats while expanding across the borders into 
the Southern African countries and beyond. Retail  opportunities  in  Africa  are  
extensive,  as  some African  countries  are  experiencing  strong  economic growth  
and  are  benefiting  from  political  reforms.  The Doing  Business Report of the 
World Bank (2008) indicated  an  increasing  trend  of  countries  implementing 
reforms  to  facilitate  cross-border  trade  globally and showed  that  Africa  is  at  the  
forefront  of  this  trend.   
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Additionally, the Doing  Business Report of the World Bank (2008) observed  that  
Mauritius, Ghana,  Kenya, Rwanda and Tanzania have all reformed in recent years, 
and that African  countries  such  as  Botswana,  Mozambique, Rwanda  and  Ghana  
have  been  able  to  establish  positive and  stable governments.  The  resultant  
boost  in  their economies  has  been  noticed,  and  the  opportunities  are clearly 
visible  (Mahajan & Gunther 2009). 
 
On the negative side, Africa isstill showing the highest birth rate and its  population  
is  projected  to  reach  two  billion  by 2050, despite  the average  life  expectancy  
remaining  low (Venter, Erwee & de Lange 2007).  However, there  is  a growing  
highly-educated  labour  forcewithin  African  countries  that  can  make  a 
contribution  to  companies  expanding  into  the  continent as well as a  growing  
proportion  of  middle-income earners  who  seek  to  enjoy  the  services  of  these 
companies (Mahajan & Gunther 2009:3). Thus, the continent‟s market size 900 
million consumers is important in determining market potential and opportunities 
(Mahajan & Gunther 2009:3). 
 
Miller (2006) and Mahajan and Gunther (2009) stated that South African retailersare 
among the companies seizing opportunities in Africa, and this is evident in the 
increasing numbers of shopping malls and South African retail stores in cities across 
the continent. Moreover, the increased communications connectivity and usage in 
African countries is likely to open up more opportunities. However,  Mahajan  and  
Gunther (2009) indicated  that  most emerging markets have serious problems that 
cannot be ignored  by  businesses  operating  within  them,  and  Africa has  its  own  
unique  situation. 
 
According to Adedeji (1996) as a result of weak competition, negative impact of 
structural adjustment programs and the need for foreign investments in the SADC 
region, South African companies have entered and invested in most of the African 
countries, for example, in Zambia, Shoprite owns 39 per cent of the retail market in 
the country after having acquired the then state run Wholesale Stores in 1996. When 
Shoprite expanded to other countries after the democratic elections in South Africa, 
positive expectations from the SADC region were high. Other African countries 
expected to benefit from South Africa‟s relatively advanced development (Adedeji 
1996). The failure of Shoprite to deal with labour relations issues, skewed terms of 
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trade and exploitation of farmers in many neighbouring countriespaved the way for 
Shoprite to be blamed for “exporting apartheid” into the region. Zambia imports 56 
per cent of supplies from South Africa, while Zambia exports 14 per cent to South 
Africa.  
 
2.9.2  International Expansion 
Many firms participate in international trade, for example, some participate in 
international marketing as a result of the attitude of the managers towards foreign 
markets and marketing systems. The world of retailing has seen a dramatic increase 
in international activities by retailers around the world Park and Sternquist (2008); 
Myers and Alexander (2007) and  Dawson & Mukoyama (2006).  
 
The phenomenon of retail internationalisation has become an important feature of 
global business. As  consumer  products  and services  become  global,  and  
around  the world consumers‟  styles  of  consumption  and  attitudes increasingly  
become  similar and retailers  are  prompted  to respond  to  this  trend. This results 
in the emergence of international and in some cases global retail companies 
Federzoli (2006). In exploiting this window of opportunity, the world has seen retail  
businesses  grow  into  multinational  corporations contributing  to  economies  on  a  
worldwide  basis. The rising levels of internationalisation among retail businesses  
can  be  attributed  to  three  factors:  growth in size, growth in technology sophis-
tication and the need to  respond  to  the  changing  demands  and  behaviours  of 
customers (Myers & Alexander 2007).  
 
According to Dawson and Mukoyama (2006), the internationalisation of retailing is 
evident in many ways including:   
 the  sourcing  of products  for  resale; 
 the  operation  of  stores  in  foreign countries; 
 the  use  of  foreign  labour; 
 the  adoption  of foreign  ideas;  and   
 theuse of foreign capital. 
 
Dawson and Mukoyama (2006) suggested that there has been an increase in all 
these aspects in terms of volume and spatial reach, and this increase has continued 
across the world, characterised by large retail chains, mainly from the most 
developed countries, moving into less developed ones.However, most research in 
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the area of retail internationalisation focused on the developed world with little 
attention being paid to developing economies, especially those in Africa. Park and 
Sternquist (2008) believed that little attention is paid to retailing concerning Africa, as 
most previous research primarily focused on manufacturing and pure service 
industries despite the recent increase in retail internationalisation. 
 
Many South African retail businesses have made their mark in the international 
markets by taking advantage of the weaker rand, competitive systems and 
opportunities to export and open businesses in foreign countries. Shoprite for 
instance, has 365 stores spread across 16 countries making it the largest food 
retailer in Africa. On the other hand, SABMiller is also found in 60 countries on 6 
continents of the world; SANLAM, Old Mutual and Sasol are some of the South 
African multinational companies that are distributing African brands worldwide. 
 
Mahajanand Gunther (2009) stated that infrastructure including transport, electricity, 
water, sanitation, medicine, and technology has always been a major challenge 
faced by companies operating in Africa. Nonetheless,these challenges may even 
becomeopportunities for businesses that confront them. However,  it  is  still  difficult  
and costly  to  move  goods  from  one  country  to  another  when there  are  poor  
rail  and  road  networks.  This  poses  logistical  difficulties for retailers who  need  to  
move  perishable  or  fast-moving consumer  goods from warehouses to stores, in 
geographically dispersed locations onthe continent, as indicated earlier in the 
discussion of Shoprite.  Additionally, cross-border trade is affected by road blocks, 
red tape and slow custom clearances at most borders.  
  
2.9.3 Surge in Imports from China 
Due to the impact of Chinese low priced products the clothing manufacturing industry 
lost one third of its market share and has shed off more than 70 000 jobs. 
Furthermore, by 2005 some retailers switched from local to international suppliers. 
Woolworths, who sourced 90 per cent of its products locally, have reduced their 
sourcing from local suppliers to 70 per cent. The important role of China in 
international trade is well documented; many economies in the world would want to 
deal with China one way or the other. The level of trade between China and Africa 
was $12 billion per year by 2005 and in a bid to make globalisation work for the poor 
countries, China and Africa plan to triple their trade to $30 billion.   
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Currently, South Africa‟s clothing industry is nominally protected by tariffs of 40 per 
cent. This is one of the highest rates inthe manufacturing sector and higher than 
tariffs for the textiles sector. However, the effective level of protection is substantially 
lower, as a result of the terms of the Duty Credit Certiﬁcate Scheme DCCS. Duty 
Credit Certiﬁcates signiﬁcantly reduce the real levels of protection afforded both the 
clothing and textiles industries. The principal reason for the decline in the industry is 
structural, but the current crisis was largely causedby a sharp surge in imports, 
especially from China, aggravated by the earlier pegging of the Chinese currency to 
the US Dollar and, subsequently, to a basket of currencies. This is also linked to the 
development of post-quota international textiles trade characterised by the 
dominance of China. 
 
South Africa‟s trade with China has expanded signiﬁcantly over the last number of 
years. However, South Africa did not derive optimal benefit from this development of 
trade between the two countries. The trade balance with China is negative and 
growing as South African imports are growing signiﬁcantly faster than exports. 
Exports to China are concentrated in raw materials and capital-intensive sectors, 
while a number of labour-intensive sectors including but not limited to clothing and 
textiles are experiencing rapid surges in imports from China.  
 
2.10 CONCLUSION 
This chapter dealt with the retail environment and the development of attractive 
shopping environments in major cities of South Africa, which might be the source of 
attraction for experiential shoppers from neighbouring countries. The historical 
background of retailing and an overview of current retail markets that prevail in South 
Africa were given, as well as an in depth analysis of the retailing trends, retail 
competition in both local and regional markets which South African retail businesses 
participate in. Additionally the chapter provided a brief summary of retail locational 
theories and evolutionary theories from which insights can be drawn to guide the 
study on retail location choices and format evolutions that are important in 
understanding the developments in the retail industry in South Africa.  
 
The Market Analysis Report (2010:4) indicated that consumers throughout the world 
are shifting their methods of shopping; they demand high quality services, better 
value, increased convenience and high quality locations from where they shop for 
their products.  Retail businesses  are  being  forced  to  adapt their services  and  
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products  to  meet these evolving consumer needs and to promote brand loyalty, this 
is seen through the physical structures and the mechanisms that are used to reach 
out to the market. Product mix adaptation to international markets, increased private 
label ranges as well as the growth of discounters contributed to rising retail sales. 
The increase in channel formats has also led to a variety of stores with diverse 
products, similarly priced, which resulted in switching. Customer loyalty has  become  
less  common  as  consumers  pay  closer  attention  to  discounting, price-cutting  
campaigns, available online information and value-for-money situations. 
 
This chapter revealed that retail structures and different types of retail formats havea 
different appeal to different consumer types and an influence onthe shopping 
behaviour of consumers.The physical environment of the shops, the social 
environment and the shopping activity itself are drivers of shopping motivation that 
will be discussed in detail in the next chapter. 
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CHAPTER THREE 
CONSUMER BEHAVIOUR OF SHOPPING TRAVELLERS 
 
3.1 INTRODUCTION 
Since consumer behaviour affects the firm‟s profitability, special attention should be 
given to predicting consumer behaviour in terms of buyer decision and patronage 
behaviour. The effectiveness of the retail sector‟s marketing initiatives centres on an 
understanding of how potential shoppers make shopping decisions, spend their time, 
money and efforts (Laws 1991:10). When making an analysis of the buyer behaviour 
of tourists an accurate understanding of the attitudes and needs of the tourists are 
critical in developing tourist experiences (Laws 1991). Annually South Africa receives 
large numbers of travellers from regional and international markets. Retailers need to 
understand this growing market through segmentation and thorough analysis of its 
behavioural patterns to be responsive in providing high quality services and tourism 
products. Effective use of consumer behaviour indicators enhances the 
understanding of customers‟ perceived quality, perceived value and satisfaction 
constructs. Their relative influence in determining tourists‟ behavioural intention to 
revisit are important as a source of information to retailers on how to adjust their 
services and marketing efforts so as to enhance patronage to their shops by 
travellers (Lee, Petrick & Crompton 2007:402). 
 
Proponents of consumer behaviour such as Sharpley (1994) identified three 
approaches to characterise consumer decision-making styles, such as the consumer 
characteristics approach, the psychographics/lifestyle approach and the consumer 
typology approach. Arnold and Reynolds (2003) indicated that the consumer 
typology approach seeks to categorise consumers into groups or types that are 
related to retail patronage behaviour. Consumer behaviour and decision making 
processes are sometimes influenced by one‟s life style and demographic status.  
 
This study uses these two variables, social and physical servicescape, in order to 
obtain a full understanding of the behaviour and decision making processes of 
travellers within the South African retail environment. This chapter attempts to 
provide consumer behavioural trends of travelling shoppers in the South African 
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retail sector, which may assist in differentiating retail products, services and 
segmentation of markets in a way that could enhance marketing effectiveness 
amongst the travelling shopping segment. Special attention was paid to factors that 
motivate road travellers‟ choice of stores; the type of products they purchase and the 
decision making processes that individuals and buyer groups go through during the 
buying process of tourism products. Furthermore this chapter focuses on 
identification, categorisation and segmentation of typologies, shopping behaviours 
and preferences of travelling shoppers in South Africa. Various theories and models 
such as the Behavioural Perspective Model (BPM), Social Cognitive Theory (SCT), 
Attachment Theory (AT) and Theory of Reasoned Action Model (TRA) are analysed 
in order to identify models that closely describe the buyer behaviour of travellers in 
South Africa.  
 
3.2 THEORIES ON SHOPPING BEHAVIOUR OF TRAVELLERS 
Attitude theories have been widely used in the marketing literature to explain and to 
predict consumer behaviour. Monroe and Guiltinan (1975) used path analysis to test 
the sequence of effects in the store choice model. This model has four sets of 
variables: (1) general opinions and activities concerning shopping; (2) specific 
planning and budget strategies; (3) importance of store attributes dealing with buyer 
information; and (4) perceptions of stores in terms of attributes dealing with buyer 
information. Darden (1980) also developed a patronage model of consumer 
behaviour using the structural equation model, which gives a comprehensive picture 
of patronage behaviour within a retail environment. Terminal values, lifestyles, social 
class, and family are identified as antecedents to shopping orientations. These 
antecedents with media habits and instrumental values also affect store attribute 
importance and the evoked store set. The second part of the model was prompted 
by a stimuli that set the needs queue in motion and started the information search, 
which also influenced evoked store set. The evoked store set influences store 
attributes that lead to patronage intentions and patronage behaviour. This study only 
deals with the Behavioural Perspective Model (BPM), Social Cognitive Theory 
(SCT), Attachment Theory (AT) and the Vacation Tourist Behaviour Model to 
establish the influence of social servicescape in decision making by travelling 
shoppers. 
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3.2.1 The Behavioural Perspective Model 
This study employs the Behavioural Perspective Model (BPM) of Foxall (1998) to 
elucidate authentic consumer behaviour and retention dimensional effects based on 
the antecedents stimuli that would assist in envisaging direct behaviour-setting 
elements and illustrate how they can interact with a customer‟s individual history. 
The model is also used to describe consumer repurchase behaviour at the individual 
level of analysis. Concurrently it provides an image of the probability of a consumer 
to employ similar procurement actions in the future based on the interaction of 
behaviour setting elements and individual learning history, both of which signal the 
maximisation of reinforcement and minimisation of adverse consequences to 
travellers. In order to integrate consumer research with behavioural principles, Foxall 
(2005:103) developed the Behavioural Perspective Model (BPM), which is a perfect 
framework for analysis of consumer behaviour. According to Foxall (1998:337) the 
model depicts the speed with which a consumer‟s behaviour is transformed due to 
the relative openness of the setting or situational variables in which they happen 
under the influence of informational and utilitarian reinforcement presented by the 
setting. The BPM locates consumer behaviour at the intersection of the consumer‟s 
learning history and the current behaviour setting. 
 
 According to Tombs and McColl-Kennedy (2003) the setting provides a 
comprehensive perspective to consumer behaviour by including situational 
influences into the analysis of a purchase or consumption. Furthermore, behaviour 
setting was classisfied into numerous broad constituents including social 
environments, physical environments, temporal perspective, task and antecedent 
status. In behavioural terms, consumer behaviour is a dependent variable of the 
shopper‟s consumptive history related to a given type of a setting and the 
consequences that the behaviour produces. 
 
According to Cosco, Moore and Islam (2010) the environmental influence, known as 
the behaviour setting is explained as the social and physical environment to which 
the consumer is exposed to arouse an indication of a choice situation. Behaviour 
settings assist in defining the relationship between individuals and the environment, 
particularly the social environment, in which a consumer is exposed to stimuli that 
signal a choice situation (Cosco, et al. 2010:514). The behaviour setting can be an 
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open or closed system that allows consumers different degrees of control over their 
behaviour. Bus and railway stationsare examples of open behaviour settings. These 
physical situations vary in their scope and capacity in evoking consumer responses, 
for example in thebus and railwaystation it allows travellers to behave in a relatively 
free way with the option to wander around, talk, listen to music, eat, drink, smoke or 
even leave the scene. Towards the other end of the behaviour setting spectrum 
consumers are less free in their choices and are indeed expected to conform to a 
pattern of behaviour set by someone else, for example in an airport or church one is 
supposed to follow the rules of the environment. Each environment has set or 
assumed rules that govern the behaviour and attitudes of the shoppers. 
Figure:3.1: The behavioural perspective model of consumer choice 
 
  
 
 
 
 
 
(Source: Adapted from Foxall 2006:105) 
In a consumer situation dimension, consumer experiences and the learning history 
are formed as a result of encounters in a business environment. According to 
Romaniuk (2004) previous encounters and experiences with particular settings assist 
the shopper to interpret the behaviour setting accurately by predicting the likely 
results of his behaviour if similar situations occur. In other words, the neutral stimuli 
of the behaviour setting are transformed into discriminative stimuli, indicating the 
availability of three types of consequences contingent upon the consumer‟s 
behaviour.  
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Products provide both affective and utilitarian benefits, as for the utilitarian 
reinforcement this means that there are direct functional benefits which a customer 
gets through consumption or purchase of a product/service. In addition, informational 
reinforcement is indirect and symbolic consequences of behaviour, such as social 
consequences, for example social status and self-esteem. Informational 
reinforcement comes about as a result of word of mouth - other people indicating 
how the consumer performs as a consumer. The last consequence is the costs to 
the consumer in monetary and non-monetary terms. The bus and railway station are 
very complex environmentsthat have both open and closed settings which travellers 
should encounter as they experience the physical and social environment.  
 
3.2.2 Social Cognitive Theory 
The belief that people learn through observation of others goes back as far as the 
time of Plato and Aristotle. Observational learning is explained as an innate 
propensity for individuals to mimic the behaviour of other people (Hergenhahn & 
Olson 1997:326). In a study of restaurant patrons Cai, Chen and Fang (2007:17) 
concluded that subjective dining experiences improved with the information about 
top choices by other consumers. This is consistent with the observational learning 
theory, which was found to be stronger amongst infrequent consumers. This 
behaviour is also based on Stimulus-Response and Reinforcement Theory that state 
what humans must observe, imitate, and reinforce what has been 
observed.Hergenhahn and Olson (1997) and Merriam and Caffarella (1999) strongly 
believed that learning cannot take place unless there is imitation and reinforcement. 
 
Rotter‟s (1990) social learning theory based is behaviourism, cognitivism, and 
personality theory certain aspects were developed to predict behaviour; the 
psychological situation; reinforcement value; expectancy and behaviour potential. In 
this model, expectancy and reinforcement were found to have a strong influence on 
the possibility that any given behaviour will take place. Rotter (1990) also introduced 
the notion of locus of control as related to one‟s beliefs with respect to internal 
versus external control of reinforcement. According to Bandura (1991) people can 
learn through observation, conversely he believed that people can learn without the 
need for imitation; he reiterated that learning could be adopted vicariously (direct or 
indirect) even if one can learn through observing others‟ behaviours and the 
consequences of those behaviours.  
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Bandura (1996 and 1991) stated that people can adjust their own (self-regulation) 
behaviour by visualising self-generated consequences of their behaviours. Bandura 
(1996) explained the concept of self-efficacy as the evaluation of one‟s competence 
to complete a certain level of performance (Bandura 1996:391). Lefrancois (1999) 
reinforced Bandura‟s (1996) standpoint by stating that some people‟s perceptions of 
their internal assessment have an influence on the effectiveness of their interactions 
with their environment and with others.  
 
According to Sims and Lorenzi (1992), Social Cognitive Theory is considered as a 
hybrid from cognitive and behavioural learning theories. Lefrancois (1999:41) 
supported this view that Social Cognitive Theory is thought to be a mix of 
behaviourist theory which adopted the learning process, observation and imitating of 
models and a cognitive theory that recognises people‟s capacity to think, to 
symbolise, to figure out cause and effect relationships and anticipate the outcomes 
of behaviour. Lefrancois (1999:23) suggested that Social Cognitive Theory is a 
middle of the road and practical theory that captures the best facets of both 
behaviourism and cognitivism frameworks. 
 
Behaviour is depicted as being shaped and controlled either by environmental 
influences or by internal dispositions. However, the social cognitive theory assumes 
that the formation of one‟s behaviour is caused through triadic reciprocal 
determinism, where social and cultural influences play a significant part in one‟s 
attitude. In this model of reciprocal causation, cognition, behaviour, other personal 
factors and environmental influences interact with each other. However, this does 
not mean that the different sources of influence are of equal strength, but each one 
of them has a part in the formation of behaviour. According to Bandura (1996), what 
people think, believe, and feel, affects how they behave. The issues they raised, 
based on this notion are important parts of one‟s personality which has a major role 
in how one behaves. Conversely, the external environment partly contributes to 
one‟s actions, perceptions, emotions, thought patterns and attitude, which largely 
determines one‟s behaviour formation. 
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The personal factors like physical structure and sensory and neural system of an 
individual affect behaviour and impose constraints on capabilities. Bandura (1996) 
believed that social influence has an impact on people‟s expectations, beliefs, 
emotional condition and cognitive competencies. This is modified by information and 
emotional reactions through modelling, instruction and social persuasion. Thus, the 
people‟s physical characteristics, such as their age, race, sex, and physical 
attractiveness, evoke different reactions from their social environment. People 
activate different social reactions depending on their socially conferred roles and 
status, notwithstanding the fact that the external environment plays a major role in 
shaping and influencing their shopping behaviour. Both the intrinsic and extrinsic 
dimensions impact on the development of shopper characteristics and attitudes that 
are manifested through the selection of particular services and products.  
 
According to Saavedra, Sy and Cote (2005) people tend to select activities from a 
vast range of possibilities in terms of their acquired preferences and competencies. 
Howeve, human behaviour is contagious, an aggressive person spreads hostility, 
and on the other hand those who are friendlier generate an amiable and positive 
atmosphere (Saavedra & Cote 2005:296). Since much of the learning process is 
through mimicking the behaviour of others, it is important to adopt positive attitudes 
and screen those that can affect productiveness. Retailers should note those actions 
and activities that facilitate constructive behaviours. 
 
3.2.3 Attachment Theory 
The attachment theory is one of the most important theories, that has been 
considered critical in the development of social-servicescape dimensions within the 
bus and railway station environment (Hall 2003:1). The attachment theory is mainly 
used to describe and explain interpersonal relationships. However, emotional 
attachment is viewed as a relationship-based construct that reflects the emotional 
bond connecting an individual with an object or another human being. It can also be 
used to explain the relationship between human beings and a material object. A 
material object can have either utilitarian or hedonic values attached to it. According 
to Thompson and MacInnis (2005) attachment is an emotional bond that exists 
between an object and a person, some objects are emotionally personified and 
strongly attached to the livelihood of a person, for example in some cultures dogs or 
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cats are more closely related to their owners than other humans. Consumers‟ 
emotions towards particular possessions or activities have been widely noted in 
marketing literature. Park and MacInnis (2006) believedthat consumers‟ emotional 
attachment to a consumption entity induces a state of emotion-laden mental 
readiness that influences their allocation of emotional, cognitive, and behavioural 
resources towards a particular target. According to Waters and Cummings (2000) to 
be attached is to have preference, trust, confidence in a caregiver's availability, 
responsiveness and the ability to give a secure base from which to experiment and 
explore new horizons. 
 
The attachment theory is characterised firstly, as an evolutionary perspective viewing 
attachment formation with a biogenetic bias (van Vuuren 2007:236-237). Secondly, 
the organisation of attachment behaviour is explained as a behavioural system which 
can be distinguished from, but remains related to, other behavioural systems such as 
the care-giving system, the exploratory system, and the affiliative or social system. 
Attachment can be a lifelong phenomenon, which is linked to one‟s long 
developmental cycles (Bowlby 1980:203). Attachment is also a fundamental system 
that initiates one‟s development from the primary or rudimentary stages of 
behavioural and physical growth. The context and situation throughout a child‟s 
growth, which include security variables from the primary care-giver has a ripple 
effect throughout the child‟s growth.  
 
According to Levy (2000:6) there is a state of dependence and symbiosis, which as 
part of a growth stage commences with attachment and then separation, which can 
be seen as a “cycle of needs”. Development is an unavoidable progressive 
movement of cycles and spirals from attachment to physical separation, which 
repeat themselves continually, termed as the arousal-relaxation cycle by Fahlberg 
(1991:34). Repeated successful completion of these cycles helps the child to 
develop trust, security and become attached to his care-giver. Attachment behaviour 
is a system which has a start and an ending. According to this systemic view, as 
soon as the system is initiated it should be attached to a target, until this target 
attained persistent uneasiness and restlessness then detachment takes place. 
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Mikulincer, Hirschberger, Nachmias, and Gillath (2003) viewed the attachment 
theory as an important worldview for explaining variations in mental health, emotion 
regulation, and interpersonal relations. Since attachment systems persist for a very 
long time, people behave differently as a result of the cycles of attachments which 
they might have gone through during their primary developmental stages. According 
Feeney (1999), having a secure base and environment that has few risks are very 
important since these dimensions influence the formation of particular emotions and 
behaviours during interpersonal encounters. The concept of a secure base is the 
principal factor within the attachment theory. Secure and predicable environments 
are very critical phenomena in a bus and railway station environment for improving 
social encounters, experiences and emotions of travellers.  
 
Negative environments lead to a pessimistic evaluation of the travelling encounter 
leading to unsatisfactory experiences. Stressful experiences or negative external 
environmental conditions can induce people to look for physical or psychological 
protection from the attachment others (Declerg & Willemsen 2006:266). Attachments 
can be in the form of other travellers or physical products that can be marshalled for 
protection and support in times of stress. There is an assumption that when a person 
experiences stress from the external environment like the bus and railway station, 
material objects can provide physical and psychological protection. Presumably this 
is why some travellers procure different product lines when they are under severe 
stress. It is important to know the type of material products that are procured by the 
travellers for reduction and alleviation of stress. This information assists in the 
development of a typology of bus and railway station travellers. In order to reduce 
proximity-seeking behaviours and separation distress amongst travellers it is 
imperative that retailers and tourism authorities continuously provide assurance to 
travellers by offering familiar cues and non-threatening environmental conditions. 
 
There are three types of attachments, preference, attitude and emotional 
attachment; however, subtle differences exist amongst them. It is important to 
delineate boundaries between these concepts for understanding of them. According 
to Zajonc and Markus (1984) preferences are defined as a behavioural 
phenomenon. Although emotion attachment induces proximity maintenance 
behaviour, the construct itself does not contain a behavioural component.   
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Ajzen (1991) defined an attitude as an evaluation of an attitudinal object and is the 
degree to which a person has favourable or unfavourable emotions towards 
something.  
According to Baldwin, Keelan, Fehr, Enns and Koh-Rangarajoo (1996) emotional 
attachment has a temporal stability, historical or experiential dimensions; it develops 
over time and is related to the interactions that take place between a person and his 
attachment object. There are possibilities that an individual‟s favourable attitude 
towards an item can change over a short period of time but the emotional attachment 
has strong motivational and behavioural implications. It is not always the case that a 
favourable attitude towards a brand will automatically lead to positive consumption 
behaviour. Mikulincer et al. (2003) stated that emotional attachment is inherently tied 
to a person‟s self-perspective, but favourable attitude is not necessarily based on it. 
 
3.2.3.1.  Place Attachment 
According to Milligan (1998) place attachment is related to the psychological and 
emotional bond that is developed by an individual towards a physical entity due to 
the meanings that the individual attaches to the site through the interaction that 
exists between the place and the individual. Blum (1999:4) indicated that the subject 
of the social creation of senses of place, of identification with places, has come into 
discourse through which visions of loyalty and the establishment of the city as a 
social form appear to gain recognition. Place attachment has a social, connecting 
component, similar to possession attachment. Additionally, place attachment is 
linked to five dimensions, namely continuity, distinctiveness, symbolism, attachment 
and familiarity, which will lead to the protection of the place, frequency of visits, 
feeling of security and comfort (Teddy, Nikora & Gurerin 2008:18-19).  
 
Place attachment and possession attachment share the following characteristics, 
place attachment is developed with specific or single places; it is a kind of self-
extension; its formation requires personal history between self and place; it has 
some degrees of strength (strong to weak); is a multi-faceted behavioural entity, 
emotionally complex, and dynamic (Brown & Perkins 1992:284). Place and 
possession attachment serve similar basic functions that is identity-definition and 
self-continuity. Place attachment influences well-being and healthy self-development 
in people whereas disruption of place attachments leads to the psychological and 
emotional costs of having them (Corcoran 2002:210-14).  
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Within the bus and railway station environment there are some places where 
travellers feel secure, want to be associated with it, are attracted or bonded to and 
usually visit more frequently. As a consequence, one place as opposed to the former 
might turn into the article of identity for the subject (Agnew 1993:263). According to 
Relph (1976:6) places are the basis of safety and personality for individuals and for 
crowds. It is noteworthy that the means of experiencing, producing and retaining 
unique places are not lost In investigating the idea of place attachment it is important 
to focus on the denotations people ascribed to their cultural and physical 
environments, while also taking cognisance of the related concepts of landscape and 
space, inside and outside, image and representation (Corcoran 2002:205). 
 
3.2.3.2. Brand Possession Attachment 
There is a strong relationship between the possession attachment and the bonding 
process with a brand, although they are distinct phenomena. Attachment 
possession, loaded with personal, intensely emotional meanings, are astonishing, 
inexplicable and sentiment evoking rather than simply functional (Belk 1992:45). 
Brands differ from tangible possessions with indexicality and irreplaceability. In 
addition a brand is considered a collection of perceptions held in the mind of a 
consumer (Fournier 1998:345 & Keller 2003:4). As mental perceptions brands are 
different from tangible possessions but ownership of particular brands increases 
one‟s esteem, prestige and social status - they carry indexical value.  
 
Furthermore, Keller‟s (2003:93) “brand resonance” combines the factors of 
“attitudinal attachment” (a love for the brand and sense that it is something special) 
and “sense of community” (association with other people related with the brand. 
Furthermore,   brand trust refers to the willingness of the average consumer to rely 
on the ability of the brand to perform its stated function. Brand-person relationships 
are characterised as similar to interpersonal bonds. The literature shows each type 
of bond serves similar self-definitional purposes, it remains unclear how intangible 
brands apply to self-adaptation in the way that tangible possession attachments do.  
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Most researches on brand relationships serve commercial purposes while 
possession attachment research is orientated towards understanding the effects of 
bonding with possessions on consumer well-being. Further research and analysis on 
how attachment possession meanings may involve brand meanings is needed, and 
how brand relationships affect consumer well-being need investigation within the 
attachment paradigm (Keller 2003). It is possible for retailers to make proper plans if 
they know the type of products and quantities travellers purchase. 
 
3.2.3.3.  Experience Attachment 
According to Kleine and Baker (2004:3), an appreciation of attachment to experience 
would add clarity to material possession attachment. Experiences are particularised 
through involvement or scrutiny and become inimitable. Arnould and Price (1993) 
emphasised experience process elements as affective, narrative and ritual 
understandings. Usually positive shopping experiences and encounters influence 
shoppers to be attached to some retail shops and material possessions. Attachment 
is strongly linked to loyalty and customer retention. Kleine and Baker (2004:24) 
further stated that material possessions play an important role in achieving optimum 
stimulation levels, feelings, or flow. Tangible possessions give proof of key 
experiences through some collections, souvenirs, or flea market procurements. 
Experiences are intangible and irreplaceable variables which can be corrected or 
improved through an immersion into the shopping encounter. A consumer will never 
know what it feels like to be at Pick n Pay unless he/she participates in or observes 
the shopping activity.  
 
Experiences are important for self-expression and self-definition for representing a 
personal view. It is an intrinsic relationship that is enmeshed in a strong 
psychological bond with a particular situation and context. Whilst Kleine and Baker 
(2004) maintained experience attachment of a particular condition may be both 
affective and cognitive in nature, it can make continual recollection of a situation 
which delivers desired symbolic benefits to the beholder. Experience is an 
emotionally complex variable that involves psychological appropriation, intra-
personal, and interpersonal dimensions. The presence of other people is critical for 
the expression of an experience. Material possession attachment is glued by 
complex relationships that exist between a specific individual, group of individuals              
and a specific material object that an individual would have psychologically 
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appropriated through person-object interaction. A bad encounter can only have a 
meaning or a deep social, emotional or psychological impact when it occurs in the 
presence of other patrons.  
 
Shopping decisions are usually attached to experiences therefore retailers should 
endeavor to provide memorable experiences to customers. All tourism ventures 
create indelible shopping experiences which increase attachment to and identity with 
particular experiences and the physical environment. The idea of place and identity 
provides helpful logical instruments for studying community sentiment; he suggested 
the exploration of people‟s sense of place and self-identity in approaching the issue 
of community. 
 
3.2.4 Vacation Tourist Behaviour Model   
Moutinho (1987) suggested that various models have been developed in an attempt 
to understand buying behaviour of travellers. The Moutinho (1987) model has three 
important variables which guide decision making processes of tourists. These are 
the pre-decision and decision; post purchase evaluation and the future decision 
making. The comprehensive Moutinho model does however, not cover all the 
variables within the tourism decision making processes. Du Plessis & Rousseau 
(1999:91), Swartbrooke & Horner (1999:42), Teare, Mazanec, Crawford-Welch and 
Calver (1994:15) developed different models on travellers, which assumed that a 
tourist is rationalistic in decision making processes.  
 
Moutinho‟s (1987) model inherently recognises cognitive and emotional tendencies 
that are found in consumer decision making. The model also assumes that travelling 
shoppers have the capacity for receiving and handling large quantities of information 
from the external environment, can undergo pre-purchase search and evaluation of 
the tourism products. This information is subsequently transformed by cognitive 
processes into attitudes and intentions that determine purchase behaviour, shopping 
and future purchase intentions. These assumptions may be right for some durable 
and expensive products that need evaluation before a purchase is made, but for 
goods bought on a daily basis for example groceries, such details may not be useful. 
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3.2.4.1. Pre -decision and Decision Process  
Figure 3.2 of Moutinho (1987) indicatesthat travellers‟ (consumer) decision making 
follow a structured process, hence the need for flow-charting the vacation tourist 
behaviour model, which is made up of the following three interconnected parts:  
 The first part covers the pre-decision and decision process variables.  
 The second portion of the flowchart comprises the post-purchase evaluation.  
 The final section of the framework indicates future decision-making processes. 
 
Moutinho‟s (1987) model (Figure 3.2) suggested that the fields (F) and sub-fields (S) 
provide a contextual framework in which retailers can employ specific factors to 
make relevant decisions.  Teare et al. (1994:15) suggested that the model in Figure 
3.2 follows a coordinated process where decisions are seldom a result of spontaneity 
and serendipity but are planned and reviewed over a considerable period of time. 
 
This model‟s construction is underpinned by three behavioural concepts: motivation, 
cognition and learning, these aspects tie in well with the Behavioural Perspective 
Model.  Conversely, Sharpley (1994:99) assumed that the decision making process 
in phase one is triggered by demand variables, namely, energisers, filters and 
effectors. The basic assumption within this state is that travellers are initially 
motivated by specific pushfactors (physiological, social or psychological) to make a 
shopping trip outside one‟s own country before the destination decision is made 
(Mansfeld 1992:401).  
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Figure 3.2: Vacation tourist behaviour model 
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The type and the significance of push factors are individually different, 
therefore the determination of the type of holiday shopping and destination the 
individual wants differ greatly (Sharpley 1994:98). This process starts a 
sequence of behavioural events, such as cognition, mental processing, and 
learning, which give rise to particular changes in behaviour that is mediated 
by situational factors, external and internal drivers. These decisions will result 
in tourists‟ preferences for particular destinations or shopping environments. 
Furthermore, consumption decisions are a result of cultural norms and values; 
family and reference groups; demographic status (financial status and social 
class). These decisions are further refined by the consumer‟s personality, 
lifestyle, perceptions and purchase motives.  
 
The purchase intentions and selection of a tourist destination can be affected 
by certainty and confidence that the consumer has in the destination and 
resultant services. Previous shopping encounters or word of mouth 
recommendations therefore has an effect in decision making. Consumers 
generally have a sense of uncertainty, caution, anxiety and indecisiveness in 
a foreign environment; such inhibitors affect proper decision making 
processes and retailers need to provide physical and social cues that instil 
confidence in travelling shoppers.  
 
Travellers are usually exposed to external stimuli (S), or pull factors towards a 
certain destination, which appear as a result of marketing processes or word- 
of-mouth advice from other travellers and agent sources (Sharpley 1994:99 
and Mansfield 1992:407). There is an assumption that travellers process and 
evaluate all the raw information before they use it. The stimuli can trigger or 
apprehend travellers or may be ambiguous; this will lead to searching for 
more information, resulting in effective decision making.  
 
Filtration (S) is a structured process of delineating facts and falsehoods from 
information peddlers (advertisers and other travellers) that is undertaken by 
the traveller. It is assumed that the tourist consults various sources of 
information; stores and retrieves from memory, past experience and relevant 
information previously acquired. The experience or information might be about 
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the country, shopping mall or store (Du Plessis & Rousseau 1999:91). 
Learning (S) takes place as information is acquired and processed, which 
would create perceptions and positive beliefs that provide clarity and 
consistency for the individual to make informed shopping decisions and also 
give confidence to the purchaser on the quality of products and services 
(Moutinho 1987:41).  
 
Various criteria (S) and mechanisms are implemented by travellers during the 
evaluation of alternative shopping destinations, shopping environment or 
tourist services; these constitute their evoked sets. The model (Figure 3.2) 
suggested that during the evaluation of alternatives the evoked set of brands 
is unlikely to contain more than seven options for most tourist destination 
decisions, which is more than the four according to Crompton and Ankomah 
(1993). The selection process may be influenced by both affective and 
rational motives. Some external elements/aspects like family influence and 
situational factors such as the prevailing economic situation, promotional 
material and advice received from travel intermediaries, may affect the 
purchase intention.  A rational tourist establishes a decision rule for guiding 
decisions on making a destination choice out of various alternatives; 
invariably a destination that ranks higher than the rest will be selected.  This 
process gives rise to the travel decision that arises from an amalgamation of 
various issues both intrinsic and extrinsic to the traveller (Mansfield 1992:405; 
Moutinho 1987:42). 
 
This section of the model leads to undertaking a foreign shopping trip or 
holiday. Holiday making [purchases (F)] is often a spontaneous action but in 
some cases it is lifestyle that is culturally influenced, or a product of 
conforming to prevailing social values and norms. Mansfield (1992:406) 
indicated that the process of gathering information for the purpose of selecting 
a tourist destination goes through two stages. Firstly, the traveller collects 
enough information to ascertain the attractiveness of the chosen destinations 
which would be within disposable time, money and family situations. 
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Secondly, alternatives are evaluated on place-utility, rather than on a constant 
basis.  When visiting a destination for the first time, tourists acquire more 
information during the preparation stage of the trip than after arriving there.  
This is done in order to reduce the amount of risk involved in deciding where 
to go (Mansfield 1992:408). Risk in this case is predominantly related to the 
likelihood of losing valuable disposable time and money. Travel information is 
important in determining destination, risk minimising, image creating, and 
justification mechanism.  
 
3.2.4.2. Post-purchase Evaluation  
Past experience of the traveller is important during the post-purchase 
evaluation part of the model indicated in Figure 3.2. This stage combines 
personal needs, ambitions, drives, perceptions and understanding, to assist in 
the development of the traveller‟s frame of reference for future purchase 
intentions. When evaluating adequacy (S) the traveller uses mental cost-
benefit analysis which leads to a perceived equilibrium level for the prices 
paid with the result that ranking of the real product attributes perceived during 
consumption can take place. The satisfaction or dissatisfaction (F) differs with 
the levels of reward and risks and must be considered relative to the cognitive 
dissonance mechanism, which comes after consumption or purchase of a 
product or service. If satisfied repeat purchases will take place, however, the 
commitment to repurchase depends on factors such as variety seeking. 
 
Part two of the vacation tourist behaviour model (Figure 3.2) is relevant for 
this study. The impact of the social servicescape on the behaviour of tourists 
during their shopping trips will enrich the understanding of travellers‟ buyer 
motivations and intentions. Ryan (1999:50-53) for example, stated that 
tourists tend to want successful holidays. Any negative outcomes get instant 
feedback from them which would result in a satisfactory holiday encounter 
with few surprises. Therefore, managing perceptions and experiences of 
travellers is critical in the consumption of a destination or tourist service. 
Tourists interact with different people within and outside of the tourist industry 
in order to meet their original expectations.   
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Participation in both shopping and holiday making differs from any other 
shopping service encounters because it extends over a significant length of 
time, whilst there is no physical interface with one‟s own home. This activity 
has a series of encounters with retail shops, restaurants, accommodation 
facilities and many others. In totality it is a sustained experience that might be 
difficult to integrate and offer an individual assessment and rating of the level 
of satisfaction one attains (Teare et al.1994:57). Tourists undergo difficult 
encounters in order to fulfil their goals and motivation. They are passive 
consumers, but proactive partners with a predisposition in fulfilling their 
expectations.  
 
3.2.4.3. Future Decision Making  
Future behaviour or will depends on previous experiences encountered by the 
travellers and the likelihood of pleasure to be experienced by the tourist (Laws 
1991:52). This results in repeat purchases (straight or modified rebuy) or 
cross shopping depending on the levels of satisfaction.  Du Plessis and 
Rousseau (1999:9, 91) stated that satisfaction from a positive experience 
reinforces loyalty and leads to positive word-of-mouth communication. 
Uncertainties around the destination, the shops and new products lead to the 
acquisition of large quantities of information about various destinations 
(Mansfeld 1992:401) which leads to complex decision making (Teare et al. 
1994:27). Although the model of vacation behaviour provides a 
comprehensive theoretical framework, the model might not be applicable to all 
destinations (Mansfeld 1992:415).  
 
According to Dimanche and Havitz (1994:45-48) hedonic travellers seek more 
advice on the destination and spend more money during the trip than 
familiarity seekers. The hedonic or experiential variables comprise four 
dimensions, namely thrill, and change from routine, boredom alleviation and 
surprise.  Moreover, retailers and destination marketers should develop cues 
and products/services which would attract and satisfy hedonic seekers‟ wants. 
Dimanche and havitz (1994:39-40), further stated that the most important 
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predictors of travel intentions are the level of involvement in the tourist activity 
and the experience which one gained during the previous vacations. 
Travelling shoppers for example, while in South Africa will most probably seek 
hedonic or utilitarian values depending on their orientation and the level of 
involvement in the shopping experience. Some of the shoppers that make 
regular trips to South Africa to experience the shopping environment and 
because of this activity their travel behaviour would most likely be more 
predictable than the travel behaviour of familiarity seekers.  
 
Travelling shoppers would be more interested in retail shops with an 
environment that provides leisure activities, experiential and products/services 
at competitive prices. According to Dimanche and Havitz (1994:40) such 
behaviours call for involving experiential segmentation to improve the quality 
of shoppers‟ experiences. Consumer behaviour has a strong influence on 
shoppers‟ decision making and patronage behaviour. This study analyses this 
variable in order to understand the behaviour of travellers. 
 
3.3 OVERVIEW OF CONSUMER BEHAVIOUR 
Understanding the consumer behaviour of a particular market segment is 
critical in satisfying this particular market. Du Plessis and Rousseau (1999:3) 
referred to consumer behaviour as a study of why people buy certain products 
and how they make these shopping decisions. Schiffman and Kanuk (2000:5) 
suggested that for the customer-centric retailing organisations it is importance 
to sell only those products and services that consumers prefer and enjoy to 
purchase. The South African retail industry is a very competitive business 
sector, whose products lifecycles are very short and is flooded by players of 
different sizes, whilst consumer needs and demands are continuously 
changing at a significant rate. The critical component of the retailer‟s 
responsibility is to understand the needs of a consumer and then respond to it 
by providing unique products or services. Retail marketers should identify the 
needs of consumers and respond to them promptly in an effective, efficient 
and satisfactory manner through market segmentation especially for travellers 
from SADC regions, which is a growing market.  
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Mallalieu and Nakamoto (2008:183) established the importance of a marketer 
getting acquainted with different techniques and sales strategies that can be 
used for different consumers. Megicks, Memery & Williams (2008:638) and 
Schiffman & Kanuk (2000) realised the importance of consumer needs, 
motives and purchase decision processes for successful segmentation, 
formulating marketing strategies and the implementation of a marketing mix 
and retailing mechanisms that are profitable and responsive to the competitive 
market environment and consumer needs.  
 
Hudson (2007:40) attested to the need for a robust marketing theory, which is 
the satisfaction of the consumer. It is critical for South African retailers to 
embrace the three intertwined aspects of consumer behaviour analysis, which 
are consumer motivations, attitudes, consumer typologies, and the consumer 
purchasing process for the industry to effectively satisfy the unique needs of 
travelling shoppers. Most retailers invariably make use of outdated 
information, which gives them a flawed picture of their customers. Not all 
retailers have the capacity to monitor patterns of consumer behaviour at a 
level of detail necessaryto remain competitive which forces a knee-jack 
reaction on the part of the retailer. Commitment of resources for detailed 
consumer studies so as to forecast changes in consumer buyer behaviour is 
important. In most cases some retailers have budgetary constrains and 
cannot undertake in-depth market analyses or to research consumer 
motivation and the buying process; compelling most retailers to depend 
almost entirely on secondary consumer data combined with management 
observation and judgment.  
 
Travellers from the SADC region are becoming major shoppers of South 
African products and services and are also competing for the various products 
and services with local shoppers. Travellers are an important and growing 
target market (15-22.6%) between 2009 and 2010, which should be nurtured 
and developed. Du Plessis and Rousseau (1999) consider target markets as 
composed of people with certain patterns of behaviour and that have a 
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particular type of decision-making process. Moutinho (1987:5) also confirms 
the availability of a variety of factors that influence consumer decision making 
processes, which Du Plessis and Rousseau (1999) referred to as personality 
factors and lifestyle profiles (psychographics). These variables provide a 
retailer with a strong foundation as a basis for understanding and predicting 
shopping behaviour (Du Plessis & Rousseau 1999:241).  
 
The social, cultural, psychological and physiological factors also have an 
impact on the formation of buyer behaviour and decision making processes of 
a shopper. Du Plessis and Rousseau (1999:11) stated that social interactions 
through individual shoppers or buyer groups are important in influencing 
consumer behaviour and decision-making at various levels of shopping for a 
product. Schiffman and Kanuk (2000:5) maintained that social influence 
affects the type of products thatconsumers buy, the reason for buying a 
particular product, choice of stores, repeat purchase occasions, as well as 
how often the product is used and disposed of. 
 
3.3.1 Shopping Motivation of Travellers 
It is stated in consumer literature that some motivations have strong powers to 
drive shoppers towards a certain type of behaviour, thus motivations have 
direction and strength (Solomon 2002:103). Researchers such as Schiffman 
and Kanuk (1997:90) and Neal, Quester & Hawkins (2004:299) defined 
motivation as a driving force within individuals that compels them towards a 
certain action, whilst others refer to motivation as anenergising force that 
activates behaviour and provides purpose, and direction to that behaviour. 
However, motivation is driven by motives which are also defined as constructs 
representing anunobservable inner force that stimulates and compels a 
behavioural response and provides a specific direction to that response (Neal 
et al. 2004:299). Moreover, motives are inner states that activate bodily forces 
and direct it in a selective fashion towards goals frequently located in the 
external environment. Moreover motives can influence how people evaluate 
the product purchase process. 
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Hilbert and Tagg (2001) used the concept of goal-directed behaviour to 
explain the assumed relationship between shopper motivation and the 
experience of shopping. This theory argues that there is a planned, relentless, 
and directed quality towards most of human behaviour embodied in a goal. 
The concept of goal is suggested to be a driver that directs attention to, and 
understanding a facet of human behaviour that surpasses the closeness of a 
particular situation or moment. Heckhausen (1991:183) delineated the phases 
of goal directed behaviour into:  
 The pre-decisional phase: a situation where an individual is confronted 
with alternative goals. The person needs to decide which goal to pursue in 
order to allocate his efforts. 
 The pre-actional phase: a person develops a strategy of plan to pursue the 
goal. 
 The actional phase: a person acts to pursue the goal and evaluates the 
process. 
 The post-actional phase: a person evaluates whether he has attained the 
intended goal. 
 
According to Timothy and Butler (1995) several authors believed shopping 
motivation and participation in shopping activities are driven by the need for 
leisure and tourism. Shopping is the most popular tourist activity that is 
undertaken by travellers. Timothy and Butler (1995) viewed shopping as a 
form of recreation that provides enjoyment and relaxation to the shopper. 
Shopping is rated as a social activity, which includes hedonic activities like 
participation in browsing, discovering new shops, impulse buying, casual 
conversation, and planned and unplanned meetings with other people 
(Dennis, Jayawardhena, Wright & King 2007:6). According to Hudson 
(2007:41) motivation is an inner drive (physiological & psychological) that 
causes people to move towards satisfaction of their needs. Retailers should 
therefore take time to understand consumer motivation and key triggers that 
lead to purchase activities by travellers.  
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Foxall and Goldsmith (1994) proposed that the study of motivation in 
consumer research revolves around two fundamental problems - 
understanding the relationship between motives and specific behaviour, and 
developing a typology of consumer motives that is comprehensive enough to 
capture the wide variety of forces that stimulate and shape consumptive 
behaviour. Kaul (2006:8) indicatedthat consumers tend to change their 
information search processes depending on the type of store, even when the 
same product and brand is being bought; since information search and related 
shopping orientations are closely linked. 
 
The motivation to shop is a highly dynamic process that constantly changes in 
response to one‟s life experiences, with needs and wants altering in response 
to the surrounding environment, the individual‟s state of being and interacting 
with others. This process makes consumer needs to be dynamic in nature. 
 
 According to Shim and Kotsiopoulos (1993:74) there is a dire need for 
constant studying of customer profiles and demographics due to the 
continuous social, cultural, and economic changes in society. Psychological 
and sociological underpinnings are important drivers of motivating shopping 
decision-making by travellers. Edwards and Smyth (2009:3) stated that the 
concept of psychodynamics refers to an individual‟s personality being 
fundamental in motivating his behaviour. Personality has a greater force in 
determining an individual‟s behaviour and motivations. Furthermore, some 
actions are not consciously performed. In this regard Wood (2005) stated that 
purchases of goods or services for excitement purposes, escapism or hedonic 
motivations are sometimes performed without planning.  
 
Gehrt and Carter (1992) suggested that shopping motivations are indications 
of the consumer‟s general predisposition towards the act of shopping. This 
action is manifested in the buyer‟s cognitive and hedonic decision making 
processes that include different patterns of information search, 
product/information evaluation, product selection and the development of 
future intentions. In order to have an inference on the shopping motivations 
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researchers developed various taxonomies of retail shoppers based on 
shopper orientation to product usage, actual patronage and shopping 
behaviour, shopping enjoyment and psychological needs. It has been 
suggested in the literature that common segments can be found across the 
various taxonomies generated by past studies.  
 
It is maintained that an understanding of shopping motives require the 
consideration of satisfaction which shopping activities provide, as well as the 
utility obtained from the merchandise that may be purchased. If needs other 
than those associated with particular products motivate people to go to a 
store, the retailer should incorporate this information into his marketing 
strategy. This shows that the results of buyer behaviour are very complex, 
hard to generalise and predict with certainty, therefore the retailers should 
apply various techniques and methods to gain a full understanding of the 
reasons behind certain buying motivations.  
 
Babin, Darden and Griffin (1994:645) also stated that shopping provides both 
utilitarian/task related (product acquisition) or hedonic/leisure value through 
responses that are generated during the shopping experience that the 
shopper undergoes. Hirschman and Holbrook (1981:92) are of the opinion 
that the value of a good or service is dependent on its role in creating a 
consumption experience, which would result in satisfaction or dissatisfaction 
with the offering.  
 
Experiential marketing is important in creating and maintaining strong and 
sustainable relationships with one‟s customers, therefore retailers need to go 
beyond producing consumer metrics only and focus on the provision of 
experience-based value (Steigelman 2000). However, focusing only on the 
utilitarian approach may be too narrow, which leaves out the hedonic values 
embedded in the consumption experience. It is important to analyse decision 
making and motivation in a shopping context from both the experiential and 
utilitarian perspectives which include both the tangible outcomes and 
intangible/affect responses from a consumption experience. 
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3.3.2 Hedonic Motivation of Travellers 
According to the classical hedonistic motivational theory, the urge, motivation 
and actions behind shopping can be stated as a means to maximise the level 
of one‟s own pleasure and to decrease one‟s own pain. Sober and Wilson 
(1998:224) put it in the same light by stating that only definitive needs, which 
people have are the wishes to attain enjoyment and avoid pain. All other 
requirements are merely instrumental with respect to these two ends. Some 
studies in luxury consumption found that luxury products and the process of 
shopping itself are likely to give subjective intangible benefits to the 
consumer.  
 
Dubois and Laurent (1994:275) recognised that perceived utility acquired from 
a luxury product was driven by the emotional value and pleasure acquired 
from the shopping experience. Furthermore Subhashini (2006:1), referred to 
hedonic shopping value as an important dimension of a consumer‟s entire 
shopping experience which leads to enjoyment and pleasure. This pleasure 
and value perception is associated with buying goods/services at a store, 
which could vary depending on the cultural orientations, individual shopping 
orientations, personality of the consumer as well as the economic and 
competitive environment where the consumer shops.  
 
Travellers as consumers living in the experience economy are increasingly 
searching information which enables them to experience the full pleasure that 
the destination provides. Travellers have become especially concerned not 
with just being there but with participating in shopping trips, learning the new 
shopping environments and experiencing the there (Pine & Gilmore 1998:98). 
Cho and Fesenmaier (2001), stated that travelling has become a means of 
finding personal fulfilment, identity enhancement and self-expression. The 
shopping traveller usually searches for unique shopping experiences, new 
challenges, new products, and multi-entertainment in the form of action, 
emotion and (aesthetic) adventures which can be attained through the 
shopping experience that is different from the home country.  
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Understanding of what customers seek from the retail shop, decision making 
processes and how choices are made is important in developing unique and 
unforgettable experiences in shopping activities. Superficial analysis of 
consumer motivation based on demographic characteristics is inadequate for 
accurately predicting consumer behaviour of complex shoppers who are 
sometimes driven by variables that are outside their market. 
 
Leisen (2001:49) stated that there are benefits inherent in the consumption of 
tourism services or leisure shopping activities that shoppers enjoy. According 
to Ryan (2002:26) the traveller or a tourist invariably seeks affective situations 
and is usually dependent upon external stimuli and cues that are found within 
the shopping environment. If the experiential atmosphere is the objective of 
travelling to South Africa, the augmented perception of objects and events, 
amplify the intensity of emotions and sensitivity of feelings, which would 
decrease awareness of the passage of time if the experience is enjoyable and 
attractive.  
 
Pine and Gilmore (1998:99) observed that experiences are inherently 
personal, existing only in the mind of the individual who is engaged on an 
emotional, physical, intellectual or even a spiritual level; no two people can 
have the same experience, which is the paradox of the service offering that 
cannot be stored or repeated in the same manner and form. However, not just 
any experience will do (Heath 2001:547). Hedonic travellers seek interactive, 
highly involving, high quality experiences, focusing on in-depth coverage of 
the special interest topic or destination, this situation allows for prospects for 
infotainment and edutainment (Heath 2001:548). 
 
In the study of tourists shopping, Fodness (1994) indicated that a large 
number of the tourism products are basically intangible, but the process of 
shopping makes them tangible through purchasing souvenirs and gifts for 
relatives and friends. In a way the experience of purchasing these items even 
contributes to the satisfaction of travellers‟ psychological needs. Babin et al. 
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(1994) assumed that the consumer values that are attained from the shopping 
experience are believed to have two distinct forms: hedonic and utilitarian 
(Batra & Ahtola 1991) agreed with the view that hedonic and utilitarian 
aspects of consumption are important aspects of product performance 
predictions that are at the centre of the interest of consumers. It is important 
to note that some travellers come to South Africa purely for utilitarian 
purposes, that is, to purchase goods and services that are available at 
competitive prices or that may not be available in their home countries.  Oliver 
(1997:319) supports Babin et al. (1994) by stating that affect coexists beside 
diverse cognitive judgments in creating satisfaction and that it is central to the 
appreciation of customers' consumption experiences. Affect and utilitarian 
motives are inseparable variables that influence shopping decisions and 
customer satisfaction in a shopping process and the acquisition of products. 
 
3.3.3 Utilitarian Motivation  
According to Jones et al. (2006) and Kim (2002) shopping decisions that are 
activated by utilitarian needs are influenced by the needs to attain efficiency in 
the entire shopping process. Granzin, Painter and Valentin (1997) understood 
shopping efficiency as an optimal ratio between the output and the whole 
shopping process costs, which include purchase of the right service or 
product at the right price, and input, which is defined as the shopping efforts 
or use of resources like time and transport. The price of products sometimes 
motivates and drives some consumers to purchase particular products.  
 
Consumers use the price cue as an indicator for judging quality when 
choosing between different brands. In practice, a higher price can infer good 
quality. Lichtenstein, Ridgway and Netemeyer (1993) suggested that some 
consumers perceive prices as a proxy for high quality and also perceive high 
prices as a positive indicator that suggests a certain level of prestige. 
Furthermore, consumers use price cues as a surrogate indicator of prestige. 
Berkowitz, Roger, Hartley and Rudelius (1992:341) supported the use of 
prestige-pricing strategy when the need is appealing to status-conscious 
consumers. 
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3.4   CONSUMER VALUES AS FACTORS OF CONSUMERS’ SHOPPING 
MOTIVATION   
 
 
The value in the context of shopping are all those factors which are qualitative 
and quantitative in nature, that would be both subjective and objective, these 
values make up a complete shopping experience. This definition recognises 
the subjective nature of values and the complexities that surround values 
which are embedded in a shopping experience. Babin et al. (1994) also 
confirmed thatduring the shopping encounter, value is provided by the 
“complete shopping experience,” which is much more valuable than the mere 
acquisition of a product.  In relation to shopping at the mall environment, 
Michon and Chebat (2004) indicated that shopping behaviour is dependent on 
shoppers‟ value and attitude towards the mall environment and store 
atmospherics. These values are shaped by the cues that the shoppers 
interact with from the atmospherics but are also those values that are 
moderated by shoppers‟ culture and personality. 
 
Reichheld, Markey and Hopton (2000), suggested that it is important to 
identify what a shopper values most during the shopping encounter for the 
retailer to continue to create value by providing satisfactory products and 
services, which is a source of success for any enterprise. Heskett, Sasser and 
Schlesinger (1997) attributed identified customer value as a critical motivator 
of customer loyalty and is considered one of the most important variables in 
influencing the firm‟s customer retention capacity, which would enhance its 
economic performance.  
Holbrook (1999:188) identified three constitutive areas of value that can be 
extrinsic or intrinsic, self-oriented or other-oriented, active or reactive. 
Furthermore these axes can be viewed as a continuum of possibilities from 
one extreme to another. It is important to know that values influence both 
attitude and behaviour (Kahle 1983). According to Darden (1980) the 
patronage model of consumer behaviour depicts how consumer values are 
directly affected by information sources, shopping orientation and the 
importance of store attributes and indirectly affected patronage behaviour. 
97 
 
 
 
 
Kaufman (1998) classified value elements into the following three important 
variables: 
 Esteem value, which triggers the buyer‟s desire to just own the product. 
This variable is socially and externally driven; 
 Utility value, drives performance of the product that is considered primary 
in the value classification; and 
 Exchange value: the reason why the customer wants to purchase the 
product. 
This categorisation is similar to the utilitarian and hedonic set of values, which 
consumers look for in any shopping encounter. It is important to realise that 
the performance of the product is driven by utility value, which is considered 
primary in the value classification. A combination, or any one, of these 
variables can motivate a shopper to undertake a shopping process. According 
to Kaufman (1998) the costs incurred by a customer in acquiring benefits and 
values under this schema (value components models of customer value) are 
considered insignificant compared to the outcome benefits that are attained in 
the final process. Different value judgments from different customers can 
invoke different sets of benefits from a shopping encounter which may be due 
to personality, the context and the influence of the environment.  
 
Groth (1994) argued that the major reasons for people to shop are for the 
fulfilment of affective and utilitarian needs. These psychological factors are 
both intrinsic and extrinsic in nature. Intrinsic factors are the customer‟s own 
perceptions of value independent of the external and internal influences. 
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3.5 PATRONAGE BEHAVIOUR OF TRAVELLERS 
According to Hassan, Muhammad and Baker (2010:176) the decision to 
patronise a store are usually triggered by different cues, characteristics or 
attributes that consumers consider important. Furthermore, these cues are 
used by travelling consumers to determine the quality variables and needs, 
which particular stores can offer to them. Patronage studies in the past 
attempted to identify determinants of store choice in relation to attributes such 
as price, quality, variety of merchandise, credit availability, return policies and 
well known brands, but hedonic attributes are some of the important variables 
that increase store patronage and consumer satisfaction. Moreover retail 
shopping behaviour has been considered from the perspective of objective 
dimensions like distance, traffic patterns, population density and store size. 
Conversely Zhang, Gangway and Seetharaman (2008:4) foundthat the 
existing literature on store loyalty has identified store loyalty as a behavioural 
trait that applies at the level of consumers‟ overall patronage behaviour in 
respect of alternative retail outlets. 
 
According to Choi, Chan and Wu (1999) & Snepenger, Murphy, O‟Connell 
and Gregg (2003) shopping is considered one of the most important leisure 
activities engaged in by travellers. Shopping triggers patronage intentions by 
travellers other than particular shops, malls, tourism districts and countries.  
 
Jones (1999), Lin (2004) attested that for inducing the customer‟s desire to 
visit and extend their stay at particular shopping districts and tourist 
destinations, authorities have to participate in the creation of a comfortable yet 
exciting shopping experience. Moreover, Bloch, Ridgway and Dawson (1994) 
suggested that customer patronage to particular places is necessitated and 
attracted by perceived freedom from safety concerns, favourable climate, a 
high potential for social interaction, and a large selection of merchandise.  
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Turley and Milliman (2000) as well as Wakefield and Baker (1998) stated that 
the comprehensive store servicescape is the most important construct that 
shapes the customers‟ feeling, thinking and acting. Wakefield and Baker 
(1998) and Wirtz and Bateson (1999) believed that customers‟ first impression 
of the physical and social environment is likely to be generated in part by the 
macro-environment to which the customer is exposed to initially. According to 
Jones (1999) increased time spent in the store, high levels of spending, 
unplanned purchasing and increased store patronage are influenced by 
positive emotions that are evoked by attractive shopping malls. 
 
According to Babin, Michon and Chebat (2004) and Wakefield and Baker 
(1998) even though tourist shopping is of great psychological, economic and 
social value, research on aspects of the retail business and its related 
variables like shopping behaviours, tourist responses to shopping cities like 
Johannesburg and ways to improve their retail patronage is surprisingly 
limited. Babin et al. (2004) were of the opinion that attention has rarely been 
directed to shopping tourists‟ perceptions of exterior environment and their 
responses to shopping locations; particularly the links between tourists‟ 
perceptions of the shopping location, their emotional responses, perceived 
shopping values and approach behaviours have not been well documented.  
 
Babin et al. (2004) maintained that the majority of previous studies have been 
conducted amongst customers in regional malls.  However, most studies did 
not measure consumer perceptions of the macro-environment that could have 
influenced subsequent behaviours. Understanding whether shopping tourists 
can be induced to behave in certain ways based upon the atmosphere of a 
shopping district is very critical. This research therefore examines the extent 
to which perceptions of the shopping environment affect tourists‟ emotions, 
perceived value of the shopping experience and approach behaviour.  
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3.5.1 Cultural Influences on Buyer Motivation 
Some researchers like Murphy, Pritchad and Smith (2000) and Timothy 
(2005) believed that the place characteristics, cultural systems and structure 
of the destination community have a strong influence on the tourists‟ shopping 
behaviours, consumption and experiences. The metropolitan culture of the 
Johannesburg city has a strong influence on the shopping behaviour of 
travellers. Shopping activities for travellers fulfil important leisure functions, 
enjoyment and also develops significant opportunities for visitors to be 
exposed to the host culture. Lee and Kacen 2008:21) referred to culture as 
the collective programming of the mind; patterned ways of thinking, feeling 
and reacting.  
 
According to Lee and Kacen (2008:86) culture consists of traditional ideas 
and especially their attached values. Bourdieu (2009) developed a concept of 
„habitus‟ that was influential in demonstrating the thought and behavioural 
processes of individuals to include their beliefs and disposition through the 
internalisation of cultural influences they encounter. Edwards and Smyth 
(2009:3) distinguished between individualistic and collective cultures. In 
individualistic cultures purchase and post-purchase decision-making, advice 
or compliance are not influenced by other, whilst the latter seeks 
recommendations from friends and family, this culture is found mostly in Asia. 
 
Blem, Reekie and Brits (1995) referred to culture as a set of learned values, 
attitudes, beliefs, habits and forms of behaviour that is shared by a society 
and is transmitted from one generation to the other through signs and 
languages which are most relevant for this study.  Different South Africans for 
example immigrants that have been culturally and physically separated by the 
apartheid laws are now learning each others‟ cultures, values and beliefs and 
this process allows the acculturation to take place. Therefore it is important to 
understand the impact of the democratic and political changes in South Africa 
on the consumptive behaviour, styles and systems of the new South African 
society.  
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Changes in life styles, beliefs and values are sometimes seen through the 
transformation of not only the political and economic systems but also the 
physical and social infrastructure that is put in place by both government and 
entrepreneurs. In South Africa there are four distinct cultural groups 
(subcultures), which are Africans, whites, Coloured and Asians, but amongst 
Africans there are growing populations of shoppers who come from the SADC 
region. They comprise both permanent residents and those who come to 
South Africa for shopping purposes only. Furthermore, shopping behaviour 
should be analysed because these travellers make huge economic 
contributions to the South African economy. 
 
National culture has a significant influence on individual attitudes and values, 
hence culture has an important impact on the consumer decision-making 
process and the choice of lifestyles pursued. Lamb et al. (2004) lifestyle and 
psychographics form the basis on which shoppers display and express their 
values, systems and behaviours in a cultural and social environment. Thus, 
the lifestyles of individuals determine what they buy and where they prefer to 
stay. Bakewell, Mitchel and Rothwell (2006) and Godrington (2001) 
established that family, friends, community and significant events, though very 
important, are not the only variables that shape the consumer‟s lifestyle and 
value systems, but the era in which the consumers were born is also a critical 
aspect to consider.  
 
In South Africa many apparel retailers apply the SAARF Living Standards 
Measure (LSM) groups to define their target market. To increase the 
relevancy of these LSM groups, Consumer Scope (2005) introduced four 
Lifestyle Levels (based on LSM clusters), namely the Bottom, Mass, 
Emerging and Established Markets. According to Stoltman, Gentry and Anglin 
(1991) the dynamic social, cultural and economic changes facing the shopper, 
shopping orientations (shopping activities, interests and opinions) continue to 
differ from generation to generation.  
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An understanding of customer needs through segmentation based on 
shopping goals or motivations, customers‟ overall perception of value 
received from a store is critical in designing and developing retail 
environments that are will deliver superior value to the target customer. 
Furthermore, customer satisfaction depends upon the ability of the retail 
shops to deliver the value sought by the customer, which can either be 
hedonic or utilitarian in nature. Therefore, the value of any patronage to the 
retail facility can be based on whether the facility in question is able to deliver 
the desired consumption experience. A positive experience will lead to repeat 
purchases and loyalty to the retail facilities in question. 
 
3.6 MARKET SEGMENTATION OF SHOPPERS IN SOUTH AFRICA 
Marketing segmentation has for a long time been considered to be a useful 
tool in understanding the needs of a target market and its unique 
characteristics. Kardes, Cline and Cronley (2008:432) defined market 
segmentation as a process of dividingthe large and diverse mass market  into 
manageable portions that have similar potential customers that may be 
exhibiting similar purchase behaviour and intentions. Venter and van 
Rensburg (2009:141) emphasised the importance of segmentation, targeting 
and positioning as key concepts in strategic marketing; they also stated that 
when developing marketing strategies it is important firstly to understand 
which market segments exist and then define and describe them. 
Furthermore, it would be difficult to effectively satisfy customer needs in such 
a way that would invite positive word of mouth recommendations without an 
appreciation of the different market variables.  
 
According to Puohiniemi (1991:33) and Lamb et al. (2004) to be useful, 
segmentation must fulfil certain criteria. Segments must be identifiable, 
relevant, measurable, economic and accessible. Lastly it is important to 
ensure that the segmentation is applicable in practice.  
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Heok, Gendall and Esslemont (1996) & Kotler and Keller (2006) concurred 
with the notion that the benefits of market segmentation are appreciated and 
believed to be centred on gaining information on the extent and quality of the 
market. Furthermore, it is seen as an important forecasting technique that 
improves the ability to identify consumer behaviour and exploit new market 
opportunities like the growing SADC market of travelling shoppers. The 
Annual Tourism Report (2009) indicated that foreign arrivals to South Africa 
continued its upward growth closing the year with a 3.6% increase over 2008. 
Revenue generated from foreign tourism increased by 7.0% during the same 
period. Tourism generated more foreign exchange earnings since 2003 
compared to gold exports. Gold exports grew by 7.5% between 2003 and 
2009 while foreign tourism‟s direct spend grew by 9.6% in the same period.  
According to The Annual Tourism Report (2009) the ability to segment the 
tourism market into distinct groups of shoppers, or prospective shoppers, who 
respond differently to particular marketing mix variables, is likely to be 
beneficial to retailers.  
 
Africa‟s land markets, which are the focus of this study recorded the largest 
increase in revenue (R8,7 billion or 19.9%).It would be improper for the 
retailing industry to avoid segmenting and targeting this growing market that 
has transformed tourism and retail industry in South Africa (Annual Tourism 
Report 2009).  
 
Targeting of profitable markets is critical in marketing, especially the tourism 
market, which is usually fragmented by the mode of transport used, needs, 
cultural backgrounds, and personality, wants and needs. Moreover, travellers 
are usually individualistic except for multicultural tourists. Therefore retailers 
are required to segment and group shopping travellers by similarities based 
on where they shop, what they buy and who they are (Assael 1995:411).   
 
Schiffman and Kanuk (2000:33) found market segmentation and diversity to 
be complementary concepts, whilst Wolfe (1990:26) noted that individualistic 
travellers are complex to segment, are more diverse in lifestyles and are 
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usually less profitable. However, Belch and Belch (2001:45) maintained that it 
is impossible to develop marketing strategies for each and every consumer in 
the market. Consequently retailers should instead, attempt to segment and 
identify broad categories of shoppers who have the same needs and would 
also respond similarly to marketing initiatives of the firm. 
 
Marketers should continuously innovate and create services and products of 
high quality that would engender memorable shopping experiences. These 
processes are likely to assist in the formation of permanent attachments to the 
retail shops by a large number of satisfied customers. Since tourists have 
diverse needs, interests and wants, market segmentation should effectively 
serve both consumers and marketers alike. Particular segments of the market 
call for a creaming pricing approach, while the other from bargain hunters 
demand for a different pricing system. The retailers should understand the 
markets they would focus on because some consumers are driven by hedonic 
needs such as ambience and exclusivity. Retailers should also focus on 
development and implementation of creative promotions that link and reflect 
particular lifestyles, which would allow the consumer to differentiate and 
discriminate between product offerings, and initiate sales (Swartbrooke & 
Horner 1999:189).  
 
Schiffman and Kanuk (2000:36) developed nine major categories of consumer 
characteristics that provide the most popular bases for market segmentation, 
namely, geographic, demographic, psychological, psychographic (lifestyle), 
socio-cultural, user-behaviour, usage situation and benefits sought. According 
to Schiffman and Kanuk (2000) a rich and comprehensive profile of a 
particular consumer segment can be created, in some cases a hybrid or 
combination of several bases of segmentation. It is important to determine 
what combinations would be created by South African retailers in case of 
different sets of travellers. Wolfe (1990:26) suggested an experiential 
segmentation strategy, which is the positioning of products and services 
according to the experiences applicable to travelling shoppers or tourists, and 
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should resemble the affective and cognitive segmentation bases put forward 
by Peter and Olson (1994:39-41). Segmentation is a very difficult process to 
design and implement, in some cases, at least some dimensions and bases 
will be obvious from previous research, purchase trends, managerial 
judgment and analysis of consumer/product relationships (Peter and Olson 
1994:36 & Teare et al. 1994:101). 
 
3.7 TYPOLOGY OF SHOPPING TRAVELLERS 
Brusdal and Lavik (2005:3) stated that different kinds of consumers and their 
buyer behaviours can be described concretely by the use of consumer 
typologies. According to Visser and du Preez (2001:72) shopping orientation 
is a multidimensional and also complex concept, which is difficult to 
understand and to define due to numerous variables that are intertwined 
within it. Therefore the concept shopping orientation is described by different 
researchers from a number perspective but certain variables related to 
concepts are repeated differently in other domains.  
 
According to Shim and Kotsiopulos (1992) shoppers with dissimilar shopping 
orientations show different consumer characteristics. Differences are also 
observed in market behaviour, which include different preferences and needs 
for information sources, store selection and store attributes. Visser and du 
Preez (2001:73) stated thatshopping orientation consists of a personal 
dimension, which can be in the form of activities, motives, interests, opinions, 
needs and preferences and a market behaviour dimension or a general 
approach to acquiring goods and services. Shim and Kotsiopulos (1993) with 
regard to apparel shopping found out that shopping orientation may be used 
for prediction of consumer behaviour. They also indicated that shopping 
orientation, information sources, store attributes, and personal characteristics 
reveal the predictability of patronage behaviour. Consumer characteristics in 
decision-making can be measured via an examination of consumer styles, 
which would lead to a definition and description of different shopper types.   
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Consumer Style Index (CSI), consist of eight different decision-making styles 
namely quality conscious, brand conscious, recreation conscious, price 
conscious, innovation/ fashion conscious, impulsive, confused by over-choice 
and brand loyalty. Each of these variables is important in identifying shoppers 
that follow certain ways of shopping decisions and motivations. Even though 
price may be an indicator of high quality, status or differentiator, some 
consumers are price conscious and are usually not willing to pay higher prices 
for a product and/or services if their attention is focused on paying low prices 
only (Lichtenstein et al. 1993:235).  
 
It is possible to have a large number of consumer typologies, during 
segmentation of the market process but the number and type of typologies 
should be manageable. Lesser and Hughes (1986) identified and described 
shopper types using different nomenclatures, which are: 
 the inactive shopper (does not engage); 
 the service shopper (demands a high level of in-store service); 
 the traditional shopper (not enthusiastic, uncomfortable spending money);  
 the active shopper (tough, shopping around);  
 the dedicated fringe shopper (compulsion for being different, select 
products that reflect their individuality; and 
 the price shopper (price conscious, price extremist). 
 
Autio (2004) proposed five typologies during the study of a youth population:  
 responsible narrative; 
 economical narrative;  
 hedonist narrative;  
 rational or reflective narrative; and 
 squanderers narrative.  
Past research has identified several shopper types with significantly different 
purchasing behaviour, including involved shoppers, price-driven shoppers and 
convenience-driven shoppers. Involved shoppers are highly involved with 
pricing and customer service besides the fact that they enjoy convenience, 
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quality and advertising, as well as low prices. Furthermore, price-driven 
shoppers were identified as heavy users of advertising materials because 
they would be looking for information that would lead to high quality products 
which would be lower in prices. Convenience-driven shoppers are willing to 
trade increased convenience (parking and location) for high prices.  
 
A recreational shopper is referred to as one who enjoys leisure time activities; 
appreciates the process and enjoyment of the shopping, while economic 
shoppers dislike shopping or are neutral towards it. Furthermore, convenience 
shoppers require low prices as well as convenience. In many instances 
consumers may desire to obtain a higher level of experiential consumption 
relative to utilitarian consumption (Kim 2001:288). 
 
De Mooij (2000:105) opposed the compartmentalisation of shoppers into 
behavioural typologies. It could, however, be postulated that once the 
travelling consumers with different shopping orientations are identified, other 
important consumer characteristics could be studied among these tourist 
subgroups. Once the South African retailers and marketers have understood 
the shopping typology of travellers, their marketing tactics and strategic 
approaches could be based on the identification and satisfaction of the 
different needs of these subgroups. Kim, Timothy and Hwang (2010:2) were 
of the opinion that numerous consumer typologies have been created and 
developed by retailers and marketers  in recent years in an effort to have a full 
appreciation and understanding of the types of products tourists shop for, their 
drive and motivation for shopping and their behaviours/experiences in relation 
to shopping and purchasing products. 
 
Littrell, Baizerman, Kean, Niemeyer and Railly (1994) and Moscardo (2004) 
have identified varying degrees of seriousness in relation to shopping from the 
perspective of shopping behaviours and motivations, which range from a 
continuum of serious/passionate shoppers to casual shoppers who buy little 
or nothing at all but continue to browse or visit retail outlets as a way of 
passing time, especially at bus and railway stations. The focus of this study 
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will be on two types of shoppers who are serious shoppers and casual 
shoppers. All these shoppers, as tourists, are motivated by both utilitarian and 
affective needs but their levels of participation in the shopping processes 
differ significantly due to the context, internal drive, and type of needs and 
personality of the tourist.  
 
The relationships between types of trips, primary activities during tour, and 
type of shopping engaged in are critical in identifying shopper typologies and 
their basic needs (Carmichael & Smith 2004). Tourists are driven to 
participate in shopping activities by a desire for keepsakes and tangible 
memories of an enjoyable holiday experience (Littrell 1990 & Timothy 2005). 
Anderson and Littrell (1995) revealed that some types of shoppers, shop 
because of the novelty a new environment creates, to fulfil utilitarian needs, to 
purchase gifts for people at home, utilise excess time, to socialise and spend 
time with friends, just to relax, or simply out of sheer love of shopping in 
general. According to Arnold and Reynolds (2003) motivation is also used to 
classify shoppers into typologies, but there are very few motivation based 
shopper typologies.  
 
Tauber (1972) created a shopping typology that shows the non-product 
acquired motives. Westbrook and Black (1985) also made a comprehensive 
shopping typology that was driven by motivational variables. Arnold and 
Reynolds (2003) developed a typology of shoppers that are motivated by 
hedonic shopping motivation. According to Tauber (1972:58) an appreciation 
of shopping motives needs the consideration of fulfilment, which shopping 
activities offer, as well as the utility attained from the goods that may be 
acquired. Tauber (1972:47-48) focused on dual categories, personal and 
social motives for shopping; the category on personal motives comprises: 
 Role Playing: This motive relates to the role of the shopper in the society. 
Housewives tend to view grocery shopping as one of their roles in society. 
 Diversion: Some people use shopping as a recreational activity.   
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 Self-gratification: Shopping is seen as a means for showing off different 
emotional states or moods. 
 Learning about new trends: People shop to identify new products and 
models. 
 Physical Activity: Shopping is done for physical railwaying or exercising. 
 Sensory Stimulation: Some shoppers go shopping for sightseeing. 
In addition Tauber (1972:47-48) stated that the other category of shopping 
motive is social: 
 Social experiences outside the home: Shopping is done for socialising. 
 Communication with others that have similar interests: Shopping is done to 
interact with those people with similar interests. 
 Peer group attraction: Shopping is seen as a means of self-expression 
amongst reference groups. 
 Status and authority: Some people go shopping to gain attention and 
respect. 
 The pleasure of bargaining: Some shoppers enjoy bargaining for lower 
prices. 
 
Westbrook and Black (1985) indicated that motivation based shopping is the 
most appropriate and best way for delineating shoppers. According to 
Westbrook and Black (1985) this framework is suitable for guiding retail 
strategy formulation and is a source of comprehensive theories of shopping 
behaviour. Westbrook and Black (1985:86-87) developed the following 
shopping typologies: 
 Anticipated utility: These people go shopping to obtain products of utility 
value.  
 Role enactment: The reason for going shopping is influenced by a 
person‟s societal roles. 
 Negotiation: Satisfaction is attained by negotiating for lower prices for 
products referred to as the pleasure bargaining.  
 Choice optimisation: For this type of shopper, shopping is a means to get 
suitable products to fulfil a need.  
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 Affiliation: Shopping is done for socialising with others. Westbrook and 
Black (1985) added the term of indirect affiliation, to express the intention 
to interact with a particular group. This idea encompasses Tauber‟s three 
shopping typologies: social experiences outside the home, communication 
with others having similar interests and social experiences outside the 
home. Communication with others that have similar interests and peer 
group attraction.  
 Power and authority: For some people shopping is a means of improving 
their social status.  
 Stimulation: To feel stimulated some shoppers go shopping to interact with 
the store environment. Tauber identified this shopping typology. 
 
Hirschman and Holbrook (1981:92) suggested the concept of hedonic 
shopping motivation that is an extension of the concept of hedonic 
consumption as a consequence - something that “designates those facets of 
consumer behaviour that relate to the multisensory, fantasy and emotive 
aspects of one‟s experience with the product”. Arnold and Reynolds (2003:78) 
insisted that “hedonic shopping motives are similar to the task orientation of 
utilitarian shopping motives; only the task is concerned with hedonic fulfilment, 
such as experiencing fun, amusement, fantasy and sensory stimulation”. The 
typologies developed by Arnold and Reynolds (2003:80-81) are as follows: 
 Adventure shopping: The motive for shopping is an adventure; it thrills, 
stimulates, and is exciting and the entering of a different universe of 
exciting sights, smells and sounds. 
 Social shopping: The main purpose of shopping is socialising.  
 Gratification shopping: Some shoppers go shopping to ease tension from 
life. 
 Idea shopping: Shopping increases shoppers‟ knowledge of new trends 
and models. 
 Role shopping: Role shopping reflects the enjoyment that shoppers derive 
from shopping for others, the influence that this activity has on the 
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shoppers‟ feelings and moods, and the excitement and intrinsic joy felt by 
the shoppers when finding the perfect gift for others”.  
 Value shopping: Some shoppers engage in shopping to find good value 
product.  
 
Shopping motivation seems to establish one‟s role in the society through 
shopping, this was also explained in Tauber‟s shopping typology and 
Westbrook and Black‟s (1985) motivation based on shopping typology. 
Although these typologies seem to be similar the main difference between 
them and the Arnold and Reynolds typology is that the former consider that 
shopping is part of the shoppers‟ roles in society. Arnold and Reynolds (2003) 
however,  put forward that besides gaining satisfaction from fulfilling their 
duty, shoppers also expect to gain personal satisfaction from buying 
something for other people.  
 
Hedonic shopping motivation typology, including product acquisition 
motivation, is the main interest of this research. According to Babin et al. 
(1994) most motivation typologies consider utilitarian and hedonic motivation 
because they are the underlying forces that drive all consumption. Babin and 
Attaway (2000:3) differentiate utilitarian value as „task‟ related worth and 
hedonic value as „shopping value‟ worth for shoppers. These shopping 
motivations are assumed as influencers on the in-store experience in terms of 
their perception of store atmosphere and their cognitive responses. 
 
The following are typologies of shoppers that were developed at different 
times using different samples and research formats, which are relevant for 
this study even though they are not focused solely on travellers. These 
researchers used different sample sizes, research formats and analysis 
methods; generally the types of shoppers identified seem to be similar in 
terms of buyer behaviour. 
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Figure 3.3: Summary of Shopper Typologies 
Author (Date) Population 
Sample 
Size 
Research Format Shopper Types (%) 
Stone (1954)  
 
Department 
store shoppers 
 
124 
Questionnaire; 
cluster analysis 
Economic (33) 
Personalising (28) 
Ethical (18) 
Apathetic (17) 
Indeterminate (4) 
Darden & 
Ashton (1974) 
 
Middle class 
suburban 
housewives 
 
 
116 
Self-administered 
questionnaire: 
MANOVA 
Apathetic (22) 
Demanding (9) 
Quality (19) 
Fastidious (15) 
Stamp preferred (12) 
Convenience (15) 
Stamp haters (8) 
Bellenger & 
Korgaonkar (1980) 
 
Adult shopper 324 Self-administered 
questionnaire; 
Discriminant analysis 
Economic (31) 
Recreational (69) 
Westbrook & 
Black (1985) 
 
Adult shopper  
 
203 Structured 
questionnaire; 
Factor analysis 
 
Shopping process involved (12) 
Choice optimizing (18) 
Shopping process apathetic (20) 
Apathetic (10) 
Economic (31) 
Nondescript (9) 
Lesser & 
Hughes (1986) 
 
Head of 
household 
 
 
6,808 
 
Telephone interview; 
Q-factor analysis 
Inactive (15) 
Active (13) 
Service (10) 
Traditional (14) 
Dedicated fringe (9) 
Price (10) 
Transitional (7) 
Convenience (5) 
Coupon saver (5) 
Innovator (4) 
Unclassified (8) 
Cullen (1990) Principal 
household 
shopper 
2,484 
Postal questionnaire; 
Factor analysis 
Shopping affect (n /a) 
Economic (n /a) 
Apathetic (n /a) 
Shopping snob (n /a) 
Sulmaier (2001) Airport shoppers 
 
Questionnaire Stroller and half day tripper (relaxers) 
Leisure-interested employee (amusement seekers) 
Employees on duty 
Local residents/convenience shoppers 
Geuens, Brengman & 
S’Jegers  (2002) 
Grocery shoppers 
 
Questionnaire Convenience shopper 
Intense social 
Experiential shopper 
Recreational shopper 
Low-price shopper 
Social shopper 
Geuensa, Vantommeb 
&Brengman (2003) 
Airport shopper 236 Questionnaire 
One way Anova 
Mood shoppers (35%) 
Apathetic shoppers (41%) 
Shopping lovers (24%) 
Arnold & Reynolds (2003)  
 
 Adventure shopping 
Social shopping 
Gratification shopping 
Idea shopping 
Role shopping 
Value shopping 
 
(Source: Adapted from Reid & Brown 1996:242) 
113 
 
 
 
 
3.8  CONCLUSION 
The behaviour of shopping travellers constitutes the central theme of 
discussion in this chapter. It specifically dealt with theories and various 
models concerning shopping behaviour of travellers. An attempt was to 
elucidate on consumer behavioural trends of travelling shoppers in the South 
African retail sector, which may assist in differentiating retail products, 
services and segmentation of markets in a way that could enhance marketing 
effectiveness amongst the travelling shopping segment. Special attention was 
paid to factors that motivate road travellers‟ choice of stores; the type of 
products they purchase and the decision making processes that individuals 
and buyer groups go through during the buying process of tourism products. 
Furthermore this chapter focuses on identification, categorisation and 
segmentation of typologies, shopping behaviours and preferences of travelling 
shoppers in South Africa.  
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 CHAPTER FOUR 
  
THE INFLUENCE OF THE COMPREHESIVE SERVICESCAPE 
ON TRAVELLERS’ SHOPPING BEHAVIOUR 
 
 
4.1 INTRODUCTION  
The demands on the performance of businesses are increasing at an ever 
increasing rate the globally, with the result that efforts for creating superior 
and distinctive customer experience seems to be the central objective of 
many retailing environments (Verhoef, Lemon, Parasuraman, Roggeveen, 
Tsiros & Schlesinger 2009:31). Pine and Gilmore (1999:163) argued that 
creating a distinctive customer experience has the possibility of creating 
enormous economic value for firms especially if the consumer evaluation of 
the comprehensive environment of retail firms is positive and encouraging. 
The way shoppers perceive retail space and the formation of particular 
attitudes towards the retail spaces depend on the retailer‟s creative 
manipulation of physical cues that stimulate positive feelings, emotions and 
also facilitate positive judgement of the environment (Dennis &Newman 
2005:3).  
According to Lee and Lou (1996) cues for quality evaluation examine mainly 
brand names, prices and country-of-origin images and focus on products only. 
The servicescape as a cue is considered in a few studies only.  Sweeney, 
Johnson and Armstrong (1992) examined only two single aspects of the 
servicescape as surrogate criteria: the employees' clothing and the location of 
restaurants. In Wakefield and Blodgett‟s (1996) study the influence of single 
servicescape aspects was examined only for the perceived quality of the 
servicescape, but not for the perceived quality of the service itself. Ward, 
Bitner and Barnes (1992) only examined the importance of the exterior and 
interior servicescape as cues for categorising services and forming 
impressions about prototypicality. Baker, Grewal and Parasuraman (1994) 
examined the effect of several aspects of the servicescape on quality 
evaluation. 
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In this chapter the comprehensive servicescape model dimensions which 
shoppers experience during the shopping encounter for instance the physical, 
social and socially symbolic dimensions will be discussed. This chapter 
essentially investigates the social and physical influences of environments 
such as that of the bus and railway stations. Furthermore it indicates the 
significance and importance of the interaction of service employees with the 
customers in determining the service quality, customer satisfaction and the 
future intention of the customer. This chapter will also highlight the importance 
of customer to customer interaction within the retail environment, which has 
an influence on the consumption and behaviour of consumers.  
 
4.2  COMPREHENSIVE SERVICESCAPE MODEL 
The comprehensive servicescape model is a synchronisation of the different 
aspects of the servicescape that comprises four dimensions, which are: 
physical environment, social environment, socially symbolic and natural 
dimensions (Figure 4.1) which shoppers experience during the shopping 
encounter (Rosenbaum & Massiah 2011). This is an expanded version of the 
Bitner‟s (1992) servicescape model, which adds the natural dimensions to the 
other variables of the servicescape.  In the case of Baker, Parasuraman, 
Grewal and Voss (2002) their overall servicescape is composed of three 
distinct environmental dimensions, design, social, and ambience. However, 
Hightower and Shariat (2009) posited that the servicescape has a hierarchical 
factor structure and also assumed that consumers think of the servicescape at 
three different levels simultaneously: (1) at overall level (2) at dimension level, 
and (3) at sub-dimension level. Hightower (2010:81) suggested that some 
servicescape dimensions are very complex and multi-dimensional as 
indicated in Figure 4.1. The Hightower (2010:81) dimensional factor is also 
comprises three important variables: the social, ambience and design 
dimension, while the sub-dimension of the model consists of design sub-
dimensions (functional and aesthetic) and finally the social sub-dimensions 
comprise employees and customer factors. This study dealt with physical, 
social and socially symbolic dimensions of the comprehensive servicescape. 
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The physical environment or servicescape in a business creates brand 
associations, formulates the stores image and also establishes an image 
within the mind of a consumer. Physical and social cues of a business are 
influential in communicating to the customers the firm‟s image and its 
purpose. In return these cues are also used by customers to evaluate the 
quality of service provided, formation of expectations and assumptions about 
the retail firm. The physical and social cues in a business environment are 
important for customer satisfaction; they can trigger loyalty and continued 
patronage. A positive relationship between the business and the consumer 
creates a loyalty ripple effect for service firms, which would be anchored 
around three key concepts: value of a customer, service loyalty, and word-of-
mouth communications (Gremler & Brown 1998:272). 
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(Source: Rosenbaum & Massiah 2011:26) 
 
 
                                                               
                                                                                  
                                                               
                                                                                                   
 
 
 
Ambient Conditions 
 Temperature 
 Air Quality 
 Noise 
 Music 
 Odour 
  
Space/ Function 
 Layout 
 Equipment 
 Furnishings 
  
Signs, Symbols & Artifacts 
 Signage 
 Artifacts 
 
 
Physical 
Dimensions 
 
 
 Employees 
 Customers 
 Social Density 
 Displayed Emotions of 
others 
 
 
Social 
Dimensions 
 
 
Perceived 
Servicescape 
 
 
 Ethnic Signs/Symbols 
 Ethnic Objects/Artifacts 
 
 
Natural 
Dimensions 
 
 
 Being Away 
 Fascination 
 Compatibility 
 
 
Socially- 
Symbolic 
Dimensions 
 
4.3 INTERNATIONAL SERVICESCAPE CONSTRUCT 
Keillor, Hult, and Kandemir‟s (2004) three item scale does not adequately 
represent the hierarchical dimension of the Hightower‟s model, on the first, 
second and third order factors. It is important to note that the servicescape 
measurement mechanism should demonstrate excellent in reliability, and 
predictive validity (Bitner 2000:45). It is unclear as to how Bakeret al. (2002) 
items: the design, social, and ambient store conditions directly relate to Figure 
4.2. Bitner (1992:67) argued that a total configuration of environmental 
dimensions form the servicescape.  
Figure 4.1: Comprehensive servicescape model 
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Figure 4.2: International servicescape construct  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This view is built from extensive research by Holahan‟s (1982) on 
environmental psychology that states that customers respond to environment 
in a holistic manner. Tombs and McColl-Kennedy (2003) argued that existing 
models of servicescapes are narrow and limited due to over-concentration on 
the tangible characteristics of the servicescape; they endorsed the re-
conceptualisation of servicescapes to include social aspects of the 
environment.  
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Environmental psychologists have also argued that people respond to their 
environment holistically, rather than to individual stimuli. In line with these 
researchers Bitner (1992) developed a conceptual framework of the 
servicescape which describes the mix of internal responses that are 
influenced by environmental factors and the external behaviours of employees 
and customers. Individual behaviours are seen as the interaction with the 
customer's physical environment and some encounters occurring between 
employees and customers, known as social interactions. 
 
Bitner (1992) maintained that the dimensions of the physical surroundings 
include all of the objective physical variables that can be controlled by the firm 
to enhance (or constrain) employee and customer actions (Bitner 1992:65). 
Bitner also divided the dimensions of the physical surroundings into three 
different categories, the ambient conditions, spatial layout and functionality, 
and signs, symbols and artefacts. Babin and Darden (1996); Donovan and 
Rossiter (1982); and Wakefield and Baker (1998) also linked the general 
holistic environment of the servicescape and effect to psychological reactions 
of shoppers. The human element (staff and consumers/the social-
servicescape) should be considered as the fundamental component of the 
service environment. The social-servicescape is defined as a service 
environment where the human aspects of the setting influence the behaviour 
of consumers as a result of direct or indirect interactions with other persons 
present (Tombs & McColl-Kennedy 2003:1462). This notion of including the 
customers and frontline staff as an important part of the service environment 
is supported in the social psychology studies of Cassidy (1997:3). Tombs and 
McColl-Kennedy (2003:1465) argued in favour of broadening and re-
evaluation of the servicescape variables by introducing the concept of the 
social-servicescape that has been established in earlier literature. 
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4.3.1  The physical servicescape 
Hightower (1997) defined the servicescape as everything that is physically 
present to the consumer during the service encounter, while (Kotler 1973) 
used the term atmospherics to describe the same physical environment, 
which he considered to be a neglected aspect of the business that has a 
critical role in influencing consumption responses by consumers to the retail 
products and services. Greenland and McGoldrick (2004:198-205) noted that 
atmospherics continue to be an important area of marketing research, as 
indicated by the growing number of atmospheric studies on a wide range of 
cognitive, affective and behavioural frameworks. The concept of a 
servicescape was first developed by Bitner & Booms (1981). In their seminal 
paper they defined servicescape as the environment in which the service is 
assembled and in which sellers and consumers interact, in combination with 
tangible commodities that facilitate the performance or communication of the 
service (Bitner & Blooms 1981:36) 
 
Bitner (1992:57) developed the servicescape as a conceptual framework for 
understanding the physical environment and user relationships in service 
organisations. Bitner (1992) also developed the typology of service 
organisations based on variations in form and usage of the servicescape. It is 
common knowledge that services are consumed in the same service 
environment where the consumers and the physical environment interact 
closely. The satisfaction that the patrons get with particular services is usually 
influenced by the quality of the environment from where the shopping 
encounter takes place. It‟s unfortunate that most organisations rarely or barely 
take cognisance of this important tangible organisational resource (Becker 
1981:130). Compared to other marketing and promotional variables like 
pricing, products and packaging that exist within the firm, the physical 
environment is seldom used effectively to the advantage of the other business 
processes. If they are made to be part of the organisation‟s promotional 
efforts, the physical settings can improve organisational results.  
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Bitner (1992:58) also saw the physical environment as the built environment 
that is man-made, which is derived from the biotic environment, trees, flowers 
and people. In the definition of servicescape the physical environment 
(signage, ambience and atmospherics) is emphasised and dealt sparingly 
with the natural or social environment, which is one of the major components 
of this chapter. The aspects of surroundings, which Bitner considered, are the 
spatial layout and functionality and the elements related to aesthetic appeal. 
The physical dimensions of the organisation's surroundings influence the 
customer and employee behaviours concurrently. It is important to note that 
individuals react to places in two general forms of behaviour, which can be 
approach and avoidance (Mehrabian & Russell 1974:4). Different studies on 
physical environments have suggested a number of definitions of the service 
environment, which are consumptionscape, retailscape, servicescape or 
atmospherics. 
 
Turley and Milliman (2000:208);  Mathwick, Malhortra and Rigdom (2001); 
Tombs and McColl-Kennedy (2003:448); Bitner (1992:58); to a certain extent 
shared the same views of the servicescape in the physical environment; 
atmospherics; marketing environment; economic environment; interactive 
theatre; healthscapes; environmental psychology; store environment; service 
environment and social-servicescape. Turley and Milliman (2000:193) 
indicated that these different terms of the servicescape reflect the eclectic 
nature of the literature in this area. However, for the purpose of consistency, 
this study employs a definition of servicescape by Bitner (1992) that refers to 
it as the design of the physical environment and service staff qualities that 
characterise the context which houses the service encounter, which elicits 
internal reactions from customers leading to the display of approach or 
avoidance behaviours.  
 
Tombs and McColl-Kennedy (2003) broadened the conceptualisation of 
servicescape and made it more comprehensive where they considered the 
people (consumers) and the frontline staff as part of the servicescape, which 
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they define as the social-servicescape. Darley and Gilbert (1985) and Russell 
and Snodgrass (1987) believed that the success of a business depends on 
how the consumers react to its servicescape; a positive reaction to a 
servicescape means higher monetary returns to an investor. 
 
4.3.2  Physical Evidence 
Since service products are mostly intangible, consumers cannot sample 
intangible dominant products. These service products are usually produced 
and consumed concurrently; the prospective customer faces high uncertainty 
with regard to service characteristics, especially if the service environment is 
foreign to the consumer. To decrease uncertainty and information 
asymmetries the customer would seek more  
 
information. But because of a lack of market transparency, unavailability of 
word-of-mouth and credence qualities, the information search is usually 
difficult and complex for most travelling shoppers who might be intimidated by 
a new environment. In the absence of alternative information about service 
attributes, travellers are generally forced to concentrate on certain quality 
signals (physical cues) to evaluate the service environment for physical 
evidence. In the retail environment a number of researchers including 
Hightower, Brand and Bourdeau (2006); Rosenbaum (2005); Keillor, Hult and 
Kandemir (2004); Hightower, Brady and Baker (2002) and Bitner (2000); 
revealed a wide range of literature, which suggested that the servicescape 
serves as a differentiating factor in signalling quality and physical evidence to 
target markets.  
 
Zeithaml and Bitner (1996:518) & Lovelock and Wirtz (2011) defined physical 
evidence as the environment in which the service is delivered and where the 
firm and the customer interact with any intangible commodities that facilitate 
performance or communicate the service. The service environment performs 
many functions; it communicates the setting, communicates quality, 
expectations and is considered the embodiment of tangibility of those services 
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that are virtually intangible. Zeithaml, Bitner and Gremler (2006:317) also 
reiterated the same views on the physical evidence that states that the service 
environment offers tangible cues for customer evaluation of a service before 
purchases are made. Services are economic activities that produce physical 
products (Zeithaml et al. 2006:4). The following dimensions differentiate 
products from services - tangibility, heterogeneity and inseparability (Sohail 
2003:197). Zeithaml et al. (2006:5) indicated that customer service provides 
critical support to the business functions, which improves the customer 
evaluation of the total business environment. According to Lovelock and 
Wright (1999:201) physical evidence and the accompanying atmosphere 
affect buyers‟ behaviour in the following three ways: 
 
 as an attention-creating medium to make the servicescape stand out 
from that of competing establishments and to attract customers from target 
segments;  
 as a message-creating medium, using symbolic cues to communicate 
with the intended audience about the distinctive nature and the quality of 
the service experience; and 
 as an effect-creatingmedium, employing colours, textures, sounds, 
scents, and spatial design to create or heighten an appetite for certain 
goods, services, or experiences.  
 
Hightower, Brady and Baker (2002) referred to the physical facilities as a 
quality indicator (cue). Baker, Grewal and Parasuraman (1994) and Baker et 
al. (2002) suggested that the physical environment can take the role of a 
package, a facilitator, a socialising agent and differentiator. Ward et al. (1992) 
gave an analogy or reference to the physical facility or servicescape as a 
package that facilitates in rendering a service product tangible. It provides 
confidence, trust and high expectations about the intangible service 
performance and thus it can be used for inference by the customer.  
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Wakefield and Blodgett (1994) believed that the physical surroundings can 
play a role similar to the physical good‟s package in that it basically 
communicates an image of what is included in the service. It fulfils a 
facilitating role, which is demonstrated when the physical environment 
increases or restricts the efficient flow of activities during the service 
encounter. According to Hightower et al. (2002) the socialising role of the 
physical environment is evidenced when it projects various roles, behaviours 
and relationships to employees and consumers. 
 
4.3.3  Physical Cues in the Service Environment 
According to Garg et al. (2010:2) retail atmospheric cues can generate sets 
and subsets of associations related to attributes, benefits, and emotions of 
pleasure-displeasure, attraction-distraction, high-low confidence, self 
actualisation, and basic human desires. Environmental cues are ubiquitous 
within the retail store environment; the retail store is a bundle of cues, 
messages and suggestions which speak to the consumer. These cues 
communicate different messages to different consumers depending on their 
demographics, attitudes, motivation and the contextual setting of the 
environment. These environmental cues are pervasive throughout the store, 
the purpose of these cues is to create a shopping environment that can trigger 
specific emotional results and enhance purchasing probability.  
 
Before any purchases are made, consumers commonly look for familiar cues 
or indicators, which display or confirm the firm's capabilities and quality 
dimensions. Bitner (1990) suggested that the physical setting may also 
influence the customer's ultimate satisfaction with the service. Travelling 
shoppers are usually short of time, therefore observable and familiar cues 
from the store environment assist in quickening their shopping decision 
making processes. It is therefore important for retail shops within the bus and 
railway stations to provide cues that convey confidence trust and also arouse 
interest of travelling shoppers. When consumers are faced with time 
limitations, there is a greater tendency to rely on peripheral cues as resources 
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for assessing the intrinsic value of a product rather than relying on the 
extensive arguments stimulated by an in-store advertisement. Under 
peripheral processing, more unplanned purchases are likely to be made by 
shoppers (Bitner & Obermiller (1985:420-425). According to Petty and 
Cacioppo (1985) peripheral cues include visual stimuli such as branding, 
packaging, display aesthetics and location.  
 
Many studies, Bakeret al. (2002); Baker et al. (1992) and Bitner (1992) 
showed that some service encounters and settings increase sales, profits and 
customer satisfaction, yet very little research has been done in relation to the 
impact of servicescape on customers‟ perception and evaluation of these 
settings. Lovelock and Wirtz (2011) confirmed the significance of 
servicescape, which he considered as an important tangible component of the 
service product that gives cues to consumers and also develops an 
immediate perceptual image in the consumers‟ minds. The literature in service 
encounters suggest that consumers use the exchange environment as a 
tangible cue to predict the quality inherent in a service offering (Parasuraman, 
Zeithaml & Berry 1985:31-33). Therefore, the service environment can 
provide different communicative functions to travellers, such as statement on 
the setting, a message on the quality; it also communicates expectations and 
is the depiction of tangibility of the otherwise intangible products. 
 
Since services usually involve simultaneous production and consumption, in 
many cases the customer has to enter the service facilities and has to be 
within the servicescape before he can make the purchase decision. 
Therefore, according to Baker (1998) the servicescape should offer a 
multitude of easily accessible cues to customers seeking confirmation of the 
service quality. According to cue utilisation theory, products or services 
consist of an array of cues that serve as surrogate indicators of the product's 
quality. These cues are dichotomised as either intrinsic or extrinsic to the 
product. Intrinsic cues are physical attributes of a product such as size or 
shape, whereas extrinsic cues are product-related and arise from other 
marketing instruments. Many authors, including Dodds et al. (1991) as well as 
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Lee and Lou (1996), indicated that frequently used extrinsic cues are brand 
name and price. These cues can be perceived prior to the purchase decision 
and be a substitute for other information not yet available. In the case of 
travelling shoppers in the bus and railway station environment, more complex 
information searching processes can be avoided if the right cues are 
available. Zeithaml (1981) stated that in tangible products there are many 
cues, which are not available in service environments; services have limited 
cues because of their intangible nature. The only cues available are the 
service's price and the physical facilities. 
 
Studies on the physical environment of the store indicate that various cues 
are consumed and digested through a number of sensory modalities (aural, 
olfactory, hepatic, visual and taste). These cues communicate various 
messages to consumers. Different consumers use and understand these 
messages that would be communicated by the physical environment 
differently. Therefore, retailers should tailor make these cues to specifically 
target those consumers they are interested in (Bitner 1992:58). Most of the 
cues in the store environment are visualised (Edwards & Shackley 1992); it 
follows that retailers should design cues that are observable and easy to 
communicate their product and brand images to customers. Berman and 
Evans (1995); Turley and Milliman (2000) and Wagner (2000), further 
emphasised the links between the visual merchandising and considerations of 
the physicality of the in-store environment.  
The environmental cues of the stores‟ servicescape are delineated as 
internal/interior or external/exterior. These cues are also categorised as 
physical cues and social cues. Consumers evaluate the environment in a 
holistic manner; therefore this simplistic dichotomy of the retailscape ignores 
the importance of integrating both components of the purchase environment 
into a comprehensive servicescape. Lin (2004) supported this position and 
stressed the need for viewing the servicescape from a holistic perspective 
since shoppers move through the retail environment from the exterior to 
interior dimensions of the retailscape. 
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4.4 INFLUENCE OF PHYSICAL ENVIRONMENTS ON SHOPPERS’ 
BEHAVIOUR 
 
 
Various researchers stress the effects of mood on judgment, which is 
explained in terms of the ability of mood to enhance the accessibility of mood-
congruent associations by serving as a retrieval cue for similarly toned 
material stored in memory. Thus, when evaluating an environment, a shopper 
in a positive mood obviously makes a positive assessment. Adaval‟s (1996) 
study showed that mood may affect individuals evaluative judgments through 
its influence on the attention paid to different aspects of the information. 
Understanding environmental variables that trigger positive moods is very 
important in maintaining customer satisfaction and loyalty to the retail shop. 
Turley and Milliman (2002:193) observed that most marketing researchers 
have come to realise that the practice of creating influential atmospheres 
should be an important marketing strategy for most business organisations 
because consumers‟ shopping behaviours, motivations and moods are 
influenced by physical stimuli that they experienced at the point of purchase. 
 
Lawrence and Low (1990) noted that the built environment is considered by 
many theorists as culturally shared mental structures and processes.  They 
also stated that built structures convey messages and are an embodiment of 
values and meanings to different individuals and groups at various levels of 
the social ladder. Physical environments determine the character of social 
interaction through social rules, norms, conventions and social settings. An 
individual‟s perception of an environment leads to particular interpretations 
and formation of certain beliefs and emotions, which consequently affect his 
behaviour. These interpretations of environmental clues facilitate a 
categorisation of perceived quality. The Mehrabian and Russel‟s (1974:55) 
study suggested that there are two general forms of behaviour when reacting 
to certain places (servicescape); approach and avoidance. An organisation 
should encourage approach behaviours and discourage avoidance 
behaviours, which makes it imperative for the bus and railway stations to offer 
confidence, trust and security to shoppers. 
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Bitner (1992) stated that many studies have shown that the servicescape 
plays an important role in customers‟ impression formation and interpretation 
of the business environment. Understanding the nature and important role of 
physical settings have been pointed out by environmental psychologists and 
marketers as an important aspect in retailing. The term servicescape 
connotes a physical, material setting designed and built to shape consumption 
behaviour and emotions. Nelson and Venkatraman (2008) viewed the built 
environment as a frozen potential of a consumptionscape, which can be used 
to attract consumers and achieve the firm‟s purposes. Bitner (1992) perceived 
servicescape as a human built environment, this term encompass design 
factors such as layout, furnishings and colour; ambient conditions e.g. lighting, 
temperature, social interactions amongst and between customers and staff.  
 
The study of environmental psychology by Mehrabian and Russell (1974:7) 
identified two key areas of concern, the emotional impact of physical stimuli 
and effect of physical stimuli on a variety of behaviours. These researchers 
developed the Stimulus-Organism-Response Model (Mehrabian & Russell 
1974:54) that illustrates the link between the physical environment and the 
individual‟s behaviour. The model asserts that the physical environment 
impacts on the individual‟s internal state and in turn his approach-avoidance 
behaviours. Furthermore, retail store designers, planners, and merchandisers 
shape the retailing space for the purpose of creating and activating intended 
moods that affect a customer‟s reactions (approach and avoidance). Baker et 
al. (1992) believed that the physical environment evokes two types of internal 
states for an individual – the affective and cognitive states. 
 
Lehtinen (1982) argued that the physical resources of the service delivery 
system influence the service production process, where consumers 
participate in the servuction process and where the quality of the physical 
environment militates against effective services production and consumption. 
Since the service environment affects service delivery, time and location can 
also influence value perceptions. Heinonen (2004:206-207) indicated that the 
quality of the physical environment involves three sub-dimensions; ambient 
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conditions, design and social factors. Fundamentally pleasant servicescapes 
can be perceived in a negative light, if such a store environment fails to match 
the consumer‟s pre-consumption target-arousal levels, therefore retailers 
need to understand the level of excitement desired by their various target 
markets in order to enhance pleasure and satisfaction during the consumption 
experience. According to Mattila & Wirtz 2001 and 2004), pleasure is a direct, 
subjective response to the environment, depending on the individual‟s degree 
of liking of the environment. 
 
In a retail environment, Donovan and Rossiter (1982) identified that the 
atmospherics trigger emotional reactions, which in turn influence the time that 
consumers would spent in exploring a store. This function increases the 
probability of spending more money than originally intended and also the 
likelihood for future patronage intention. Donovan and Rossiter (1994) also 
found that pleasure is an important predictor of extra time spent and of 
impulse buying in a particular shop. In their study of the outdoor crafts market, 
where they wanted to determine the influence of in-store emotions, shopping 
motives and preferences of shoppers, Dawson, Bloch and Ridgeway 
(1990:425) identified that shoppers with strong product motives were 
appreciably more prone to have bought or anticipated to procure while at the 
market; clients with strong motives were notably less likely to do so. This 
reaction indicates that the marketplace or the servicescape has an impact on 
the shopping emotions on utilitarian shoppers.  
Baker, Grewal, Levy, Parasuraman,and Glenn (2002) showed that creating a 
superior in-store shopping experience is critical and could provide an effective 
competitive weapon for bricks and motor retailers that face growing 
competition from internet-based e-tailers offering similar merchandise at the 
same or lower prices (Bakeret al. 2002:138). The store environment or the 
servicescape variables can be used to leverage in-store patronage and also 
present an opportunity for retailers to communicate their offerings to the target 
market to create in-store experiences as a means of competitive positioning 
and building their brands. 
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Wakefield and Blodgett‟s (1999) findings concurred with the above findings 
that showed that the tangible physical environment plays an important role in 
generating excitement in leisure settings. Excitement and pleasure as the 
result of interacting with the physical environment of the store plays an 
important role in shaping the customer's re-patronage intentions, re-patronage 
behaviour and willingness to recommend the shop to other shoppers. The 
setting or the context also has a significant impact on the servicescape 
variables.  
 
In leisure service settings, excitement is often an end goal of consumers. The 
study indicated that one way service providers can enhance the level of 
excitement through effective design and maintenance of the tangible service 
environment. An attractive physical environment can consistently generate a 
positive influence on consumers‟ feelings about the place. During hedonic 
consumption the physical environment has an overriding effect on the 
decisions for consumers to spend long periods of time in a trading place. 
Intangible service quality is the predominant factor in determining behavioural 
responses. Effective management of the physical environment requires 
managers to accurately and adequately monitor customer perceptions of the 
physical environment, which may suggest maintenance, renovation or 
relocation needs. 
 
Bitner (1992:56) indicated that a variety of environmental factors have a 
different cognitive, emotional or physiological impact on both staff and 
customers. Bitner (1992) also stated that these internal responses to the 
servicescape have an effect on the social interaction and the behaviour of 
both individual customers and retail employees. According to Hyllegard, Ogle 
and Dunbar (2006:319) the store atmospherics are defined as the common 
surrounding shaped through the use of retail design features including 
tangible elements such as floor, wall, and ceiling surfaces, lighting, fixtures 
and mannequins, product trial areas, customer seating areas, point of 
purchase and window displays, as well as intangible elements such as music 
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temperature, and scent. These environmental variables form part of the 
customer‟s service experience. Edvardsson (2005:129) defined customer 
service experience as the service encounter that produces the customer‟s 
cognitive, emotional and behavioural responses, which result in a positive or 
negative memory. Rosenbaum (2005:257) suggested that ethnic consumers 
respond to symbolic servicescapes. Understanding responses from different 
typologies of consumers assist managers in effective positioning of the 
service organisation by projecting the firm‟s distinctive outlay and 
differentiating cues, which would signal intrinsic quality levels that would help 
consumers form beliefs and emotions about the service environment. The 
values attached to the environment by the consumers would lead to either 
approach or avoidance of the retail environment. 
 
4.5 EFFECTS OF ATMOSPHERICS ON CONSUMER SATISFACTION,  
LOYALTY AND PATRONAGE 
 
Hoffman and Turley (2002:33) questioned the reason for modest empirical 
research regarding the impact and influence of atmospherics on buyer 
behaviour and customers‟ service experience. Berman and Evans (1995) 
placed the exterior and interior atmospherics of the store into four categories: 
the general interior, the layout and design, the point-of purchase and 
decoration, and the exterior of the shop. An extensive study of fifty seven 
atmospheric variables by Turley and Milliman (2000) added the human 
variable to the four atmospheric variables indicated before. Spies, Hesse and 
Loesch (1997) assumed that a pleasant atmosphere enhances positive 
emotions and increases unplanned shopping, and also assists in the 
attainment of consumer goals. Futhermore, consumers consistently choose 
shopping centres for the pleasantness of their atmospheres rather than the 
goods they carry.  This calls for retailers to effectively plan and design the 
environment from which their services are provided. Without that some mall 
environments will be visited by shoppers. 
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The atmosphere plays a significant role in development of the store‟s image, 
which reflects the store‟s mood, service quality, product quality and price. The 
atmosphere of the store should be neatly blended with the store design; 
merchandise and other key retail mix variables that should be congruent with 
each other. According to Bitner (1992) & Berman and Evans (1995) a review 
of literature revealed that many writers agree broadly on the servicescape 
components, which should be used when analysing the servicescape.  Kotler 
(1973) and Bitner (1992) concurred that the degree of importance of particular 
components of the servicescape varies from organisation to organisation. 
Bitner (1992:65) indicated that in order to have a clear understanding of these 
cues the servicescape dimensions can be isolated and explored as individual 
components. Baker‟s (1987) typology of ambient factors, design factors and 
social factors were found to influence evaluations of merchandise quality, 
interpersonal quality, price, efficiency, enjoyment, appeal and escapism. 
Additionally, these evaluations contribute to the customers‟ perceptions of 
overall value of the servicescape. Positive perceptions of servicescape values 
lead the customers to spend more time in the store and develop a desire to 
visit the store again (Singh 2006:9).  
 
4.5.1  The Significance of Store Layout in Determining Consumer Behaviour 
The store‟s layout is part of the atmospherics that comprises internal and 
external aesthetic designs.Store layout comprises both the external and 
internal elements of the retail environment even though much attention of 
many researches is focused on the internal variables of the retailscape 
(McComish & Quester 2005:71).  Lin (2004); Turley and Milliman (2000) and 
Wagner (2000) categorised the retail environmental cues as either 
internal/interior or external/exterior. The demarcation of the environmental 
cues ignores the importance of treating these variables in a holistic and 
comprehensive manner that captures the movement of shoppers from the 
external to the interior of the retailscape. The manmade environment of the 
retail shop has a psychological effect on the perception of shoppers.  
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Broad conceptualisation of the retailscape that acknowledges the existence of 
a dynamic relationship between the consumers and the shop‟s environment 
as they move through space (spatial elements) and time (temporal elements) 
is important (McComish & Queter (2005:71). 
 
According to Bitner (1992); Omar (1999); Davies and Ward (2002) good 
interior design of a store can enhance customer attention, decrease 
customer‟s pessimistic perception of a store and encourage making a 
purchase. The importance of in-store environment forced researchers like 
Bitner (1992) & Davies and Ward (2002) to juxtapose the internal design with 
various in-store factors, for example the spatial factors, orienting factors, 
signage and ambient conditions, which are the compre-hensive atmospherics. 
Grossbart, Hampton, Rammohan and Lapidus (1990) found that the interior 
environment of a store has an effect on customer‟s patronage behaviour; they 
also acknowledged that the physical design has an important influence that 
marketers can use to impact on consumer‟s mood in both service encounters 
and point-of-purchase situations.   
 
Turley and Chebat (2002) indicated that modification of the physical space 
provided by retailers, impact on the in-store behaviour of customers. Turley 
and Milliman (2000) also showed the significance of atmospherics on 
shopping behaviour. Their study highlighted a variety of shopping behaviours 
that retailers can influence through modification of the retail design. Edwards 
and Shackley (1992); Chebat and Michon (2003); Areni and Kim (1995); 
Smith and Burns (1996) & Gulas and Schewe (1994)) supported the belief 
that a number of consumer responses can be induced by transforming 
different atmospheric factors.  Mere arrangement of goods in a wine store, 
music and ambient scents have a significant influence on sales, consumer 
spending and purchase intentions (Areni, Duhan & Kieker 1999:428).  
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Furthermore, Machleit, Kellaris and Eroglu (1994) & Sherman, Mathur and 
Smith (1997) supported the view that in-store behaviours, consumer emotions 
and attitudes, which include affective reactions in departmental stores are 
influenced by store atmospherics. Babin and Darden (1995) also observed 
that the effect of store atmosphere has a mediating effect on consumers‟ 
general shopping style, thus soliciting various reactions from different 
segments of shoppers. 
 
Atmospheric variables interact with each other and sometimes produce either 
expected or unexpected results. The idea of looking at a basket of 
environmental cues rather than a single cue at a time is a recent dimension. 
Fiore, Yah & Yoh (2000) reported that the effect of ambient scents may be 
mediated by other atmospheric elements. They found that adding a pleasant 
fragrance to a product display resulted in a positive attitude towards the 
product, purchase intentions, and willingness to pay higher prices. Michon, 
Chebat and Turley (2005:577) identified negative interactions between some 
ambient fragrances, mall density, and the perception of the mall environment.  
 
Babin, David and Suter (2003) also found that for fashion-oriented stores blue 
interiors were better perceived than orange interiors. Fiore et al.  (2000) & 
Mitchell, Kahn and Knasko‟s (1995) studies suggested that to be effective, 
scent should be consistent with whatever product is presently under 
evaluation by the consumer. However, the ability to match specific scents with 
products is much easier for single line or limited line specialty stores than it is 
in other retailing contexts such as department stores, discount stores or malls 
where product selections are broader and deeper. The question raised by few 
existing studies is to what extent the various cues (for example, music and 
scents) should match. In this study scent and music are evaluated in greater 
detail than the other cues because of their significance in influencing the 
emotions of travellers during their shopping excursions at the bus and railway 
station. 
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4.5.2 Influence of Ambience Scents/Odour in a Servicescape 
Scent has been considered as one of the most important atmospheric 
variables regarding influencing consumer decision making. This is probably 
an important variable within the bus and railway station environment, which is 
usually heavily populated by travellers. As with music, scent has an effect on 
the time that the consumer spends in a particular service environment 
(Mitchell et al. 1995). It has an influence on mood, cognition and approach-
avoidance behaviour (Bone & Ellen 1999; Chebat & Michon 2003 and Mattila 
& Wirtz 2001).  
Scent has an influence on consumers‟ psychology, cognition and decision 
making. Unfortunately there is little consistency regarding the causality of 
these effects. There are two schools of thought relating to the consumer 
behaviour relative the impact of ambience scents; these are the emotion-
cognition approach and the cognition-emotion approach. According Zajonc 
and Marcus (1984) the emotion-cognition approach suggested that emotions 
can take place as a direct consequence of consumers‟ exposure to sensory 
effects; therefore, visual cues are critical in evoking consumer behaviour.  The 
second school of thought, the cognition-emotion approach by Lazarus (1991) 
stated that cognition is a necessary condition for emotions to take place.  
According to Lazarus (1991) cognition is a precursor to emotions and that 
emotional reaction to visual cues take place in the absence of cognitive 
appraisal of that stimulus.  
 
According to Turley and Milliman (2000) ambient odour is one of the 
components of the retail atmosphere that has not received much interest from 
researchers, which it probably deserves. Gulas and Bloch (1995) developed a 
conceptual model portraying ambient scent as an environmental cue that 
influences emotional responses and ultimately shopping behaviours. 
Conversely in a study on olfaction, Bone and Ellen (1999) argued that there is 
little evidence to support the notion that odour is likely to affect retail 
behaviour. At present, using odour as a strategic atmospheric variable is risky 
because odour effects are difficult to predict. Mehrabian and Russell (1974); 
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Donovan and Rossiter (1982) and Bitner (1992) supported the notion that 
more research should be undertaken on ambient odours, since they are 
important atmospheric variables, which can influence emotional reaction from 
consumers.  
 
Morrin and Ratneshwar (2000) and Fiore et al. (2000) argued that studies on 
ambient scent in a retail situation have been done in a simulated environment 
but some were carried out in a retail environment (Chebat & Michion 2003). 
Generally, these studies show that odour can influence consumer shopping 
behaviour, although some of the findings have been considered mixed or 
inconsistent (Fiore et al. 2000).  Spangenberg, Crowley and Henderson 
(1996) showed that product variety mediates the outcome of odour on 
purchase intentions. Morrin and Ratneshwar (2000) illustrated that ambient 
scents improve assessment of products that are unfamiliar to consumers. 
Congestion and general cleanliness within and outside of an environment can 
exude pungent odours that can distract customers from expressing 
themselves in a positive way especially in particular environment like the bus 
and railway station which is inundated with large populations of passengers.  
 
4.5.3 Influence of Music in Retail Servicescape 
Music has a powerful influence on changing the behaviour of consumers; it 
has been used for centuries in various situations. Bruner (1990) indicated that 
any musical composition has three primary dimensions: a physical dimension 
(volume, pitch, tempo, and rhythm); an emotional tone, and a preferential 
dimension (the degree to which consumers enjoy the music). These 
characteristics of music are capable of evoking complex affective and 
behavioural responses in shoppers. Herrington and Capella (1996) noted that 
there are mixed empirical results from the impact of the physical 
characteristics of music even though the influence of music on consumer 
behaviour and shopping emotions has attracted considerable attention among 
marketing researchers. Kellaris and Rice (1993:18) called for research to 
focus on which particular musical components produce or encourage the 
thoughts and feelings responsible for desirable outcomes. 
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Dube, Chebat and Morin (1995) & Yalch and Spangenberg„s (1990) studies in 
retail settings have shown that music can affect consumer behaviour, which 
will lead to strong affiliation in a buyer-seller interaction. Milliman (1982 
shoppers spent more time and money in a slow tempo retail environment.  
Milliman (1986) found that customers in the slow music condition took more 
time to eat their meals compared to those in the fast-music condition. Slow-
music led to high shopping activity and a higher income for the restaurant. 
Sweeney and Wyber (2002:63) identified that tempo and genre have a 
significant effect on consumer‟s emotional and cognitive evaluations of the 
service quality, which have an effect on intended approach and affiliation 
behaviours.  
 
North and Hargreaves (1998) found that different musical styles had an 
impact on the students‟ perception on evaluation of the school cafeteria. The 
study by Dube et al. (1995) on the effects of music-induced pleasure and 
arousal in a banking context indicated that pleasure and arousal have an 
independent impact on consumers‟ desire to affiliate in a buyer-seller 
interaction, with a greater desire to affiliate with more pleasure and increased 
arousal. Furthermore, high tempo and high rhythmic content music lead to 
increased physiological arousal among consumers. Under different service 
environments and situations music in its various forms has an impact on 
consumer behaviour and how they relate to particular servicescape. 
 
Most consumers are always short of time, but time is one of the most 
important variables for both the shopper and retailer and there is a 
relationship between the total time spent in a shop and the quantity purchased 
by the customer.  For example, dual carrier individuals, which is becoming a 
norm these days may feel intense time pressure when shopping. 
Consequently, it is reasonable to expect them to budget their time, including 
shopping times, and to be concerned when they believe they are spending too 
much time in a store. Generally very few shoppers enjoy waiting and wasting 
time in long queues. However, shoppers are not constrained by the time 
factor when they are enjoying the shopping encounters but feel pressured 
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when the shopping processes are perceived to be drudgery. It is important for 
retailers to minimise and manage perceived as well as actual time spent 
shopping by the use of a mix of atmospheric variables. Yalch and 
Spangenberg (1988) reported that music affects shopping times this position 
was also supported by Kellaris and Altsech (1992) who indicated that music 
has an actual effect on shopping times and time perceptions. 
 
Music styles and tempo affect shopping behaviour in different settings; in 
supermarket environments music affects sales levels (Gulas & Schewe 1994; 
Herrington & Capella 1996). In a winery sales of wine are affected by the type 
and quality of the music (North, Hargreaves & McKendrick 1999); in the 
restaurant environment music also affects sales. Yalch & Spangenberg (1990) 
found that music influences impulse shopping, increase in sales and 
profitability within departmental shops. In banking environment music was 
found to mediate emotional responses to waiting (Hui, Dube& Chebat 1997); 
store evaluation (Dube‟ & Morin 2001); and in-store selling (Chebat et al. 
2001:121). Mehrabian and Russell (1974) assumed that music affected 
approach-avoidance behaviours through emotional response. Studies by 
Kellaris, Cox and Cox (1993) and Chebat et al. (2001) showed that some 
types of music stimulate cognitive processes through arousal, cue 
congruence, memories, familiarity and meaning. Hui et al. (1997:90) noted 
that playing music in the service environment is like adding a favourable 
feature to a product this adds to positive evaluation of the environment. 
 
There is a strong linkage and relationship between the quality of music and 
the consumer perception of the service environment. High quality music is 
associated with longer consumption time (Holbrook & Anand 1990), longer 
time perception (Kellaris & Kent 1992); positive evaluation and minimal 
negative psychological reaction to waiting (Hui et al. 1995) and repeat 
purchase and positive affiliation with the service provider (Dube et al. 1995). 
Amongst fashion shoppers slow popular and fast classical music have been 
identified as being sophisticated and also had an impact on pleasure and 
positive perceptions of the service quality (Sweeney & Wyber 2002).  
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Grewal, Baker, Levy and Voss (2000:9) empirically established the relative 
importance of number of customers, number of visible employees and 
presence of classical music on wait expectations, store atmosphere and value 
expectations. These constructs are critical antecedents of store patronage 
intentions within the context of the jewellery store. Music can increase or 
decrease stimulus seeking behaviour among customers, affecting their 
shopping time, product selection, and shopping volume. Shoppers‟ time varies 
due to loudness and softness of music (Kumar, Garg & Rahman 2010:4).  
 
4.5.4 Colour cues in the Servicescape 
According to Rapoport (1982) positive responses to differing perceptions 
among people provided insight into how people experienced the environment, 
the meaning that they got from the space effects, and how they related to the 
environmental cues. Colour plays an important role in determining and 
developing a favourable shopping environment far more than any other 
atmospheric factors. There is a positive correlation between the way people 
perceive the environment, their behaviour and action. Perception of an 
environment plays an important role in behaviour modification and decision 
making. Consumers adopt different behaviours based on whether they 
perceive a shopping environment as threatening or friendly. The better the 
information available to designers about people for whom they design the 
physical settings, and how these people relate to other people, the better the 
designers can control the behavioural side effects of the decisions they make 
(Zeisel 1984). Understanding colour preferences of customers can help in 
communicating and developing a particular store image. 
 
Colour conveys different meanings to different people; these meanings are 
often carried by explicit social conventions, which may be understood and 
explained by broad segments of a population (Lang 1987:208). The retailer 
can use a variety of colours to communicate particular messages to 
consumers; some colours have the capacity of creating a sense of balance, 
order and harmony in some spaces. Colour has a strong influence on the 
design strength, translation of colour language and improvement in visual 
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cues in a servicescape. In evaluating a servicescape, the visual sensory input 
includes forming a mental picture through cognitive processes prior to 
affecting an individual‟s personal mood and emotions. It is not possible for all 
processing to go through cognitive processes because the brain takes in and 
processes only a small number of all these stimuli (Solomon, Bamossy, 
Askegaard & Hogg 2006:36). 
 
Olson (2005:494) and Solomon et al. (2006:40-42) believed that cool colours 
like blue and green can be used in stores where purchase decisions by 
customers take some time to make. Bellizzi and Hite (1992) stated that 
consumers react positively to blue in a shopping environment and that warm 
colour backgrounds elicit attention and attract consumers to approach a store. 
They found that blue stimulates sales more than any other colours do 
because colour influences consumers‟ emotional pleasure more strongly than 
arousal or dominance that are found in the PAD model. Boyatzis and 
Varghese (1994) indicated that children‟s positive emotions are affected by 
light colours, but dark colours generate negative emotions amongst them. 
Hamid and Newport (1989) also found that pink colours were more favourable 
to preschool children than blue colours in a room.  
 
4.5.5 Effects of Lighting in the Servicescape 
Lighting is the most important component of the atmospherics that can 
influence consumers' time perception, visibility, and most importantly, the 
store image through associations created in the consumer memory at a post-
purchase stage. Strategic use of lighting can be used to draw consumers' 
attention towards key locations within the store or to downplay less attractive 
areas of a retail shop. Brightness, contrast, colour, temperature, colour 
rendering, glare and sparkle, and modelling are some of the attributes of 
lighting, which have an impact on the behaviour of shoppers. Using the PAD 
instrument of Mehrabian and Russell (1974), evaluated the emotions of 
participants by exposing them to different levels of light intensity and infused 
different colour temperatures to determine emotions of participants. The 
researchers identified that high light intensity, compared to low intensity, was 
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found to be more pleasant. On the other hand they found high colour 
temperature lighting („cool‟ white light) to be more arousing as compared to 
low temperature lighting („warm‟ white light). This study assists retailers, 
hospitals or any other business environment to use a combination of light and 
temperature to improve customer emotions and buyer behaviour. De Vries 
and Vogels (2007) and Vogels (2008) also studied the effects of different light 
settings on respondents‟ behaviour, but it was difficult to generalise the results 
of the study since lighting settings were not systematically varied.  
 
4.6 THE SOCIAL SERVICESCAPE  
This section evaluates the impact of people (an important aspect of the 
servicescape) on shopping behaviour. People include other travellers or 
customers and frontline staff members that are found in a retail servicescape. 
Tombs and McColl-Kennedy (2003:1) indicated the value of social element of 
the shopping environment even though it receives little research attention.   
 
Where people meet and interact in a servicescape, some social encounters 
ensue. Services are consumed when a service encounter between a 
customer and a service provider takes place within a service environment-
servicescape. Lovelock, Van der Merwe and Lewis (1999) recognised that the 
service experience may be formed based on the evaluation of a sequence of 
encounters or a single service encounter. The evaluation of service 
experiences should involve both cognitive and affective dimensions consistent 
with Price, Arnould and Deibler‟s findings (1995:35). The more customers 
experience positive emotions during the service encounter, the greater will be 
the customers‟ satisfaction levels (Hui & Bateson 1991:174). 
 
4.6.1 Service Encounters in a Social Servicescape 
The concept, service encounter has been proposed by Surprenant and 
Solomon (1987:87) which Shostack (1985:243) thereafter defined as the 
dyadic interaction between a customer and a service provider for an extended 
or short period of time. According to Ashforth and Humphrey (1993) & Pine 
and Gilmore (1999), service encounters are created and consumed 
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concurrently; they involve interactions between a customer and host staff who 
have unique needs, emotions and expectations. It is difficult to duplicate 
service encounters; frontline staff should minimise variability by scripting 
unique incidences. A service encounter is moderated by an individual‟s 
personality, cultural background, organisational systems and procedures, 
physical and interpersonal contexts in which an interaction takes place.  
 
The bus and railway station is a unique environment that has kinetic social 
encounters, where each traveller rushes for particular services. The quality of 
the social encounter is determined by how well service contact personnel can 
interpret a traveller‟s needs and interact in a congenial manner, particularly in 
an environment in which time influences the quality of the service and its 
evaluation. Mittal and Lassar (1996) defined the enhanced interaction 
between the service contact staff and customer as personalisation of service, 
which is typified by an employee‟s politeness and courtesy, attempts to get to 
know customers as individuals, and engagement in friendly conversation. 
They also stated that personalisation significantly influences customer 
evaluations of service quality as consumers seek friendly service providers. 
 
The contact staff and the traveller interact closely during the shopping 
encounter and activities linked to travelling. This encounter is crucial to the 
present and future business linkage between the retail shop and the traveller. 
A service encounter is a social environment created by service staff and 
shoppers in which the two are immersed in a social learning process. A 
particular behaviour then turns into an experience gained from service 
encounters with frontline staff. Therefore, customers may create actions such 
as ECB and EDB through social learning and interaction with employees. The 
social learning theory argues that when a shopper sees something in the 
environment, the shopper remembers what was noticed, and the shopper 
generates behaviour. 
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Social interaction between a consumer and retail staff is very important during 
the service provision because they influence subsequent service intentions 
and outcomes.  According to Mattila (2001) social aspects of the retail 
environment are critical to service outcomes such as customer loyalty in the 
hospitality industry. It is important to establish which social variables are most 
important in influencing positive outcomes and which social influences have 
the most pronounced impact on service evaluation and repurchase behaviour 
under different settings. The service encounter situation parallels other social 
situations in that individuals have the opportunity to observe and learn the 
behaviour of other people through ongoing interactions. Different social, 
psychological and physical conditions found within the service settings have 
effects on the shopper‟s satisfaction and evaluation of the service experience.  
 
When consumers feel lonely, emotionally low or, want to kill time they 
participate in some form of shopping, and in the course of these activities 
social contacts are casually made in retail stores. Consumers engage in 
shopping for both affective and utilitarian reasons. Consumer‟s affect towards 
a store is mainly described by two dimensions: pleasure-displeasure (the 
degree to which the person feels good in the environment) and arousal-non-
arousal (the extent to which a person feels excited or stimulated (Baker et al. 
1992:449). Social influences arise through the personal interaction between a 
customer and service employee. Person-oriented behaviours typically do not 
focus on the core task, such as delivering the restaurant meal or processing 
the airline ticket, but deal with the customer in a warm, understanding, and 
personable manner.  According to Hall (1993) and Iacobucci & Ostrom (1993) 
friendly behaviours of service staff improve service outcomes. Sociability, 
awareness, consideration, courtesy, receptiveness, honesty, kindness and 
appreciativeness are important behaviours which staff members should learn.  
 
 Critical Social Cues in the Service Environment 
To be effective in the marketing of a business environment, physical 
environment cues are supposed to be augmented with the social aspects of 
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the shopping environment. Service encounters take place between frontline 
staff and customers and is the crucial social moment defined as the moment 
of truth. Hu and Jasper (2006:28-29) believed that store environment is a 
socially constructed reality composed of both physical and social elements 
and that the perception of a store can be based on both physical and social 
cues positioned in the consumer‟s mind. The social cues in a store 
environment include person-to-person interactions as well as physical 
elements in the store environment that express social meaning.  According to 
Bitner, Booms and Tetrault (1990), social cues are referred to as social 
stimuli, a label that usually implies differing physical stimuli. Social stimulus 
describes a person in a situation, instead of a physical stimulus that describes 
a figure placed against differing backgrounds. Social cues have alternately 
been referred to as the social aspects of a situation, and as such are 
considered the opposite of task-related aspects. 
 
There is a large numbers of social cues within a store environment and there 
is a huge task of exploring each social cue‟s impact on store image. This 
study focuses on two types of social cues that are common in retail the 
environment: the interaction between customers and salespeople, and 
customer to customer. These two variables are central to social servicescape 
within the retail environment. The influence of the salesperson in a shopping 
environment is supported by the social influence theory, which suggests that a 
shopper is likely to buy a product because it was promoted by another; 
perhaps prominent product endorser. The social influence theory posits that 
the values promoted in the advertisement of a product are congruent with 
those of the shopper and also supports the contention that the shopper 
expects social rewards from a shopping relationship with a salesperson. 
 
 Customer Emotions in the Service Encounter 
Shopping is an emotional process which is undertaken for both hedonic and 
cognitive purposes. Emotions in service situations may be highly social in 
origin and nature, directly linking to the self-concept and feelings of self-worth 
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and self-esteem. This may mean such emotional memories may be more 
accessible to priming and recall due to their central nodal connections to the 
self-concept in a person‟s associative memory networks (Bower 1991). Babin 
and Darden (1995); Hui et al. (1997) & Machleit and Mante (2001) identified 
negative and positive emotions experienced by consumers during shopping 
encounters as a source of a variety of consumer responses such as approach 
behaviour, spending levels, retail preference and choice, willingness to buy 
and shopping satisfaction. There is a strong believe that positive emotions 
encourage shoppers to stay longer in a service environment. Chebat and 
Michon (2003) believed that negative emotions increase customers‟ desire for 
cross-shopping or leave the service environment completely. 
 
Bagozzi, Gopinath and Nyer (1999:202) added that emotions are important in 
many areas of marketing, because they influence information processing, 
mediate responses to persuasive appeals, measure the effects of marketing 
stimuli, initiate goal setting, enact goal-directed behaviours, and serve as 
ends and measures of consumer welfare. The Bagozzi et al. (1992) paper 
highlights the importance of emotions especially for consumer behaviour and 
focuses attention on the measurement of emotions, social bases of emotions, 
emotions–satisfaction relationship, and impact of emotions on behaviour. 
According to De Witt and Brady (2003), it is mandatory for contact staff to be 
able to manage customer emotions because they have important practical 
implications for the retail shop since the way consumers feel about a 
product/service has an impact on customer satisfaction, repurchase 
intentions, cross-shopping and negative word-of-mouth. 
 
There is a high correlation between the displayed emotions of consumers‟ 
evaluations of the service encounter with their displayed emotions during the 
interaction and post-encounter mood. According to Tombs and McColl-
Kennedy (2003) staff must create and display positive emotions themselves 
for positive customer emotions to be produced. Such positive hedonic settings 
created by staff lead consumers to have positive emotions that will help in the 
achievement of important organisational objectives. Furthermore, Howard and 
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Gengler (2001); and Homburg and Stock„s (2004) studies demonstrated that 
emotional contagion between staff and consumers influences attitude towards 
products, satisfaction and repurchase intentions of a consumer. Tsai and 
Huang (2002) & Ashforth and Humphrey (1993:88-89) showed that employee 
affective delivery, which is referred to staff‟s act of expressing socially-desired 
emotions during service transactions has an influence on customer in-store 
emotional responses and behavioural intentions in retail environments. 
 
Edwardson (1998:18) argued that customer satisfaction measurement and 
research are supposed to consider the specific and unique consumer 
emotions and emotional knowledge structures that comprise the variety and 
richness of the consumer experience. This study considers the importance of 
consumer emotions, in analysing the behaviour of consumers in the service 
encounter instead of concentrating on narrow satisfaction measures which 
seem to be limited in pronouncing the feelings and emotions of shoppers. 
Edwardson (1998:3) demonstrated that people categorise stimuli and events 
according to their emotional responses, beyond perceptual and functional 
groupings. This statement shows that different services settings may be 
categorised in a customer‟s memory by the emotional responses they have 
encountered in their interactions with the firm, especially with the frontline 
staff, which can be the foundation of future relationships between the firm and 
consumers (Barnes 1997). Pennebaker (1995) believes that an emotional 
event within a servicescape is more likely to result in mental rumination, social 
sharing and emotional disclosure.  
 
4.6.2 The Impact of Social Comfort on Customer Satisfaction 
Shoppers experience a number of feelings within store environments these 
feelings are triggered by the quality of the servicescape that prevails in a 
shop. Travellers prefer situations that are secure, pleasing, interesting and 
socially comfortable. Service staff plays a very important role in influencing 
the nature of the service encounter relationship. Social comfort is derived from  
feelings that customers experience from social interaction with a service 
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employee, which can result in feelings of anxiety or relaxation. Social comfort 
deals with feelings of comfort that arise from a shopper‟s interaction  with the 
service employee, and not from relaxation emanating from the service 
environment. Bitner et al. (1990) reported on the outcome of friendly 
employee behaviour when dealing with customers that make them feel 
comfortable. The frontline employee‟s initial encounter with the customer 
triggers positive feelings towards each other and then this encounter would 
prompt the establishment of a business relationship.  
 
Interpersonal skills from the frontline staff would determine whether a 
comfortable and friendly relationship could be established with a customer 
during a shopping encounter. More specifically, repeat business travellers 
enjoy to be remembered by a store staff and feel more comfortable with 
familiar store layouts and faces (Barsky & Labagh 1992). Hence, feelings of 
comfort by customers have been identified generally as an important 
precursor in relationship building between staff and the customer, but in a 
busy retail environment and where customers encounter a self service 
environment such relationships are unlikely to develop between staff and 
customers. 
 
Feelings of comfort are usually triggered by the social environment or 
atmosphere, which arises from the behaviours of others. In a business 
environment it is mandatory for a frontline attendant to positively acknowledge 
the client's presence, smile, and be pleasant, as well as to accomplish the 
task with high levels of efficiency and minimal non-task commentary. 
However, where services entail a closer personal contact with the customer 
as in the retail or restaurant environment, the contact personnel's role 
includes making the guest feel at ease, which may require more non-task 
conversation. Many studies found that there is a strong relationship between 
the behaviour and attitude of boundary spanners and customer satisfaction; 
these findings suggest that the attitudinal and behavioural responses of 
customers and contact staff are the primary determinants of customers‟ 
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perceptions of service quality (Hartline & Farrell 1996:62). The performance of 
the boundary spanner is determined by the working conditions and the work 
environment, if the worker is happy there would be a spill over effect on the 
evaluation and customer satisfaction. When focusing all its attention to 
employee issues the organisational behaviour literature has generally ignored 
the customer who is the major reason why a firm exists; on the other hand, 
the marketing literature paid little attention to the employee that provides 
needed services (Mindak & Folger 1990:1). 
 
4.6.3 Genuine Respect of Customers 
Organisations must create the social and physical setting in which the service 
occurs, referred to as a servicescape (Lin 2004:163). The safety, comfort, and 
convenience of the customer are the organisation‟s responsibility within the 
servicescape whenever an experiential shopping environment is to be 
created. Pine and Gilmore (1999) suggest that understanding and touching 
the customer emotionally, and using genuine emotion to help customers get 
what they want, has led to the recent attention towards creating customer 
experiences, which meet and exceed the customer‟s needs and encourage 
feelings of pleasure, happiness, contentment or delight, creating positive 
memories and increased loyalty. Personalisation in the context of service 
delivery can greatly influence customer perceptions of service quality. 
Heskett, Sasser and Schlesinger (1997) stated that different techniques are 
used to achieve customer satisfaction through integration of customer loyalty 
systems, control systems, organisational needs, employee motivations, and 
the development of relationships between these stakeholders.  
 
Iacobucci (1993) defined social regard as genuine respect, deference, and 
interest shown to the customer by the service provider, such that the 
customer feels valued or important in the social interaction. A number of 
authors indicated the importance of social regard in the service encounter. For 
instance, customers should be treated with respect otherwise customers may 
feel insulted (Goodwin & Smith, 1990) and consequently participate in cross-
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shopping activities (Dubinsky 1994). The consequences of displaying little 
respect for the customer are widely acknowledged. Researchers equate 
respect or lack of respect for customers with service quality evaluations on 
dissatisfaction, relationship strength, and loyalty (Barnes 1997 and Datson & 
Patton 1992).  
 
4.6.4 The Impact of Social Influence on Perceived Core Service Quality 
An understanding of the following terms is of vital importance for instance, 
perceived quality, service quality, and attitudes, which are used in service 
marketing. Arnould et al. (2002:327) defined perceived quality whether with 
reference to a product or service as the consumers‟ evaluative judgment 
about an entity‟s overall excellence or superiority in providing desired benefits. 
Hoffman and Bateson (2001) also defined service quality as an attitude 
formed by a long-term, overall evaluation of a performance. Attitude is defined 
as a consumer‟s overall, enduring evaluation of a concept or object, such as a 
person, a brand, or a service. Arnauld et al. (2002) defined service quality as 
an attitude; this definition is consistent with the views of Cronin and Taylor 
(1992).  
 
The basis of this view is elaborated on by Rajendran, Anantharamanand 
Sureshchandar(2002:364) who viewed perceived service quality as portraying 
a general, overall appraisal of service - a global value judgment on the 
superiority of the overall service, it is viewed as similar to attitude. Ueltschy 
and Krampf (2001:22) state that differences in culture affect the measure of 
quality in a service sector. They encapsulated service quality measures as 
culturally sensitive and may not perform properly or comparatively in a 
culturally diverse group domestically or abroad. Parasuraman et al. (1985:42) 
stated that service quality is more difficult for the consumer to evaluate than 
the quality of goods. Service quality perceptions result from a comparison of 
consumer expectations with actual service performance. Lastly quality 
expectations are not based solely on the outcome of the service; they also 
involve evaluations of the process of the service.  
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Bitner et al. (1994:95) contributed to the service quality debate by stating that 
from the customer's point of view, the most immediate evidence of service 
quality occurs in the service encounter or the „moment of truth‟ when the 
customer interacts with the firm. They also stated that the central goal in the 
pursuit of „zero defects‟ in service is to work towards one hundred percent 
flawless performance in service encounters. Consequently, these service 
encounters can also become an integral part of the image that the customer 
has of the firm and, in turn, will play an influential role in determining the 
success of the firm as a result of future customer relationships (Bitner 1990; 
Bitneret al. 1990). As Hartline, Woolridge and Jones (2003:43) pointed out; 
customers base their evaluations on their perceptions of the service. 
Accordingly the quality of the service encounter has been recognised as a key 
strategic competitive weapon (Mattila & Enz 2002:269). As explained by 
Farrellet al. (2001:577), service quality represents a customer's assessment 
of the overall level of service offered by an organisation and this assessment 
is often based upon perceptions formulated during service encounters. 
 
Customers' perceptions of face-to-face interaction with service employees 
have traditionally been considered one of the most important determinants for 
customer satisfaction, service quality and firm loyalty; arguably the bedrock of 
any business (Caruana 2002). Voss, Roth, Rosenzweig, Blackmon and 
Chase (2004:213) stated that service quality is a distinct construct from 
customer satisfaction. The former pertains to cognitive judgments on the 
service provider's behaviour during purchase (Winsted 2000). On the other 
hand, customer satisfaction is an emotive post-consumption evaluation of the 
service performance (Caruana 2002). 
 
Odekerken-Schröder, De Wulf, Kasper, Keijnen, Hoekstra and Commandeur 
(2001:310) emphasised the importance of inter-personal relationships within 
the service environment, which they referred to as the opportunity for 
customers to affiliate with other individuals during the retail social exchange. 
Social exchange relationships in the retail environment evolve when the 
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individual who supplies rewarding services to another obligates him to 
discharge this obligation. When customers are satisfied with a service, they 
feel obliged to reciprocate by engaging in citizenship behaviours that benefits 
the organisation (Bettencourt 1997 and Groth 2005). 
 
4.6.5 The Influence of Staff Image on Shopper Perception 
According to Keller (2003:22), brands extend beyond products and services, 
people and organisations also can be viewed as brands and personal brands 
can generate consumer interest, patronage and loyalty. Frontline staffs 
compete for shoppers‟ approval and acceptance from where they would be 
conveying a strong and desirable image. The presence and participation of 
shoppers are often required in the service delivery process; therefore, contact 
elements (social and physical) are critical factors which determine the client‟s 
perception and behaviour in relation to the service organisation. Contact 
personnel are very critical social contact elements in this study. Anderson 
(1998) stated that the impact of word-of-mouth communication between 
clients concerning evaluations of products on corporate image is important. 
 
 Frontline Retail Personnel 
A service offering has two important components, namely the service and the 
process. The social interaction between the shopper, contact staff and the 
physical support settings produce the service, while the process is defined as 
the manner in which the service is delivered to the shopper. In a service 
encounter the frontline staff and clients play an important role in delivering 
high quality services and also accomplishing business tasks which would be 
performed through well planned and rehearsed scripts. If meeting for the first 
time, first impressions lasts longer, therefore contact personnel, who are the 
face of the organisation, should play a significant and pivotal role in the 
management process of store image within retail organisations.   
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Research on service encounters indicated that the attitudes and behaviour of 
employees influence customer perceptions of service (Hartline & Ferrell 
1996). Because employee attitudes and behaviour are contagious they spill 
over onto customers during service encounters (Bowen, Gilliland & Folger 
1999). An organism is represented by affective and cognitive intermediary 
states and processes that intervene in the relationship between the stimulus 
and individuals‟ responses (Eroglu, Machleit & Davis 2001:180). 
 
Contact personnel represent an important dimension of a service 
organisation‟s image because it is generally the first point of contact in the 
service encounter. The contact personnel maintain this major role until the 
completion of the service delivery process. Important characteristics of 
contact personnel are often used in the communication strategy of service 
organisations for they enlist confidence and efficiency. In addition to the 
marketing and sales role, the frontline employees are considered the face and 
mirror of the organisation‟s values. Furthermore, the positive image portrayed 
by frontline staff can contribute to improving the image of the organisation. In 
consumers‟ minds, the performance of contact personnel can be evaluated in 
terms of three elements: appearance, competence and behaviour. 
 
The outcome and the results of the service delivery encounter depend on the 
level of interaction between customers and service employees during the 
service process. Although service encounter evaluations are complex, the 
consideration of these three elements in the evaluation of the performance of 
contact personnel allows for focusing on their own characteristics. The 
physical appearance of the contact personnel is a very important dimension 
during face-to-face encounters with customers because of the effect on a 
customer‟s first impression of the social servicescape. The physical 
appearance of the frontline staffs, which is a combination of dress, hairstyle, 
make-up, and cleanliness have a significant impact on consumer‟s 
behavioural intentions. The competence and efficiency of contact employees 
is derived from their expertise gained from training, and from their experience 
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and ability to communicate with customers in conformance with the 
procedures and standards of the service delivery. The behaviour, which is 
shown by the contact employees, results from their individual personality traits 
and their perception of the social interaction with customers. 
 
Sharma and Stafford (2000:185) agreed on the importance of staff 
competence which is critical within a service environment because the 
intangibility of the delivered service accentuates the dependence of 
customers on service staff to solve their problems. According to Goldsmith, 
Lafferty and Newell (2000) competence can be defined as the expertise of 
service staff derived from knowledge of the subject.  Furthermore, there are 
some strong links between the competence of service staff and competitive 
advantage of the organisation because most successful strategies are built 
firmly on unique competence.  
 
Physical attractiveness, which can be in the form of good looks, dress or any 
other natural traits of an individual person or group, race, or type of people 
portrays some levels of assurance, confidence and efficiency. Evidence 
suggests that the physical attractiveness or social cues of the frontline staff 
during the service encounter with customers can greatly enhance the service 
experience and serve as motivation for approach behaviour (Bitner 1992). 
Therefore, the elements of an organisation's marketing culture may be 
observed from the appearance of staff. This is because staff appearance 
embodies hidden messages which give cues/signs through object language, 
thereby helping customers form judgments about the service quality before 
and after it has been consumed. According to Hutton and Richardson 
(1995:59) physical attractiveness is important in a service firm‟s image if staff 
should display a pleasing physical demeanour through clean and uniforms 
and proper personal grooming. 
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Service marketing literature recognises the importance and effects of service 
staff on the buyer behaviour of customers and on the customer's experience 
of the service. The comprehensive environment, which is a combination of the 
physical, comprising the elements of ambient conditions; spatial layout and 
functionality; signs, symbols and artefacts as well as social servicescape have 
an effect on the shoppers‟ intentions and choices (Bitner 1992). According to 
Knowles and Howley (2000) intangibility of the service forces the 
servicescape to have cues that are important in attracting first-time travellers 
who tend to rely on the tangibles associated with the service as clues or 
indicators of the level of quality that is available, thus reducing the feeling of 
buying an unknown quantity. 
 
According to Harris, McBride, Ross and Curtis (2002) knowledgeable and 
friendly staff can assist customers and enhance their overall service 
experience. Interaction with other customers can also make an important 
contribution. The impact of the physical environment on customer evaluation 
of the service is related to the symbolic nature of environmental cues. Ward et 
al. (1992) stated that products have symbolic meaning and are evaluated, 
purchased, and consumed based on their symbolic meaning. This concept is 
highly applicable to services; the evaluation of which may be strongly 
influenced by inferences based upon the symbolic meaning of cues 
encountered during service consumption (Ward et al. 1992:34). Additionally 
Booms and Bitner (1992:35), emphasised that the firm′s environment as a 
factor, can be used to ascertain, support an illustration, or influence shopper 
contentment or discontent with the service they receive. 
 
The quality of service provided by the frontline staff is arguably the most 
important element in consumers‟ evaluations of service performance 
(Broderick 1999). Customer satisfaction is influenced by the type of service 
that is provided by the employee (Gwinner, Gremler and Bitner 1998) despite 
the perception that service quality is predetermined by the cues that the staff 
member provides to the customer. Future consumption behaviour and an 
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increase in profits for the service organisation can be predicated from the 
level and quality of interaction between the customer and the employee(Pung 
2001). Core service and the employee service play a significant role in the 
service offering (Danaher & Mattson 1998). 
 
Feelings are important factors that play a major role in the consumer decision 
making process.  Babin and Babin (2001) argued that feelings have an 
intense impact on consumer intentions. In fact, Babin and Babin (2001) further 
reiterated that feelings aroused within a retail store environment affect 
perceived value and purchase intentions. Sherman et al. (1997) found that 
feelings aroused by the service experience within the retail setting served as 
mediating factors associated with money spent in the store, time spent in the 
store and the number of items purchased in the store. In terms of services in 
general, Jayanti (1995:54) argued that due to the absence of physical cues, 
the inclusion of feelings as a basis for service evaluation is warranted. 
Furthermore, affective responses explained incremental variance in physical 
evaluations over driven expectations, and argued that the crude nature of 
affective responses probably makes expectations more easily remembered by 
consumers than semantically complex expectations. 
 
 Emotional Contagion & Emotional Labour Within Frontline Staff 
Friendly frontline personnel that serve customers with a smile and confidence 
are important in building a positive culture and atmosphere within a firm by 
imparting favourable emotions to shoppers. Emotional condition of a customer 
is influential in decision making and assessment of the retail servicescape 
encounters by the customer. The studies by Hatfield, Cacioppo and Rapson 
(1994) contributed to the literature on both emotional contagion and emotional 
labour. Schoenewolf (1990) defined emotional contagion as the spread of 
emotions from the affected/infecting person to another, where the receiver 
catches up the same form of emotions as was delivered by the sender, for 
example an unhappy customer can easily spread gloom within other 
customers queuing for services in any service environment. Pugh (2001), Tsai 
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and Huang (2002) stated that in the context of service encounters, emotional 
contagion can create a ripple effect of emotions from staff to customers. In 
other words, frontline staff that smiles at shoppers may be contagious, in that 
they can easily alters the affective state of customers that surround them and 
thus influence customers‟ perceptions and evaluations of the service 
encounter. Grandey (2003) defined emotional labour as an indication of likely 
emotions by frontline staff to shoppers as a self-regulatory practice. Staff can 
choose either superficial or deep acting, which vary mainly with levels of 
legitimacy. 
 
4.7 EFFECTS OF SOCIAL FACILITATION ON SOCIAL INTERACTIONS  
Many studies in sport psychologyshowed an increase in the quantity and 
quality of performance by co-workers while they are passively or actively 
being observed by others during the performing operation. It is therefore 
assumed that the presence of other people facilitates productivity in a positive 
or negative manner. The number and quality of travelling shoppers within the 
bus and railway stations is likely to have a facilitating influence on the 
formation of a particular shopping experience, buying behaviour, perceptions 
and encounters that impact on decision making processes of other travellers.  
 
However, some researchers found negative audience effects on the 
performance of the actors due to audience effect. Guerin (1993) identified and 
also classified social facilitation effects according to three theoretical 
perspectives, drive theories, social comparison theories, and cognitive 
process theories. Drive theories were inspired by the writings of Zajonc (1966) 
and were also based on the Hull-Spence drive theory, which posited that in 
the presence of others, individuals‟ drive levels are increased. Many writers 
have challenged Zajonc (1966) on his „mere presence‟ effect, but his future 
studies asserted that social facilitation effects emerge even when the situation 
and behaviour of others were controlled.  
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For example, factors such as evaluation apprehension could influence 
individual reactions to the presence of others. However, Zajonc (1966) 
maintained that mere presence was necessary and sufficient for social 
facilitation.  
 
The presence of others adds to arousal and when combined with the arousal 
emanating from a difficult or unfamiliar task results in stress and consequently 
poor performance. The additional arousal contributed by the presence of 
others takes the participants past their optimum level of arousal and results in 
the dominant response being something that one can do easily, not 
something which is new or demanding. If the task's successful completion 
depends upon showing learning then the dominant responses will, of course, 
be wrong.  
 
It is therefore reasonable to assume that the presence of other shoppers 
facilitates shopping activities by creating a social environment that motivates 
or de-motivates shopping of other patrons. Customer to customer interaction 
has an influence on the decision making processes, selection of stores, and 
types of goods or services to be consumed. Cialdini (1993) suggest that for 
unexpected high final prices for example, provide the impetus for a model of 
decision-making, competitive arousal, which focuses on how diverse factors 
such as rivalry, social facilitation, time pressure, or the uniqueness of being 
first can stimulate arousal, which then impairs decision-making This is 
consistent with the concept of social proof, which suggests that people use 
others‟ behaviours to determine whether their own behaviour is correct.  
 
4.8   CUSTOMER TO CUSTOMER INTERACTION IN RETAIL 
SERVICESCAPES 
 
Cassidy (1997) indicated that the influence of physical settings on behaviour 
is inextricably linked to the social aspects of the environmental setting. Guerin 
(1993) emphasised this point by proposing that within the environment social 
stimuli are likely to receive more attention than non-social or physical stimuli. 
Despite these assertions few retail and marketing researchers empirically 
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researched social interactions between and amongst customers, especially in 
terms of non-verbal influence. A notable exception is Grove and Fisk‟s (1997) 
study that identified social interaction between customers in a service 
environment as an influencer of customer satisfaction and evaluation of the 
service. Therefore the social aspects of the environment must be included in 
any study regarding the environmental effects on buyer behaviour and 
perceptions of shoppers. Martin (1996:149) also examined the importance of 
customer-to-customer interactions (CCI), which he defined as specific 
interpersonal encounters that happen during consumption processes. These 
encounters are important in determining future customer and firm 
relationships. Encounters made by travellers with each other are both passive 
and active depending on the settings of the environment and personality of 
the shoppers.  
 
Customers do not evaluate the elements of the service encounter separately 
but that all the environmental dimensions (physical and social) combine to 
affect the customer‟s evaluation of the service encounter. Grove, Fisk and 
Dorsch (1998:116) advocated that for a holistic approach in delineating the 
service environmentin a retail encounter, some shoppers might not directly 
engage in the shopping or decision making processes that active shoppers 
will be undertaking, but even then they have an influence on the consumption 
processes of the others. 
 
Bagozzi et al. (1999:187) stated that emotions arise inresponse to appraisals 
one makes for something of relevance to one‟s well-being. By appraisal, these 
writers suggest anevaluative judgment and interpretation thereof. Dawsonet 
al.(1990) found that consumers‟ mood and feelings affect retail related 
appraisal and outcomes among many underlying emotional dimensions such 
as pleasure, excitement, pride, and anger. Bagozzi et al. (1999) & Lotz, 
Eastlick, and Shim 1999) also identified excitement as one of the most 
important emotions that attract customers to shopping malls. Russell 
(1980:1175) defined excitement as a positive emotional state that consists of 
high levels of pleasure and arousal. The excitement inducing factors during 
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the waiting periods or short shopping trips at the bus station may be different 
from those in a normal shopping environment at home markets. It is important 
to determine factors induce shopping excitement among travelling consumers. 
 
According to Hinde (1983) it is important to note that social 
relationshipsdevelop between any two individuals of a social unit when they 
interact repeatedly with one another and each interaction may affect what 
happens in the subsequent encounters. The bus station environment and the 
shopping environment induce the formation of a social unit (shopping teams) 
because of continual interaction between passengers as they wait for buses 
or as they continue to make collaborative shopping trips into South Africa. 
Sterck et al. (1997) stated that different types of social relationships 
despotic/nepotistic dominance relationships can only be formed between 
individuals that live in the same social unit. Aversive relationships can lead to 
exclusion of certain individuals from the social unit through targeted 
aggression, thus, influencing social re-organisation. 
 
Various researchersd believe that co-actors are sources of social comparison 
information, which means that without the presence of other shoppers, the 
shopping process might not be interesting because people compete and 
compare each other‟s possessions. It has indeed been demonstrated that co-
action affects performance only when the co-actor is a relevant target of 
comparison. Moreover, Wills (1986: 283) state that the comparison process is 
strengthened when people face a potentially unfavourable comparison 
especially in upward social comparison situation. It is possible to identify 
upward social comparison from shoppers that might have seen each other for 
the first time through the type and quality of goods, the type of shops they buy 
from and the quantity of goods that they purchase. The result is that 
comparison is less relevant when the shopper is superior to the co-actor, i.e., 
under downward social comparison. When uncertainty about abilities is low 
and self-evaluation is satisfactory as in downward social comparison, when 
one‟s own shopping performance is assumed to be better than that of the co-
shopper - comparison is not problematic. In downward social comparison no 
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intentional conflict between the task and social comparison information should 
be expected. In the terms of distraction-conflict theory, the performance 
should be the same as when the individual is alone. 
 
Latané (1981:343) created a conceptual framework, Social Impact Theory, 
which proposes that people are influenced by the real, implied, or imagined 
presence or action of a social presence (i.e. another person or group of 
people). The researcher also stated that the impact results from three social 
forces, being: (a) number (i.e. social size – the number of people present); (b) 
the immediacy (i.e. proximity); and (c) social source strength (i.e. importance). 
This theory is relevant in this study for it focuses on the number, activities and 
the importance of travellers that shop within the bus and railway station retail 
shopping environment. Latané (1981) stated that the impact of the presence 
of other travellers (social presence) on a shopper‟s behaviour is driven by 
social forces that include the size, immediacy, and strength of the social 
influence. These forces assist in decisions and shopping motivation of 
travellers.  
 
The Social Impact Theory is also driven by three principles, which are (a) the 
impact of social forces increase as the power function of the social presence 
is large versus small; in close versus distant proximity, or high versus low in 
source strength (Latané & Wolf 1981). The second principle addresses the 
relationships between the social forces and suggests that the influence of a 
social presence is a multiplicative function of the forces. Its greatest impact 
occurs when there are several people in close proximity and in high source 
strength such as the shopping and station environment where a large number 
of people constantly interface with each other due the contagious effect of the 
social encounters.  Finally, the third principle states that the influence of social 
presence is an inverse function of the number of targets, proximity, and 
source strength; the impact of the social forces will be divided between the 
targets. This research focuses on the ideas inherent in the first two principles. 
The Social Impact Theory proposes that as the size of a social presence 
increases, it would have an increasing impact on emotions and behaviours. 
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An increase in the number of people present decreases participants‟ feelings 
of comfort and increases their negative affect. Thus, an increase in the size 
and number of a non-interactive social presence is expected to increase 
consumers‟ negative emotions and decrease positive emotions. In most cases 
the number of travellers within a shopping environment such as the bus and 
railway station retail environment is usually very large; this causes congestion 
in the servicescape and congestion impacts negatively on the satisfaction and 
loyalty of consumers. According to the adjustment view individuals with a high 
IM score are expected to hold a positive interpersonal orientation and show 
performance improvement and high self control especially in a public social 
context. These two approaches are not disagreeing; they concur that IM 
reflects interpersonal sensitivity, such that the behaviour of individuals with a 
high score changes greatly in public contexts (Uziel 2010:1592). 
 
Sengupta, Dahl and Gorn (2002:70) stated that consumers would sometimes 
buy some products (Leigh & Gabel 1992:6) for the sake of impressing other 
consumers. Research in consumer behaviour examined processes of 
impression management in which consumers strategically adjust their 
shopping activities to appear more socially desirable (Uziel 2010:1593). Ariely 
and Levav (2000:279) demonstrated that in public some consumers want to 
be differentiated and be unique through seeking greater variety and also 
choosing those products that are rarely preferred or purchased by others. This 
is done only to assert their uniqueness in the presence of others. This 
reaction by consumers was supported by Ratner and Kahn (2002:247) who 
showed that consumers seek greater variety in public because variety seeking 
is perceived to be a socially acceptable behaviour. Impression management 
concerns i mentioned in some studies, which indicates that social presence 
may influence the reactions of male consumers to advertising messages that 
are incongruent with the male stereotype (Fisher & Dube 2005:857). Argo, 
Dahl, and Manchanda (2005:310) stressed that in a consumption context the 
mere presence of another person has a significant influence on consumers. 
They also exhibited that a non-interactive social presence influences 
consumers‟ emotions, cognitive performance and behaviours.  
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4.9   THE BUS AND RAILWAY STATION SERVICE SETTING 
Lovelock (2001) and  Hoffman & Turley (2002:33) as well as Tombs and 
McColl-Kennedy (2003) agreed that service settings provoke emotional 
responses which lead customers to either choose to continue their association 
with a particular service provider, or to discontinue patronage when there is a 
situation of social overload that arises from high-density conditions, which can 
impinge on a person‟s intention capacity. A combination of overcrowding in 
retail shops and the thought of being left behind by a bus induces stress, 
intensity, emotional uncontrollability and negative emotional responses in 
most travelling shoppers; therefore, retailers need to establish  shopping 
environments that offer confidence and security to the shopper.  
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4.10 CONCLUSION 
In this chapter the social and physical influences of environments such as that 
of the bus and railway station was discussed. This chapter essentially 
describes the comprehensive servicescape model dimensions which 
shoppers experience during their shopping encounter.  It furthermore 
indicated the significance and importance of the interaction of service 
employees with the customers in determining the service quality, customer 
satisfaction and the future intention of the customer. In addition this chapter 
emphasised the importance of customer to customer interaction, employee 
customer interaction and perceptiveness to cues within the retail environment, 
which determines whether they actively or passively are involved in the 
shopping encounter. The next chapter covers the use of servicescape across 
a number of service environments this shows the importance of 
understanding and managing the buyer behaviour of shoppers/clients under 
different servicescapes. 
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CHAPTER FIVE 
 
 
IMPORTANCE OF THE SERVICESCAPE ACROSS 
MULTIPLE SERVICE SETTINGS 
 
 
5.1 INTRODUCTION 
The servicescape of a retail organisation is an important contributor towards 
the positiveevaluation of a firm, its high service quality, consumer satisfaction 
and positive patronage behaviour. The effective design and presentation of 
theservicescape has been found tocontribute to theattractiveness of the core 
product or service and profitability of the retailing firm. Upon entering a 
servicescape consumer satisfaction is based on a number of stimuli, which 
include service quality cues and the organisational climate that comprise the 
quality of the social and physical business environment. The servicescape is 
intertwined in a network of complexmix of environmental features that 
influences service quality and also improves an organisation‟s intangible 
assets (Reimer & Kuehn 2005:800). These important servicescape qualities 
seem to be ubiquitous in different service environments, but are nonetheless 
employed differently by retailing entities. 
 
Given the diversity of retailing organisations, it is critical to examine the impact 
of the physical and social environment across different services industries 
(Ryu & Jang 2007:70). Hightower (2010:84) developed a servicescape 
hierarchical factor structure model that can be used to analyse servicescapes 
across different industries and countries. It is possible to find similar outcomes 
from servicescape studies across different industries and countries as long as 
the scale is similar and its components are valid across cultures and 
demographics. Different industries combine servicescape variables (design, 
ambience and social) differently in order to attract particular customers to their 
business sites. It has been proven that the physical servicescape plays a 
significant role in the formation of store image and its influence on consumer 
behaviour. This chapter provides an analysis of the strategic role of a 
comprehensive servicescape in different service sectors such as restaurants, 
airport servicescapes, bus and railway stations, hospitals, banking and sports 
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environments that attract travellers to South Africa. These service industries, 
specifically travel businesses are key drivers of the economy that make a 
significant contribution to the GDP and employment in many countries.  
 
5.2   THE SERVICES INDUSTRY 
The manufacturing environment has changed into a service economy that 
forcesfirms worldwide to be “service-centric” organisations (Grönroos 
2001:1).The bulk of employed workers in the world over are in the service 
industry and this sector is a source of wealth through the provision of services 
and employment (Hoffman & Bateson  2006:4). Kasper, van Helsdingen and 
de Vries (2000:13) believed that more than 50% of the GDP of the Western 
world is generated by the services industry. The foundation of the service 
sector business, that includes governments, universities, NGOs, banks, 
retailers and tour operators, is high quality service and value creation (Kasper 
et al. 2000:13). To be profitable firmshave to adopt the “service logic” 
imperatives, which Hoffman and Bateson (2006:17-18) identified as an 
important philosophy that focuses on the consumer as opposed to the 
industrial management model that puts costs at the centre of the business 
operations at the expense ofcustomers and staff. 
 
Most services are consumed when the customer and frontline staff interact in 
the business environment; this “moment of truth” is the time when 
consumersencounter directly with a service (Bitner 1990:69). The quality of 
the service encounter between the employee and the customer has the 
potential to deter or enhance the customer experience. These encounters are 
important factors of service quality (Chandon, Leo & Philippe 1997:65). Kelley 
and Turley (2001) noted that, in order to enhance service quality and 
customer satisfaction it is important for a firm to manage customer-employee 
interaction. Within the retail sportscape, Kelley and Turley (2001) indicated 
that frontline employees accounted for 29.4% of the firm‟s service quality. This 
calls for management to train, supervise and offer incentives to frontline staff 
in order to have predictable and consistent service quality.  
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Employees are an important social factor that can positively contribute to the 
image of the servicescape. According to Zeithaml, Berry and Parasuraman 
(1988:35) the manner, style and the way a service is delivered contribute to 
an exceptional customer experience and overall impression of the service 
quality. Furthermore, in most services, service quality is developed and is also 
dependent on the performance, nature and quality of the interaction between 
the contact personnel of the service firm and the customer. The outcome of 
the encounter has the potential to either be positive or negative. Mittal and 
Lassar (1996) stated that the social content of the encounter between the 
consumer and frontline contact personnel influences the perception of overall 
service quality and patronage behaviour of the consumer.However, a single 
employee‟s actions have the capacity to spoil the customer‟s image of a 
service enterprise. 
All service encounters should be managed effectively in order to increase 
overall perceptions of service quality (Bitner 1990:58). In minor league 
hockey, Greenwell, Fink and Pastore‟s research (2002) identified the 
influence of the servicescape elements as the service personnel, and the core 
product, which can influence customer satisfaction. The researchers noted 
that the physical environment, the core product and service personnel have a 
significant effect on customer satisfaction, which means these three variables 
need to be effectively managed by the organisation. 
 
As previously stated in Chapter Four, Bitner (1992:58) defined the physical 
environment as the “built” environment, which includes the ambient condition, 
space functions, signs and artefacts. The ambient conditions are composed of 
temperature, air quality, noise, music, and odour; the space function have the 
following variables, layout, equipment, and furnishings, while signs, symbols, 
and artefacts include signage, personal artefacts, and style of décor. 
Wakefield and Blodgett (1994) used Bitner‟s (1992) servicescapein leisure 
servicescape where they suggested thatconsumers find themselves in 
particular servicescapes primarily for experiencing the aura of the 
servicescape. They stated that the main reason why most customers 
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participate in a leisure activity is to experience excitement and stimulation. In 
this context excitement hasemotional responses that are characterised by 
sensational, exhilarating, stimulating and also interesting feelings; but on the 
opposite side emotional responses can be dull, dreary, or boring. Wakefield 
and Blodgett (1994) developed a six variables model servicescape, which 
includes the perceived quality, perceived crowding, excitement, satisfaction, 
enduring involvement and resultant re-patronage intentions. 
 
Enjoyment, satisfaction and loyalty within the service environment have been 
identified as key variables that influence patronage behaviour and increased 
utilisation by consumers. Patronage behaviour can also be driven by the level 
of service quality provided by the service provider. Quality is considered to be 
a yardstick and key differentiator of service quality levels (Kandampully 1998). 
Ko and Pasore (2004) related service quality to outcomes such as customer 
satisfaction, which Kandampully (1998); Zeithaml, Parasuraman and Berry 
(1990) consider as customer loyalty, while Laroche, Ueltschy, Shuzo & 
Cleveland (2004) related it to customer value. Fornell (1992) linked it to 
repurchase intention. Collier (1994:63) defined service quality as a set of 
tangible (goods-content) and intangible (service-content) attributes the 
customer recognises, experiences, pays for and uses. 
 
5.2.1 Service Quality 
Brink and Berndt (2008:84-85) identified four key variablesof the physical 
environment (servicescapes) in providing physical evidence of the service that 
assists in the development of organisational relationships with customers. 
These variables are (a) the packaging of the product or service; (b) the role of 
facilitator; (c) socialisation of expected roles, appearance and behaviour and 
(d) the differentiation of the organisation. These variables of the servicescape 
are keyto effective organising of a firm‟s position, attainment of 
competitiveness, attracting new customers, customer retentionand to increase 
its service quality. Service quality is the most important variable of the 
servicescape that leads to the consumer satisfaction and business 
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competitiveness (Herstein & Gamliel 2006:306). The pioneers in the service 
quality assessment field, Parasuraman et al. (1985:42) identified service 
quality as a gap between customers' expectations and their perceptions of 
how the service is performed. Bebko (2000: 20) concluded that the service 
provider should figure out what the expectations are and what level of quality 
customers expect from the firm and try to meet or exceed these expectations 
if the firm is to increase its profitability. 
 
Walker and Baker (2000:413) specifically pointed out that the level of quality 
will affect  the customer‟s judgment of satisfaction. Competitive advantage 
and profitability of retailers can be attained through a comprehensive 
differentiation of the service quality, by managing the physical environment, 
service provision and core product quality; this makes monitoring and 
evaluating service quality mandatory. Retail businesses that are perceived to 
have high quality servicescapes, core products and services are typically 
rewarded with higher market share and market leadership (Gilbert & 
Veloutsou 2006:298); social equity (Newman & Pyne (1996:12); higher rate of 
return on assets compared to retailers perceived to provide inferior quality. 
Strategic management of servicescape assists in re-organisation of the 
business environment in order to influence consumption decisions and service 
quality evaluations.  
 
Quality is a highly researched dimension of the servicescape. Many 
researchers have provided several descriptions of quality dimensions. 
Parasuraman, Zeithaml and Berry‟s (1985) SERVQUAL model introduced five 
variables, which are reliability, tangibles, responsiveness, assurance, and 
empathy. Rust and Oliver (1994) introduced a three-dimensional model of 
service quality encompassing the service product, service delivery, and 
service environment. Dabholkar, Thorpe and Rentz‟s (1996) three-
dimensional model included physical aspects, reliability, and personal 
interactions. Brady and Cronin‟s (2001) three-dimensional model of service 
quality consisted of interaction quality, physical environment quality, and 
outcome quality.  
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The definitions of quality from Dabholkar, et al. 1996; Brady and Cronin 
(2001) & Rust and Oliver (1994) included physical quality of the service 
facilities from which the services are delivered. Proper presentation of the 
physical facilities environment and internal artefacts can add to the attraction 
of the service provided. The physical environmentis critical in improving 
customer patronage behaviour. The physical environment of the service 
environment includes people and the built environment of the business. The 
survival andprofitability of restaurants and many other service industries 
islinked to the quality of service encounters and the quality of the 
servicescape. The servicescape is also described as a “visual metaphor” for 
intangible services, which provides initial assessment, evaluation and 
impression by the consumers through outward appearances of a firm 
(Quester & McOmish 2005:208). The restaurant service quality is determined 
by both the social and physical environment. The restaurant sector, which is a 
key business within the hospitality industry, contributes to satisfaction of 
travellers through socialisation, quality food, cultural exchanges and service 
quality. This study discusses the restaurant servicescape in detail in order to 
improve understanding of the sector. 
 
5.3 RESTAURANT AND FAST FOOD BUSINESS ENVIRONMENTS IN 
SOUTH AFRICA 
The hospitality industry, which includes hotels, restaurants and smaller food 
outlets, is growing at a fast rate in South Africa. The sector has also 
developed into a highly competitive industry. To improve profitability 
restaurantshave to be innovative and differentiated to attract customers and 
develop customer loyalty. Customer loyalty triggers higher organisational 
profits due to repeat purchase and positive word-of-mouth referrals, which can 
result in increased patronage. Timely supply of customers‟ needs also leads 
to business profitability, (Cant, Strydom, Jooste & du Plessis 2006:11-12) 
since customers would have moved from different stages of loyalty due to 
relational initiatives of the firm. 
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Although hotels and restaurants are becoming more diversified, the biggest 
challenge for them is to createand develop environments, servicescapes that 
expressand also give positive acknowledgement to varied usages (Rutes, 
Penner, & Adams 2001:283). In the case of the restaurant environment for 
example, consumers are flooded with a lot of stimuli, but based on their 
consumption needs they organise these messages cognitively into groups 
and derive holistic images from the stimuli. The Gestalt concept or “whole 
configuration” of the service environment is also applicable in the restaurant 
sector, where consumers‟ evaluation of the overall dining experience 
determines their level of satisfaction with the consumption experience (Lin & 
Mattila 2011:822). Thus consumers are assumed to simultaneously consider 
the quality of the multiple atmospheric cues, the core product and service 
provision of a firm. 
 
Restaurants and cafes comprise a large percentage of the services industry 
and constitute the largest segment of the tourism industry. The restaurants, 
bars, fish and chips shops, tearooms and lunch counters participate in the 
preparation and selling of food and drinks for immediate consumption on the 
premises as well as other similar businesses that supply take-away foods. 
The consumer reports of the National Restaurant Association (NRA) and 
Eating Share Trends (CREST), a national marketing research company in 
USA, classified the typology of independent restaurants into four segments: 
quick service, midscale, casual dining, and upscale (Ryu 2005:1). The 
segmentation of restaurants facilitates targeted service provision, which is 
driven by suitability of different physical service environments for particular 
segments of the population. The physical environment plays a critical role in 
customer satisfaction when consumption is for hedonic reasons, where 
customers spend moretime in a physical environment (Wakefield & Blodgett 
1996). 
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A good combination of tangible and intangible cues from the restaurant 
servicescape influence the consumer‟s perception of service quality; thismay 
result into customer satisfaction and positive behavioural intention. Customer 
satisfactionis considered to be one of the most critical marketing priorities 
because it is generally assumed to positively impact on repeat purchase, 
positive word-of-mouth referrals and customer loyalty (Ryu & Han 2011:1). 
Brink and Berndt (2008:55) believed that first-classshopper provisions and 
services are important regarding better relationships with shoppers that would 
eventually result in superior customer retention, customer allegiance and, 
more significantly, profitability. It is difficult to get a positive evaluation from 
customers even if a restaurant offers high quality services when the 
customers do not intrinsically relate to the whole business environment and 
are unaware of the context of the service provision, which includes frontline 
staff and the physical environment. 
 
Ryu (2007) stated that customers spend considerable time (two or more 
hours) in the upscale restaurant service environment. This type of customer is 
sensitive to the physical surroundings all the time during the encounter with 
the restaurant. The quality of both the food and the physical surroundings 
should be of a high quality that includes the decor, layout, and lighting and 
employee appearance. These dimensions influence to a greater extent the 
degree of overall satisfaction and subsequent intentions of the consumers. 
Hui and Bateson (1991) believed that pleasurable environments lead to an 
increased interest by consumers to remain in the environment. Store image 
can be an indicator of brand quality and vice versa. The research in store 
image considers that the quality of merchandise, service quality and store 
fixtures are important store image attributes. Prendergast and Man (2002), 
identified food quality, atmosphere, menu variety, service from staff, 
cleanliness, styling, price, decor, interior design and professional appearance 
of staff and location as the most important components of store image in the 
restaurant industry. Furthermore, the restaurant managers should recognise 
that most customers select their business entities for their atmospheric factors 
as well as for their cuisine.  
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In their study of the connections between store image, store satisfaction and 
store loyalty, Bloemer and Ruyter (1998) found that store image had an 
indirect positive relationship with store loyalty and satisfaction. They also 
identified the following factors that contribute towards a positive store image; 
merchandise, location, store atmosphere, customer service, price, advertising, 
personal selling and sales incentive programs. Additionally Mattila (2001) 
identified three major factors, (food quality, service and atmosphere) that 
cause customers to patronise restaurants.  
 
Reimer and Kuehn (2005:801) found that customers may be willing to pay 
high prices at restaurants with a well designed physical environment, but less 
in a poorly designed servicescape of some restaurants. However, according 
to Brink and Berndt (2008:59) the customer value is not simply a matter of 
high quality, instead, customers value goods and services to be of the quality 
they expect and that are sold at prices they are willing to pay.In support of this 
notion of Brink and Berndt (2008:59) &, Kotler and Keller (2006:141) stated 
that since customers are value maximisers they form expectations of value 
and act upon it. Servicescape assists in determining that value, which 
consumers can use to create particular shopping decisions. Servicescapes 
are important in evoking customer perceptions and expectations of service 
quality in an expensive restaurant, where a substantial part of the price relates 
to the service environment.  
 
The physical aspect of the servicescape is pivotal in influencing consumer 
behaviour; therefore it‟s important for restaurant managers to understand the 
importance of the physical environment in respect of triggering positive 
emotions in consumers. Ryu and Jang‟s (2007:70) study showed that 
emotions evoked by the dining atmosphere contained by upscale restaurants 
considerably influence the degree to which customers are likely to come back, 
to speak well of the restaurant, to stay longer than expectedand to expend 
more than initially intended.  Architectural designs are considered by Dubé 
and Renaghan (2000) as key drivers in attracting guests to the restaurant. 
These physical designs may be of rooms and amenities that would trigger the 
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evaluation of perceived service quality. In their study, Dubé and Renaghan 
(2000) asked respondents, which hotel attributes are important in 
determination of their purchase. The respondents ranked the physical 
appearance of the hotel exterior, public space and the guest rooms lower than 
the hotel‟s location and brand name. An appropriate interior design 
(interiorscaping) plays an important role in determining customer satisfaction 
and overall evaluation of the servicescape. 
 
Berry, Wall and Carbone (2006) were of the opinion that during the selection 
of restaurant services, consumers usually participate in various search 
mechanisms for information in organising their perceptions of particular 
services. The perceived quality, texture and cleanliness of artefacts draped on 
the walls and those displayed on restaurant tables have the potential to 
provide clues and cues that communicate a particular message to the 
customers. Berry, Carbone and Haeckel (2002) identified three important 
clues from the servicescape, which they referred to as mechanical clues, 
functional clues and humanic clues. The assessment of the environment and 
presentation of the meal combine to create an exquisite experience to guests.  
 
In addition Andersson& Mossberg (2004) identified five factors that influence 
experience, these are; the cuisine, meal, restaurant interior, service, company 
and other customers. These five factors were considered as „satisfiers‟ during 
a meal experience in restaurants and were developed into the Five Aspects 
Meal Model (FAMM). Eating out, a favourite leisure activity of these dayshas 
triggered the positive growth of the restaurant sector. For the consumers to 
continue patronising the particular restaurant, the quality of the meals, the 
rooms, where guest encounter with each other or the waiters, paraphernalia 
of utensils and the management control systems should complement an 
exquisite atmosphere that permeates the entire restaurant experience. 
Several studies have shown that the context of a meal is important for the 
acceptance and consumption of that meal. Accordingly, the context has to 
include the food product itself, the consumer and the environment. 
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Functional clues results from technically accurate and efficient system that is 
driven by competent performance, in the restaurant environment this refers to 
timely provision of freshness, taste and high quality food in a perfect 
environment. Mechanical clues are manmade dimensions in a servicescape 
that consist of design and ambient factors, these include fixtures like lighting; 
equipment, layout and colour. Berry and Wall (2007:66) stated that the initial 
perception of the customers‟ service quality is hinged on mechanical clues, 
which would be complemented by the humanic clues in achieving the final 
clues for evaluation of the quality of the total environment. The humanic clues 
emanate from the employee‟s service behaviour, this include the tone of the 
voice, warm smiles, level of intelligence,  body language, sincerity and level of 
enthusiasm. 
 
Some restaurants have learned the art of survival through offering 
environments that entice and attract consumers. Starbucks, a global 
restaurant uses a unique combination of iconic global experiential physical 
environments, like world-class store design, layout, lighting, and furnishings 
as strategic tools for reinforcing its commitment to fine coffee products (Koehn 
2001:243). Secondly the company‟s global strategy focuses on managing “the 
consumer experience” which “includes not only what type of coffee customers 
drink, the interactions they have with store employees, and the visual 
environment; but also encompasses the coffee aromas in the air, background 
music, and overall ambience of company stores” (Koehn 2001: 247).  
 
In studying the impact of Starbucks‟ physical layout and store atmosphere on 
the emotions of Chinese consumers Nelson and Venkartaman (2008: 8) used 
photo-elicitation methodology to elicit rich descriptions of the Starbucks 
servicescape by informants who would have used Starbuck coffee shops. 
Zaltman (2003) supported a the position that photographs are an effective 
method for probing and eliciting detailed information from respondents, 
additionally photographs give evidence and increase cooperation of the 
respondents. 
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Saayman‟s research (2001:198) indicated that transport, climate, location, 
accessibility, image, attitude of the local people, accommodation, price, 
entertainment, culture and social characteristics, security, shopping facilities, 
the political situation and the media are critical factors, which should be 
considered for an organisation to improve its business competitiveness in 
tourist destinations. With regard to these factors, Milliman (1986:286) stated 
that the atmosphere of the business environment plays a more crucial role in 
the purchase decision than a product itself.  
Along the same lines, Lin (2004:176) established that spaces like the 
restaurants and hotel lobbies have the capacity to create initial but lasting 
impressions amongst consumers, helping them gather information for 
laterassessment of the whole service business. This position is also 
supported by Kim and Moon (2009:144), who state the servicescape 
attributes in restaurants are influential in improving customer perceptions and 
buyer behaviour. Sharma and Stafford (2000:183) stated that atmospheric 
cues, which include ambience, design and social factors in the retail 
environment, have an impact on the expectations of the merchandise and 
service quality. 
 
The appearance of the retail service environment is acentral determinant of 
the consumer‟s impression construction; it is a foundation of substantiating 
the overall assessment of the servicescape particularly in service industries 
and provides the basis for appraisal of the service organisation in general and 
the ultimate analysis of the shopper satisfaction (Lin 2004:164). In some 
service industries like hotels and restaurant customers interact and encounter 
with the services environment well before entering the servicescape. Different 
environmental cues and physical components of the servicescape assist 
shoppers to evaluate the holistic representation of the servicescape. Ward et 
al. (1992) noted that the environmental cues and cues from the packaged 
product evoke the same response to from shoppers when they evaluate and 
form internal expectations about the goods. 
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A combination of tangible and intangible factors are important in evaluation, 
store selection, quality assurance, and providing the overall image of service 
experience if the decision is already made to visit a particular restaurant. 
Babinet al. (2003:550); and Edwards and Gustafsson (2008:31) identified a 
balance between tangibles (food quality) and intangibles (positive 
appearance) of the servicescape to have a profound outcome in harmony, 
satisfaction, improvement in patronage, restaurant experience and profitability 
of the business. Jacobsen and Haukeland (2002) identified the quality of the 
physical environment, quality of food, location and humanic factors that 
influence travellers‟ selection of eating-places.  
 
Accordingly food can serve as a powerful vehicle for conveying deep-rooted 
meanings, sustainability, authenticity and abstract concepts that express and 
reflect the uniqueness of specific locations.South Africa‟s fast service 
restaurant business is growing due to large numbers of tourists; increased 
numbers of working women; time and change in eating habits, where eating 
out is on the increase. Major restaurant brands operating in South Africa are 
Steers, Chicken Inn, KFC, NANDOs, MacDonalds and Chicken Licken. The 
attractiveness of the service environment offered by thesefirms has a major 
contribution in inducing loyalty and patronage by consumers.  
 
5.3.1   Service Quality in the Hospitality Industry  
Knutson, Stevens, Wullaert, Patton and Yokoyama (1990) adapted the 
SERVQUAL model and developed LODGSERV for measuring guests 
expectations, perceptions and service quality for the lodging industry. The 
LODGSERV has 26 items and five dimensions, the same as SERVQUAL. 
Various models of service quality were developed from the PZB SERVQUAL 
Model, which were used to study the hospitality industry. In their dual study of 
the restaurant environment, Saleh and Ryan (1991) used the SERVQUAL 
Model for analysis of the hotel business service quality and identified a 
gapbetween customers‟ perceptions of and the customers‟ expectation of the 
service attributes, they argued that this gap is a source of the customers‟ 
dissatisfaction.  
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In a study of Total Quality Management, Saunders and Renaghan (1992) 
identified some differences between the quality variables within the 
manufacturing and service environments. Similarly in the assessment of the 
restaurant product cues, Sweeney, Johnson and Armstrong (1992) identified 
important cues that are used by guests in evaluating and assessing expected 
levels of service quality and the choice of the service. Using five dimensions 
for example to test restaurant service quality and measure customers‟ 
satisfaction with food service, which lead to repeat purchase intentions and 
consumer loyalty. Additionally Stevens, Knutson and Patton (1995) adapted 
the SERVQUAL model and formed the DINESERV Model for analysis of the 
service quality and the perception of guests on restaurant service provision.  
 
Amstrong, Mok, Go and Chan (1997) developed the HOLSERV by adapting 
the SERVQUAL for examination of the guests‟ expectations and perceptions 
on the service quality of Hong Kong‟s hotel industry. They collected cross-
cultural samples of hotel guests in three large hotelsin Hong Kong and 
examined their service quality dimensions in order to determine dimensions of 
overall service quality in this industry by applying the HOLSERV model. 
Cheng and Law (1998) contributed to literature and hotel management by 
producing an improved service quality model (ISQM) that has the capacity of 
capturing information from both guests and staff on the service quality of the 
hotel. The strength of this model is its ability to capture information from both 
the customers and the employees. 
 
Like many other researchers, Lau, Akbar and Fie (2005) modified the 
SERVQUAL model to produce a measurement for evaluation of guest 
satisfaction, expectations and perceptions of the service quality of Malaysia‟s 
four and five-star luxury hotels. Similarly Ryu (2005:77) developed the 
DINESCAPE primarily for measuring physical environment in the dining area 
of upscale restaurants. Several service quality evaluations in the hospitality 
industry were adaptations of the SERVQUAL model, which produced different 
models like DINESCAPE, HOLSERV, DINESERV (Landrup, Prybutok & 
Zhang 2007:104) as well as ECOSERV to mention a few. 
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5.3.2 Tangibles in the Hotel Industry  
The LODGSERV model that was developed by Knutson et al. (1990) used the 
same 26 items and five dimensions of SERVQUAL (Parasuramanet al. 
1988:12). The tangible dimensions from this modelincluded, hotel equipment, 
physical facilities and appearance of the personnel (social-servicescape. On 
the same note Lau et al.  (2005) identified tangibility as the greatest and most 
important variable of the hotel service quality. In their model the following 
tangible factors were considered important; neat appearance of staff, modern 
equipment, visually appealing physical facilities, accessibility, availability of 
adequate fire and first aid care facilities, fast check in/out, clean and 
comfortable rooms and convenient hotel location. Zeithaml and Bitner 
(2003:98) stated that tangibles must be strengthened in hospitality services to 
induce the customer intention to return to the hotel facility.In the exploratory 
analysis of the physical design of the restaurant by Andaleeb and Conway 
(2006: 8), the physical environment did not have a significant effect on 
customer satisfaction.  
 
5.4 MANANGING ECO-TOURISM SERVICESCAPE 
It is of concern that there has been little research carried out on customer 
satisfaction with the tourism servicescape (Chadee& Mattsson 1995) given 
the magnitude and importance of the tourism industry in the economy and 
employment creation. Cronin and Taylor (1992) mentioned the lack of 
research in the tourism sector considering the high demand for comparative 
studies in customer satisfaction literature. Many researches of servicescape 
have contributed significantly to the clear understanding of the physical 
environment of the service environment in both marketing and tourism. The 
purpose of some of these studies in servicescape is for delivering superior 
value to customers, create opportunities and get business from referrals. 
However, there remains some gaps in the literature that limit an 
understanding of the significance and importance of the servicescape in the 
tourism industry. 
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Mossberg (2007) stated that the experiencescape and servicescape shape 
destination selection and repeat patronage of tourists regardless of what kind 
of tourism product one has in mind, be it a visit to nature parks or theme 
parks. Reimer and Kuehn (2005) emphasised the importance of a conducive 
servicescape for a tourist destination, which they consider crucial to 
encounters and interaction between a tourist, staff, physical environment, 
facilities for eliciting tourist satisfaction, repeat visits and positive word-of-
mouth referrals in tourist settings like the Kruger National Park, where most of 
its leisure activities and adventures are driven by experiential appeals. The 
experiencescape and servicescape are critical in developing strategic 
marketing destinations. Babin et al. (1994) stated that studies show that place 
atmosphere is linked to enjoyment, entertainment factors and aesthetic 
enhancement during shopping. 
 
The demand for high quality and aesthetics of the physical environment is 
very important even within campsites where total customer experience should 
be attained. These same demands are expected even in tourist campsites 
within the Kruger National Park of South Africa. The variables expected from 
the campsites are the quality of the physical facilities; the ability to experience 
real nature through relaxation, game viewing, emotional and intrinsic values 
(van Heerden (2010: 66). The tourist‟s choice of a game park depends on the 
length of the visit, type of experience sought, cost of a camp site, quality of 
services provided and quality of the servicescape of the camp site. 
 
5.5. THE SPORTS SERVICE ENVIRONMENT 
Ritchie and Adair (2004) & Kurtzman and Zauhar (2003) believed that 
sporting is amongst the world‟s most popular leisure experiences apart from 
being the world‟s largest social phenomenon and tourist attraction. The love 
for sport causes some people to become sports tourists that follow sporting 
events all-over the world, this level of fervour lead to the growth of sports 
tourism. Standevan and De Knop (1999:12) defined sport tourism as some 
form of participation in sporting activity, casually or in a structured manner for 
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non-commercial or for business-related reasons that demand travelling away 
from home or work vicinity. Similarly Gibson (1998:49) define sports tourism 
as leisure-based travel that takes sports fansprovisionally outside of their 
residence to watch and admire physical games and activities.The 
attractiveness of a sport and the emotions related to sport influence 
supporters to follow their particular teams wherever they go toengage ininter-
team competitions like the EUFA, Olympics or the FIFA Soccer World Cup. 
Sporting followership of major sports like soccer, American football, cricket or 
rugby triggers the development of particular cultures, cults and consumption 
behaviour amongst fans. Weed and Bull (2004) established that a number of 
holidays or foreign trips (25%), are linked to sport while nearly 50% of 
domestic holidays have some involvement with sport.  
 
Gibson‟s (1998:49) conceptualisation of sport tourism has three fundamental 
areas of sport that is linked to travelling; which are travel to take part; travelto 
watch and travel to venerate, worship or to celebrate a sport event.Hinch and 
Higham (2004:49) understood the pivotal role of sport within the sport tourism 
industry with spatial and temporal dimensions. Hinch and Higham‟s study 
(2004) defined sport tourism as sport-based travel away from the home 
environment for a limited time, where sport is regarded as exclusive rule sets, 
contest related to physical dexterity and a playful nature.On the other hand 
Weed and Bull (2004:37) considered this type of tourism as a “social, 
economic and cultural phenomenon arising from the unique interaction of 
activity, people and place. These researchers identified five categories of 
sport tourism, as tourism with sports content; sports participation; luxury 
sports tourism, sports events and sports training. The unique experience that 
comes from interacting with other people, places and the sport activity is 
major motivational influencewithin sport tourism (Weed & Bull2004:204). 
 
Since independence South Africa successfully hosteda number of mega 
sports events such as the 1996 Africa Cup of Nations; The 1995 Rugby World 
Cup, the 2003 Cricket World Cup, the 2005 Women‟s Golf World Cup, the 
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2005 Annual Million Dollar Golf, the 2007 World 20/20 Cricket Championship, 
the 2010 FIFA Soccer World Cup and a host of others. The World Cup 
generated approximately R29 billion in revenues for FIFA due to the 
participation of a large number of sports tourists and investors. The South 
African government created huge infrastructural developments (soccer 
stadiums, roads, hotels, telecommunication, and the others) in order to attract 
and host a memorable world cup in Africa.Gammon and Robinson (2003:23) 
stated that approximately three million “sports tourists” participated inthe 2010 
World Cup soccer matches that were staged in South Africa. South Africa 
continues to host small scale and mega sports events for the purpose of 
social and political investment (nation building), infrastructural development, 
economic growth and national branding. Hosting mega events and cultural 
events have been used to project an image of the Rainbow Nation’s cultures, 
food, cities and architecture. 
 
Nicknames such as “Bafana Bafana” and “The Brazilians” are highly 
recognisable, and evoke images, values and cultures of specific soccer teams 
in South Africa. These soccer teams would be hard-pressed to create such 
vivid imagery for themselves without sports-related successes and publicity. 
The ability to field a winning team on continual basis is extremely difficult and 
somewhat beyond the control of the soccer team manager. What a soccer 
team is able to control is its sportscape or the physical surroundings of a 
service encounter. Wakefield and Sloan (1995) coined the term “sportscape” 
and identified five stadium factors which are cleanliness, crowding, fan 
control, parking and food service in addition to the moderating factor of “team 
loyalty,” that affect the desire to stay at a game as well as to return for future 
games.  
 
Sport spectators‟repeat attendance and participation in games and loyalty to 
particular teams are important phenomena that are caused by a number of 
factors, which include the quality of stadium surroundings. Wakefield and 
Sloan (1995) hypothesised that a positive experience in the sportscape will 
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lead to more enjoyment, and thus the desire to return, and ultimately lead to 
the purchase of a season ticket. Hightower, Brady and Baker (2002) 
investigated the role of physical environment in consumption of sporting 
events.The quality of the physical environment of the stadium is important to 
the fans‟ satisfaction; spectators attending a football match normally spend 
hours at a time watching an event at a stadium, thus a pleasant and positive 
experience with the facility would encourage satisfied spectators to continue 
returning to the facility (Yusof, Lee & Yusof 2008:126). 
 
Wakefield and Blodgett (1994) identified a relationship between high quality 
service environment (servicescape), consumer satisfaction and intention for 
participation in futuregames.As consumers experience greater levels of 
excitement with the servicescape, satisfaction with the experience increases. 
Later Wakefield and Sloan (1995) investigated the effects of physical factors 
of various stadiums, which are expected to have a direct impact on sports 
spectators‟ desire to stay longer at the stadium and their intentions to return to 
the same stadium for watching sports. Following the same stream of 
argument, Wakefield, Blodgett and Sloan (1996) established a relationship 
between spectators‟ perception of stadium quality, re-patronage intentions 
and desire to stay. Wakefield et al. (1996) successfully developed an 
instrument for assessing fan perceptions of and satisfaction with sports 
facilities that can be used for managing the servicescape.Cronin, Brady and 
Hult (2000) & Kwon, Trail and Anderson (2005) strongly believed that 
spectator satisfaction is critical in determining patronage decisions for 
attendingfuture sporting events. Madrigal (1995); Kwon et al. (2005); Trail, 
Anderson and Fink (2005) also supported the idea that game satisfactionand 
facility satisfactionare the most important determinants for customer 
satisfaction. 
 
Wakefield, Blodgett and Sloan (1996) improved the sportscape model by 
including other variables like; stadium access, scoreboard quality, seating 
comfort, facility aesthetics, layout accessibility, signage, perceived crowding 
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and space allocation. Wakefield and Blodgett (1999) were of the opinion that 
consumers patronise leisure services more for hedonic than for utilitarian 
reasons. Due to the hedonic aspect, consumers of leisure services are more 
sensitive to aesthetic qualities of their surroundings. The amount of time spent 
in a facility also influences the extent to which the service environment 
influences customers‟ attitudes toward service provision and it also depends 
on the quality of the physical environment, attractiveness of the game and the 
personality of the service staff. 
 
5.5.1   Personnel and Social Factors Linked to the Sportscape 
The quality of interaction and encounters between the customers and contact 
personnel in a service environment determines the perception of service 
quality by the consumer (Zeitham let al. (1988:35). Therefore, performance of 
employees is central to the development of high service quality of an 
organisation. Zeithaml and Bitner (2003:318) reiterated the validity and 
importance of the frontline staff in encouraging the growth of favourable 
patronage behaviour amongst targeted consumers. In the eyes of the 
customer the frontline staffs arethe organisation itself and an embodiment of 
the values of the organisation whose behaviour is critical to the enjoyment of 
the core product. The performance of frontline staff has acentral role in 
enhancing or distracting from the consumption experience of the consumer, 
therefore motivation and scripting of the employee‟s activity es and behaviour 
within the organisation‟s operational “stage” is critical for excelling in service 
provision. According to Mittal and Lassar (1996) the outcome of the 
interaction between staff and customers and the social content of the 
interaction between service staff and customers are key in evaluation of the 
firm by consumers, customer perceptions of overall service quality and 
patronage behaviour. 
 
Chelladuri and Chang (2000) and Greenwell, Fink and Pastore (2002) agreed 
that service staffs facilitate the delivery of the core product in a waythat either 
add value or deter the customer‟s experience.All round provision of high 
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quality of service is a must; service quality should be maintained or increased 
all the time in order to improve service evaluation by consumers. It is 
therefore, important to manageevery individual service encounter in order to 
enhance overall perceptions of service quality (Bitner 1990). In the context of 
the minor hockey league, Greenwell et al. (2002) investigated the impact of 
individual physical facility elements, core product and service personnel on 
hockey fans‟ satisfaction. The result of their study suggested that a high 
quality facility environment on its own cannot singularly determine customer 
satisfaction, but a good facility supported by an acceptable core product and 
excellent service personnel can be very influential in service evaluation. 
Therefore, management must pay attention to all three dimensions of the 
service experience. 
 
Wann (1995) categorised fan motivation into eight types: family needs, need 
for affiliation, aesthetic value, economic value, and entertainment value, 
diversion from everyday life, self-esteem benefit, and excitement. Zhang, 
Pease and Hui (1996) found that the more value attributed to sport, the more 
likely people are to attend. Other values that people link to sportmay be; 
community solidarity, public behaviour, pastime, pursuit of excellence and 
business opportunity. Even though staff behaviour is important, the physical 
aspect of thesportscape is critical to fans patronage and satisfactionwith a 
sport event, therefore analysis of thedesign aspects of the servicescape is 
very important. 
 
5.5.2. Influence of Design Factors of the Sport Facilities 
Well-designed sports facilities attract a huge number of fans, but according 
toWakefield and Sloan (1995) poorly designed sports facilities have a 
negative psychological impact on fans that might have a perception of being 
suffocated by overcrowding.Perception of overcrowding, Hui and Bateson 
(1991) can lead to restlessness and frustration where fans seem to have 
limited choices or personal control within this type of a service encounter. 
According to Wakefield et al. (1996) entrance and exit routes to the stadiums 
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should have comfortable widths, visible signage, comfortable and spacious 
seating facilities in order to reduce the perception of overcrowding. Visible 
signage assists employees to direct the flow of fans, thereby increasing 
efficiency and effectiveness in reducing waiting times. 
 
Wakefield and Sloan (1995) researched the influence of sports facility 
variableson customer attendance and examined the impact of team loyalty, 
stadium parking, stadium cleanliness, food service, perceived crowding and 
fan behaviour control on consumers/fans behaviour. Many fans do not want to 
spent time looking for parking space. The parking space at a stadium should 
be nearer, secure, accessible, available, exiting and easy to enter. Their 
findings indicated that fans that enjoy spending time at the stadium will return 
again. Stadium cleanliness adds to the attractiveness of the sport facility, this 
can be enhanced by facility design and service provision within the 
sportscape. This variable attracts and increases attendance to the stadium. 
Although food quality, taste, variety and freshness of the food is the not the 
core product of the sportscape, these variables have a strong influence on 
sport attendance, time spent during and after the game. 
 
Wakefield et al. (1996), noted that improved access to a sport facility 
increases the fan‟s pleasurable encounter with the sportscape. Architectural 
design and facility attractiveness of the interior and the decor of the stadium is 
the first variable fans encounter which they use to evaluate and define the 
image of the facility. Other aspects such as seating comfort, accessibility and 
layout of the seats are critical in managing the perceived crowding effects to 
the fans. Appropriate management of sportscape surroundings and effective 
control of fans would increase spectators‟ satisfaction, enjoyment and 
intentions to return to the stadium again (Pilus, Yusof, Bojei, Fauzee, Samah 
& Aziz 2010:58). 
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Technology plays a significant role in managing sports facilities.  
Technologies used in the sportscape include the scoreboard, television 
monitors, ticket scanners, digital cameras, emergency usher pagers, in seat 
food service capabilities and many others (Wakefield et al. 1996). According 
Zeithaml et al. (1988:42) properly selected and reliable sport technologies 
should assist in delivering high quality services like advance ticketing and 
ticket scanners that eases ticketing and reduction of queues at the stadiums. 
Television monitors and efficient cameras assist in decision making in some 
sports. Conversely, television monitors assist staff in enforcing rules and 
convincing fans on bidding with non-smoking rules in some particular areas. 
In a study of the Malaysia Cup Football, Pilus et al. (2010) found that 
signboards and scoreboards influence spectators‟ satisfaction and intention to 
visit the stadium once more, thereforethese two sportscape factors can be 
manipulated by the sports marketers to improve the quality of sportscape. 
 
5.6. THE SERVICESCAPE IN THE BANKING SECTOR 
The retail banking environment in South Africa is very complex, competitive 
and is dominated by the big four banks: Amalgamated Banks of South Africa 
(ABSA), First National Bank (FNB), Nedbank and Standard Bank (Metcalfe 
2003 & South African Reserve Bank 2003). The financial industry is based on 
complicated deals, risky, long-term products and services and high 
involvement relationshipsbetween customers and financial service providers 
(Howcroft, Hewe& Durkin 2003). The social, service quality, locational and 
physical environment variables play a significant role in presenting an 
emotional brand message, which have the potential of differentiation for the 
banking customers. The built environment conveys messages that are 
interpreted differently by individuals. Furthermore, the layout of the 
environment assists an individual‟s interpretation of the message being 
conveyed by the physical structure.  Hagel and Rayport (1997) concur with 
the above study by stating that a bank communicates security and protection, 
to make consumers comfortable and confident in sharing confidential 
information with the bank.  
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Differentiation strategies are some of the most difficult challenges, which 
banks confront, when they consider positioning themselves as unique and 
different from their competitors. Ghemawat (1999) & Fournier, Dobscha and 
Mick (1998) strongly believed that differentiation based on price and cost 
strategies is very temporal; they were of the opinion that the only way of 
differentiation is through relationships and service propositions. The critical 
challenge for most banks is to create and own durable relationships with their 
clients and use it as a competitive advantage over others, (Abratt & Russell 
1999:5). Barnes and Howlett (1998) were of the opinion that to establish and 
maintain a competitive advantage over others, banks need to retain 
customers through strong relationships. A research by Thomke‟s (2003) 
suggested that in a retail banking situation distinct improvements in customer 
perceptions were noted from the use of screen media in the service 
settings.Thereforerelationship marketing and adoption of service quality 
systems are critical in establishing and developing profitable customer bases 
for the benefit of the banking industry. 
 
Horn and Rudolf (2010:4) developed a three dimensional model of service 
quality in private banking which are: (a) service environment quality (ambient 
conditions, financial security of the provider, geographic presence and the 
corporate identity), (b) interaction quality (reliability, responsiveness 
assurance, friendliness, profes-sionalism, experience and empathy), and (c) 
service product quality as the main dimensions with various sub-dimensions 
that have to be further examined, (performance of the investment, product 
and service scope and the quality of the reporting).The model below indicates 
the distinct service quality attributes and antecedents that can lead 
tocustomer satisfaction and positive patronage behaviour in the private 
banking sector. Horn and Rudolf (2010:23) identified the service quality 
outcomes to be the most important factor, followed by the environment, 
whereas interaction was far less important. 
 
 
188 
 
 
 
 
Figure 5.1: Three dimensional model of service quality 
 
 
 
 
 
 
 
 
 
 
(Source: Model overviewadopted from, Horn & Rudolf 2010:5) 
 
An exploratory study by Stafford (1996) identified some distinct attributes of 
the banking service quality as visualised by the bank customers.Seven 
factors, (geographic presence, corporate identity, financial security, ambient 
conditions, performance, product and service range and reporting) were 
reported as critical attributes in a bank‟s service environment. The bank 
ambience or atmosphere, which includes cleanliness of the physical and 
social environment as seen through positive and courteous attitude of 
employees are critical in establishing service quality and confidence amongst 
customers. Secondly, financial security ascribed to good investments, advice 
from intelligent staff and physical security from the bank‟s systems increase 
service quality. Thirdly, corporate indentify is critical for differentiation and 
uniqueness. Fourthly, geographic attributes indicate availability, convenience 
and a full array of services that are easily accessible and available for the 
convenience of the customer. Fifthly, solid rating emanating from the 
performance of dedicated, honest and reliable staff and the importance of a 
personal relationship with the bank employees, where customers are 
recognised easily by long-term employees. Sixthly, product and service range 
of different services from the bank that can be accessed through ATMs, and 
other improved technologies used for theconvenience and accessibility of 
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consumers. Lastly, reporting is a key variable in service quality where 
customers need to be informed timely on all issues linked to their investments 
in a secure and confidential manner.   
 
Using the SERVQUAL Model to analyse the Indian banking industry‟s service 
quality, Angure, Nataraajan and Jahera (1999) identified that SERVQUAL 
provided superior diagnostic information compared to the SERPERF scale. 
Although SERVQUAL is not without critics, the results of the Anguret al. study 
showed that SERVQUAL is a better scale for measuring services quality.They 
examined the applicability of the five factor model of the SERVQUAL scale in 
the banking sector from two major retail banks, both the private and public 
banking sectors and found that service quality was a multidimensional 
construct and the SERVQUAL Model‟s conceptualisation does fully hold. The 
five dimensions had varying importance, reliability and responsiveness 
dimensions and was found to be the most significant of the five variables. 
 
Another critique of SERVQUAL was done by Bahia and Nantel (2000) while 
studying the retail banking sector of Canada, they found out that universal 
usage of the SERVQUAL scale‟s five factorsin different service sectorswas 
questionable. They felt that it was important to add some dimensions to the 
SERVQUAL scale to make it durable and effective in analysing some services 
categories. They went on to develop athirty-one factor model from the original 
ten factor scale of the SERVQUAL and called it the Bank Services Quality 
(BSQ), which span six dimensions; effectiveness, service portfolio and service 
reliability. 
 
5.7. HOSPITAL AND HEALTH FACILITIES IN SOUTH AFRICA 
Fottler, Ford, Robert, Ford and Spears (2000) stated thatalthough some 
service sectors such as retail and hospitality haveappreciated thefunctionof 
the physical environment on consumer satisfaction and retention, they made 
efforts to provide a physical environment that exceeds the shopper‟s 
expectations. It was only of late that the healthcare industry acknowledged 
190 
 
 
 
 
that servicescape is an important asset that can impact shoppers. Lee 
(2011:63) noted that the creation of a servicescape that can satisfy 
customers‟ needs for comfort, convenience, safety, security, privacy and 
support, healthcare providers need to understand, which servicescape 
features impact customer satisfaction and behaviour.Stern, MacRae, Gerteris, 
Edgman-Levitans, Walker and Ruga (2003:20) designed a measurement tool 
that can investigate healthcare shopper‟s needs and satisfaction based on 
their study with a focus group that consisted of patients and family members 
from many healthcare facilities. The factors consist of physical environment 
that (a) facilitates connection to staff, (b) is conducive to well-being, (c) is 
convenient and accessible, (d) is caring for family, (e) is confidential and 
private, (f) is considerate of impairments, (g) facilitates connection to the 
outside world, and (h) is safe and secure.  
 
Many investors, both in private and public sectors the world over invest in 
healthcare services. The healthcare delivery system involves health insurance 
companies, private hospitals, public hospitals and medicalaid societies and 
traditional health service providers. In South Africa and many countries, there 
are serious debates on improving access to healthcare services by poor 
people through nationalisation of this service. Healthcare is an intangible 
product, the provision of which is done by professionals.Taner and Antony 
(2006) indicated that in the delivery process and provision of the healthcare 
services to the consumer there is considerable involvement of the recipient of 
the service despite his low expertise in the services provision processes. 
Users of healthcare services are usually worried about the outcomes, anxious 
about those left at home and sometimes at risk from the service consumption. 
Conceptualisation and measurement of the service quality in the healthcare 
environment is very complex, although extremely important due the factors 
mentioned above. To maintain, increase and improve the service quality, 
hospital managers and staff should not only focus on clinical and economic 
criteria, but also managing both patient/relatives‟ expectations and 
perceptions of the service quality of the hospital‟s total environment. 
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Arneill and Devlin (2002) and Laine, Davidoff, Lewis, Nelson, Kessler and 
Delbanco(1996) were of the opinion thattwo important needs of a patient are 
assurance of technical competence from service providers in order to assure 
a successful outcome (Czepielet al. 1985) and empathy from the service 
provider.Driver and Johnston (2001) believed that medical staff (doctors) can 
make an indelible impression on a patient when they show both professional 
and empathetic qualities by improving the personal climate during an 
encounter with a patient. In their research of the healthcare setting 
Verhoeven, Van Rompay and Pruyn (2009:236) showed that patients may 
turn to both personal appearances and tangible elements in the service 
environment to assess the doctor‟s competence level. 
 
Physical surroundings give a positive impression to a patient in well decorated 
and well-painted hotel-like rooms and rate the hospital‟s services (attending 
physicians, housekeeping, and food-service staff and the food) better than 
those patients in standard rooms or typical hospital beds with no artwork of 
the same hospital (Ulrich, Quan, Zimring, Joseph & Choudhary 2004:25). 
Thus, such patients have stronger intentions to return again to the hospital 
and will provide positive recommendation of the hospital to others (Swan, 
Richardson & Hutton 2003). Harris, McBride, Ross and Curtis (2002) found 
that environmental satisfaction is a significant predictor of overall satisfaction 
and ranking only below perceived quality of nursing and clinical care. 
 
The physical environment is an important determinant in evaluation of a 
perception of service quality and customer satisfaction. Reimer and Kuehn 
(2005:59) believed that patients that stay longer in a hospital environment 
emphasise the physical environment as an important variable in their 
perception of service quality. Dorrien (1996:16) stated initial encounter and 
perception of a hospital‟s physical environment can influence the complete 
experience of a patient; he calls this encounter is referred to as a moment of 
truth for the patient.  Moreover, high quality physical settings and beautiful 
servicescapes are significantly easier for customers to recommend such a 
service environmentto friends (Hutton & Richardson 2004:20). 
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A study by Grote, Newman and Sutarian (2007:329) on American healthcare 
environments showed that both physicians and patients base their choice of 
hospitals on physical evidence. According to Zeithamletal. (2006:329) 
physical evidence refers to tangible clues included in quality service. They 
also included all aspects of the private hospital‟s physical facilities as key 
variables for communicating quality services. Physical evidence is critical in 
service delivery for it closes the gap between the patient‟s expectations and 
service delivery (Wilson, Zeithaml, Bitner& Gremler 2008:242). A hospital‟s 
servicescape (exterior appearance, interior design) and the other tangibles 
create a package that surrounds the service (Hoffman & Bateson 2006:17). 
 
Several studies in the healthcare industry indicated that bright light from both 
artificial and natural lighting improves health outcomes especially depression, 
agitation, sleep, seasonal affective disorders and length of stay in demented 
patients.An atmospheric variable like calm and soft music has a therapeutic 
effect on some patients; many studies also show that music facilitates healing, 
this was assessed through patient self-report, or behavioural observation (Lin 
2004:170). Additionally, evidence-based design (EBD) of the physical 
environment improves safety of both the hospital staff and patients by 
reducing the risk from hospital-acquired infections. Transmission of infection 
to people occurs through airborne and contact transmission routes, which 
through appropriate designs can be reduced (Ulrich et al. 2004:25). 
 
There is a marked surge in competitiveness in the services supply chain in 
general and it has become necessary also in the healthcare sector to deliver 
optimal satisfaction and take cognisance of patient expectations and 
preferences even though this is a difficult area for the patient to charge and 
evaluate the service quality. Therefore elements of service quality control, 
quality of service and effectiveness of the medical treatment is vitally 
important for the benefit of the patient (Friedenberg 1997) in Sohail (2003:1) 
and Ilia, Panagiotis and Pandelis (2007:48). Managing the healthcare 
servicescape is critical in maintaining a competitive position in delivering high 
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quality service, increased patronage of patients through referrals and 
profitability of the hospital. The concept of servicescape has been used in 
different service industries and marketing field including healthcare marketing. 
Here the emphasis is put on managing the impact of physical environment on 
both healthcare consumers and healthcare staff through affective, 
psychological state, emotional cognitive and perceptions of the service quality 
(Bitner 1992; Hutton & Richardson 1995). Hospitalisation can be stressful and 
has a serious psychological impact on patients and their families; in addition 
the patient is temporarily separate from his home environment and his health 
is at stake. 
 
Under such difficult situations, the patient requires adequate information 
concerning his health and treatment, unfortunately reliable information on the 
quality of the healthcare would be difficult to ascertain beforehand. Lack of 
information regarding procedures and effectsof the treatment increase 
uncertainty and anxiety within the patient; a patient is inclined to infer his 
judgement and evaluation of the healthcare service quality from physical cues 
in the service environment. Therefore it is critically important to create a non-
sterile servicescape that would make it simpler to evaluateservice quality of 
the healthcare services (Arneill& Devlin 2002). Devlin and Arneilll (2003) 
indicated that hospitals‟ physical environmental design is being transformed to 
create an attractive and relaxing atmosphere that would inspire confidence, 
reduce the patient‟s anxiety, emotions and encourage healing. Colour has 
been used effectively to improve service quality and for stabilisation purposes 
(Calkins 2002). Appropriate interiorscaping plays an important role in patient 
satisfaction levels and overall evaluation of the physical environment.  
 
Many studies on service quality and customer satisfaction in the healthcare 
sector have developed a variety of instruments for measuring these 
variables.Evans and Lindsay (1999:176) proffered a view that “customer 
satisfaction results from providing goods and services that meet or exceed the 
customer‟s needs”. On the other hand, Linder-Pelz (1982)considered patient 
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satisfaction as “positive evaluations of distinct dimensions of the healthcare”. 
Since customer satisfaction is patient based, therefore a precise examination 
of the patient‟s perceptions of the service delivery is critical for establishing 
patient satisfaction levels. 
 
In a study of the private and public hospital service quality in Yesilada and 
Direktör (2010:968-969) found that Gap scores showed that in all three 
dimensions; reliability-confidence, empathy and tangibles, perceived service 
falls behind the expectations. This means that both public and private 
hospitals failed to offer the expected service quality. These findings have 
some significant implications, particularly for public hospitals, as the gap 
scores are much bigger in all dimensions when compared to private hospitals. 
The largest gap was identified in public hospitals in reliability confidence 
dimension which constitutes from reliability, responsiveness and assurance 
issues. Public hospitals performed poorly on the empathy dimension, which is 
about understanding the specific needs of patients and giving individual 
attention. Finally, the huge gap in the tangibles dimension shows that the 
hospital equipment and the physical facilities might not be modern and not 
visually appealing. The huge gaps imply poor management in public hospitals. 
Private hospitals, on the other hand, were perceived as much better service 
providers than public hospitals, but still they have gaps in all service quality 
dimensions. In the South African environment, the public and private sectors 
provide services to the public, therefore these institutions are expected to 
offer high quality services for them to survive and also be profitable. 
 
5.7.1 Noise in a Hospital Environment and Improvement of Service Quality 
Noise is critical in the healing process of patients therefore it needs to be 
managed well. Ulrich, Lawson and Martinez‟s study (2003) showed that 
hospitals are excessively noisy for two general reasons. Firstly from paging 
systems, alarms, bedrails moved up/down, telephones, staff voices, ice 
machines, pneumatic tubes, trolleys, and noises generated by roommates. 
Secondly, environmental surfaces -floors, walls, ceilings - usually are hard 
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and sound-reflecting, not sound absorbing, creating poor acoustic conditions. 
These noises travel considerable distances through corridors and into 
patients‟ rooms, adversely affecting patients and staff.Ulrich et al. (2003) 
stated that sound-reflecting surfaces, which are typical of hospitals cause 
sounds to echo, overlap, and linger or have long reverberation times. 
Environmental interventions that have proven especially effective for reducing 
noise and improving acoustics in hospital settings include: installing high-
performance sound absorbing ceiling tiles, eliminating or reducing noise 
sources and providing single-bed rather than multi-bed rooms.  
 
George (1996:50) added weight to the importance of service quality in dental 
care by recommending that the successful and competitive dentist should 
improve observable cues, which patients see before the services are 
performed on them. These cues can be in the form ofability and punctuality; 
responsiveness and reliability and tangibles, which are very important aspects 
of consumer satisfaction and enhancement in service quality of the dental 
environment (Baldwin, Sohal& Terziovski 2002:5).  Ability and punctuality is 
best described as demonstrating the „craft‟ skills that dental practitioners have 
studied and practiced, together with the punctual, timely delivery of service 
with least waiting time and delays. A further dimension within this factor is the 
ability of the dental practitioner to communicate their intentions regarding the 
treatment plan, and gain the confidence of the patient to comply with the plan 
and see it through. Responsiveness and reliability, safety, reliability, and 
technical knowledge are some of the most important indicators of efficiency 
and high quality services, which patients and their relatives look for in a 
dentist‟s parlour. 
 
Baldwin et al. (2002:5) noted that cleanliness and hygiene are the preeminent 
dimensions that are associated with the physical features of the dental 
practice. In this study the clinical environment was expected to appear „sterile‟ 
and spotless for numerous respondents, however this aspect of the surgery – 
the „dental smell‟ was identified as evoking some psychological feelings and 
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subconscious fear amongst respondents that may have visited a dentist. 
Many patients believe that medical staff should understand and recognise 
their needs to be treated in order to reduce anxiety by the patient. Tangibles, 
the equipment, décor, waiting room, physical appearance of employee 
uniforms, and the attractiveness or otherwise of informational materials 
contribute to the service environment‟s success as an interpretation and 
measure of service quality. Primary indicators of this characteristic incorporate 
an assumption that the surgery‟s physical facilities instil assurance in the 
patients through the cleanliness and outward show of the facilities, the 
practitioners and other staff members. Design changes that make the 
environment more relaxing, aesthetically pleasing, and informative relieve 
stress amongst patients and enhance satisfaction with the quality of care that 
is given (Ulrich, Quan, Zimring, Joseph & Choudhary 2004:25). 
 
5.7.2   South African Healthcare Delivery System 
South Africa depends on the private and public healthcare delivery systems. 
The private healthcare industry is growing fast and is considered to be in fifth 
place/category in the whole world in terms of growth and quality (Bierman 
2008:13). This growth rate and competitive environment forces the sector to 
be innovative in order to be profitable. This competitive environment comes 
with a number of challenges, which are affordability of the services by a very 
large population in the country, accessibility, equitable delivery of healthcare, 
and maintaining high quality of health services (Friedland 2007:97). The 
issues around affordability of healthcare are a serious concern for all 
governments the world over, but the discrepancies are very pronounced in 
developing countries. Therefore the private sector and the South African 
government should collaborate for sustainable provision of an accessible and 
cost effective health delivery system (Da Costa 2008:29). 
 
The private healthcare sector plays a significant role in the provision of high 
quality healthcare services in South Africa where three million patients are 
treated by this sector every year (Da Costa 2008:39). Taking its cue from 
197 
 
 
 
 
other countries, service quality in local public hospitals is very poor due to 
poor facility provision, underemployment of relevant skills and poor funding 
from government. Healthcare firms invest strategies to reform a complex web 
of variables that impact the quality and business of care delivery.  
 
5.8   AIRLINES AND AIRPORT SERVICESCAPES 
According to Rhoades, Waguespack and Young (2000:258), customers have 
been seeing airports as insensitive to their needs; did not improve their 
parking facilities, had puzzling terminals, few food and retail facilities, and 
airport authorities have continued like this for year, which compelled 
passengers to accept the status quo because there has been no recognised 
service performance benchmarks (ibid). However, transformation of services 
do take place due to competition which came about with privatisation;new 
forms of transport (high speed trains), demanding travellers and airlines with 
options. Altogether, the latest competitiveenvironments have spurred airports 
to differentiate their offerings by gratifying customers with distinctive 
experiences and promising consistentessential services that are at least as 
good as those of the preeminent airports (Paternoster 2008:221). 
 
Douglas and Connor (2003:167) claimed that the intangible aspects of 
services might be a possible way for service providers to distinguish 
themselves and this might be a chance to achieve what Paternoster sees as a 
basic requirement for airports today.Increasingly, airports are attempting to 
move away from their conventional function of being exclusively an 
infrastructure provider, just as any other businesses they require top class 
management as well as other competencies and strategic business practices. 
This became more imperative since the increased airlines‟ choice on airport 
selection has increased and in the process placing airports in a competitive 
situation that forces competitive action (Graham 2005:99; Freathy & 
O‟Connell 2000:104-105). Airport services are provided in complex 
circumstances since they are not provided and managed by a distinctive 
provider and are held accountable by passengers (Graham 2005:100; 
Paternoster 2008:219).  
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Airports service large numbers of customers that utilise a diverse supply of 
services. Airports are therefore suitable objects for service quality studies. 
However, Freathy and O‟Connell (2000:109) stated that airports have been 
government owned as a result airports did not enjoy service improvements 
that were triggered by competition, which is the reason why there were few 
studies of service quality expectations done on airports. Paternoster 
(2008:219-221), on the other hand, viewed airports as service facilities. She 
thinks of an airport not only as a transit point but also a destination. Fodness 
and Murray (2007:493) and Freathy and O‟Connell (2000:105) however, 
argued that regardless of who the traveller is or the purpose of the trip, 
customers are at the airport only to transfer from ground to air, or from airto 
air transportation. They see the airport as a transition point, not as a 
destination. These strong views and perceptions of a traveller by different 
researchers have a serious influence on how airport planners and managers 
understand the shopping decisions, buyer behaviour and socialisation of 
travellers while they are interacting with the airport‟s physical, commercial and 
social environment. 
 
There is a relationship between ground operations of airports and service 
quality of airlines. The quality of airline services are intrinsically linked to how 
airports devise and manage their business processes. Park, Robertson and 
Wu (2004) believed that airlines should develop passenger-focused services 
by making an effort to understand passengers‟ expectations. Cunningham, 
Young and Lee (2002) appealed to airlinesto be aware of differences in 
service expectations among airline passengers in different parts of the world 
and among different nationalities. In a study of the perception of the quality of 
airline services using the SERVQUAL measurement for the Malaysian 
consumers,Abdullah, Manaf and Noor (2007:21) indicated that the most 
important variables in Malaysian customers‟ perception of service quality are 
empathy, tangibles andassurance. In addition, the respondents indicated that 
the airlines surveyed performed better than expected on the responsiveness 
dimension of service quality. 
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The airport infrastructure is the initial contact point for travellers when they 
arrive at their holiday destination. Therefore, airport facilities provide the initial 
impression in the encounter and expected quality of their holiday. When 
passengers are processed by airports they use several services such as 
check-in; passport and security controls in departure, baggage claim service 
and passport control when arriving (Rondeiro, Martin-Cejas 2006:874). When 
departing from the airport passengers also use leisure and commercial 
facilities like banks, duty redemption and shopping for trinkets, which can 
increase their perception of the airports.Walker and Baker (2000:3) 
specifically pointed out that the intensity of quality affects theconsumer‟s 
opinion of satisfaction; this is why all airport facilities, which include designs 
and architectural aesthetics, should be of excellent quality for the travellers to 
have a lasting psychological impression of both the country and the airport‟s 
cultural values. Many studies confirmed that provision of superior service 
quality ensures pinnacle levels of customer satisfaction and is one of the most 
important strategies for business competitiveness in services, resulting in 
business profitability (Herstein & Gamliel 2006:306; Yang 2003:310). Newman 
and Pyne (1996:12) added that the improvement of service quality offers firms 
social equity and added commercial benefits.  
 
According to Freathy and O‟Connell (2000:104), the two most significant 
sources of revenue for airports are aeronautical charges (charges imposed on 
airlines for using the airport facilities, including landing, apron charges and 
passenger fees) and other commercial returns. To lower the aeronautical 
costs and to maintain the airlines in business, airports have been forced to 
expand their commercial activities to include for instance catering, car 
parking, money exchange and retailing as additional ways to generate 
revenue. These incomes assist airports with improvements in their financial 
statements and making themdepending less on aeronautical income (ibid).  
 
Freathy and O‟Connell (2000:105) argued that due to the nature of airports‟ 
operationalapproach, service providers at airports have access to a captive 
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audience. These travellers have little freedom of moving in and out of the 
airport as compared to what road travellers do at the bus and railway stations, 
while waiting for their flights. Rowley and Slack (1999:363) noted the 
increasedexistence of retailers in airports, especially in departure lounges, 
where retailers encounter waiting travellers. According to Fodness and Murray 
(2007:493) travellers usually spend more than one hour in the airport 
servicescape, this is particularly true for international travellers, as many 
international flights have a two-hour check-in requirement. Thus, international 
airports benefit from the fact that international travellers tend to spend more 
time waiting at airports (Freathy & O‟Connell 2000:106) and in the process 
pass time shopping.  
 
Paternoster (2008: 218) pointed out that that no matter who provides and 
delivers the service, the airport would be held responsible for the service and 
its quality by the customer. Therefore all service providers at airports should 
strive to provide a memorable service experience to travellers. Freathy and 
O‟Connell (2000:105) argued that passengers often cannot differentiate 
between those services provided by the airport and those provided by others 
because of the intricate linkage of the airport service environment. 
Passengers expect to see coherent and high quality services from every 
service provider. This has forced airports to involve most service providers in 
their marketing strategies instead of only taking under consideration the 
airlines‟ needs (ibid). This action compels airports toexplorethe service quality 
expectations of travellers, not only from their services but from all service 
providers at the airport.  
 
Travellers in transit in international airport lounges form a momentary 
community and the airport service environment has been specificallyplanned 
to attract, divert attention andamuse that community. Various airports have 
been doing well in creating these environments (Rowley & Slack 1999: 364). 
Based on theirservice quality and products, the Hong Kong, Seoul and 
Singapore Changi airports were ranked by the Skytrax‟s World Airport Survey 
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(2010) as the three top airports in the world.The airport service quality 
depends on the airport‟s capability to recognise and surpass customers‟needs 
and expectations (Paternoster 2008:224). Airport service quality literature and 
studies are distinguished from one of the mainstream service quality 
perspectives by its focus on quality at the attribute level. Researchers 
attempting to evaluate airport service quality normally start from a list of 
objective indicators of service from consultations with airport stakeholders 
(airport, airline operators, consultants, regulators and travel industry 
managers), without the participation of travellers. Fodness and Murray (2007: 
503) concluded that service quality of airports must be determined and 
evaluated by travellers themselves and not by others. Airport managers often 
have used experts (travel or airport professionals) for insights of airport 
service quality. These experts are assumed to collect information using the 
passenger data based model, which passengers may take for granted. 
Unfortunately this information is used as guidelines for airports when they 
develop service quality strategies and mechanisms. 
 
Since 2006, the Airports Company of South Africa (ACSA) has invested about 
$2.5 billion expanding and upgrading infrastructure across its network of 
airports. As compared to the Fodness and Murray (2007:493-494) model the 
South African study found that when interaction and diversion were 
compared, passengers described interaction as the most important variable 
that would increase satisfaction, followed by function and diversion signifying 
that it is the service one receives from airport personnel that may ultimately 
determine whether an experience at O.R. Tambo International Airport 
(ORTIA) was satisfactory. Overall ORTIA‟s performance however, is best in 
the diversion dimension, followed by function and lastly by interaction (Lubbe, 
Douglas & Zambellis 2010:4). Air transport carries many travellers from the 
African and international destinations into South Africa and so does the road 
transport systems carry more passengers than the air-transport system. 
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5.9   BUS AND RAILWAY STATION SERVICESCAPE 
Bus and railway travellers have a number of advantages, which airport 
travellers do not have, for instance the freedom of moving in and out of the 
bus or railway station and they have the opportunity to choose from a wide 
variety of products and services from the station‟s servicescape. Many of 
these stations in developed countries have limited facilities compared to the 
airports; they are generally not clean and poorly designed. Commercial 
services have the opportunity of benefiting from captive consumers 
(travellers) but unfortunately service quality, service variety and buyer security 
is limited. Many bus and railway stations have the following infrastructure; 
waiting rooms, fast food restaurants, shops that provide clothing and 
groceries, bus-ticketing facilities, wash-rooms, baggage/clock-rooms, bus 
parking places and buses. There is limited infrastructural investment forbus 
and railway stations in many countries compared to airports development and 
investments, even though the number and frequency of road travellers are 
much higher than air travellers. 
 
Many bus and railway stations are frequented by large numbers of travellers 
both from national and international destinations. Many of the regional 
travellers are traders from a range of SADC countries, primarily, Angola, 
Botswana, Lesotho, Malawi, Mozambique, Namibia, Swaziland, Zambia and 
Zimbabwe.The uniqueness of road travellers is that their focus wouldbe on 
travelling, when at bus and railway stations travellers‟ partake in shopping 
excursions, it is therefore necessary to managefrustrating services and 
waiting time (Boshoff  & du Plessis 2009:301). Studies on the use of public 
transportation have shown that travellers perceive time spent waiting for a bus 
or train to pass one and half, to seven times more slowly than the time 
actually spent travelling in the vehicle (Lovelock & Wirtz 2011:265). Due to 
free sitting in all buses, crowds of travellers compete for seats in buses 
especially during peak periods,for instance on national and international 
holidays and during the rain seasons. Buses are normally over-loaded; 
unclean; inefficient and do not follow scheduled timetables (Smillie 2008).  
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Montgomery Greyhound Bus Station in USA has been honoured as a heritage 
site (The 1961 Freedom Rides), not for high quality customer service but for a 
student demonstration of 1961 for the “rights to ride” buses by blacks in USA 
(Preservation Report 2007:1).  
 
5.9.1   Managing Waiting Time in a Station Servicescape 
The public‟s experience of the public transport environment, which included 
station servicescapes, is often transient and temporary in nature, a setting 
that is given negligible consideration and taken for granted, except as a 
means to an end. In most cases passengers at the train or bus stations are 
unavoidably and frequently confronted with waiting times. Over the years, 
various theories have been developed on how time is experienced, the 
following are some of the most important theories on the perception of time; 
Attentional Model of Time Perception and Contextual Change Model, the 
former argued that during a time interval attention can be processed both 
temporally and non-temporally, satisfyingatmosphere, information on delays, 
activities and other kinds of interruption afford less information being 
temporally processed, thus reducing the perceived waiting time. The 
Contextual Change Model predicted that adding a distracter increases the 
time perception (van Hagen, Pruyn, Galetzka & Kramer 2009:3). 
 
Travellers at bus and railway station waiting rooms form a temporary 
community; the stations‟ servicescapes should offer entertainment, relaxation 
through architectural designs and commercial services that can make 
travellers‟ journeys memorable and experiential. The bus and railway station 
is a special service environment, because of passengers‟pre-occupation with 
time. The instant a traveller arrives at the station, he/she checks the time to 
see how many minutes there are until the bus or train leaves, or whether it is 
delayed or whether there is still enough time to do some shopping around. 
Travellers do not mind short waiting periods; at times this situation might be 
enjoyable. Short periods of waiting at stations allow passengersto change 
trains or buses and may be to undertake miscellaneous activities such as 
drinking coffee or buying newspapers. 
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Lengthy waiting times may be frustrating and unacceptable to passengers. 
Since it is difficult to eliminate waiting moments or reduce them where public 
transport systems are concerned; passengers spend the largest part of their 
time waiting on platforms. It is therefore recommended to make the waiting 
environment and conditions pleasant by deploying screens at all platforms 
with entertaining information that could change the perceptions of waiting too 
long. Passengers who experienced the wait as pleasant and who werenot 
bored with the encounters at the station will return to the station with greater 
enthusiasm, (van Hagen et al. (2009:21-22). Transport managers and station 
managers should plan and work together to provide service of quality 
throughout the transport system so that passengers will avoid switching to 
other modes of transport.  
 
5.9.2.  Public Transport and Station Servicescape 
The South African Year Book (2005 / 2006) shows that the number of private 
motor vehicles continues to grow in South Africa at a rate of 1.7% per annum. 
By 2005 car ownership in South Africa remained low; there were 108 cars per 
1000 of the population in South Africa. Approximately 26% of households then 
owned a motor car in South Africa (South Africa Yearbook 2005-06:612). Due 
to this opportunity the minibus taxi industry in South Africa has evolved to 
compete with the highly regulated bus and rail services and the minibus taxis 
industry has controlled approximately 60% of the passenger transport market 
share (Getting you from-A2B-in South Africa 2006). According to Fourie and 
Pretorius (2005:4) public transport in South Africa has a limited coverage and 
is not an attractive alternative due to transport accidents. The same 
researchers noted that a good transport system is one that is safe, of high 
quality, reasonably priced and fuel efficient. Bus companies should be 
concerned about customer loyalty, they need to review and re-examine their 
strategies not only to sustain customer loyalty but also to remain competitive. 
To remain competitive, service providers must render quality service to their 
customers, by being reliable, responsive, empathetic and providing tangible 
variables within the service facilities. 
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5.9.3 Station Servicescapes as Sources of Crime 
The characteristics of certain urban bus and railway stations may have an 
impact on the occurrence of crime. Studies have found that crime rates were 
higher at intersections with alleys, mid-block passages, and undesirable 
establishments such as liquor stores, check-cashing establishments and 
vacant buildings. The proximity of undesirable establishments, particularly 
liquor stores, is a serious contributor to crime. As discussed earlier, higher 
crime rates were noted at intersections with on-street parking, and higher 
rates of vehicle traffic were associated with lower crime rates. Criminologists 
identifieda link between place and space, and argued that certain 
criminogenic factors may be rooted in either place or space attributes. They 
define places as “points in space”' and spaces as two-dimensional areas that 
contain the events, specific situations, and special attributes characteristic of 
places (Block & Block 1995:146). Positive environmental factors included 
good visibility and existence of bus shelters. 
 
5.9.4  Street Market Servicescape 
Street markets (roadside marketing) are a common feature in many bus and 
railway stations in African cities; this servicescape cannot be ignored by 
marketers because it is a source of competition for conventional businesses 
and is also an untapped market “place”. Street markets are an integral part of 
the local economy in most developing countries and have transformed buyer 
behaviour and the image of streets in major cities.In some countries there are 
organised “periodic street markets” which attract urban shoppers from 
different demographics. Street marketplaces attract large numbers of both 
sellers and buyers, which can be termed as the “market thickness”. 
 
Vachani and Smith (2008) were of the opinion that street markets in urban 
environments play a significant role as “socially responsible distribution 
centres”with the initiatives that provide consumers with market access to 
goods and services that they can benefit from by either buying or selling. 
These street markets also neutralise the disadvantages which shoppers suffer 
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due to inadequate physical links to large retail outlets, information 
asymmetries and weak bargaining power. Zukin and Kosta (2004) stated that 
in Mexico street markets assemble conventional and contemporary lifestyles 
through the agglomeration of SMEs that are relianton metropolitan clients and 
are connected in a web of networks of reciprocally valuable associations. The 
ideals and attributes of roadside markets not only demonstrate their aesthetic 
peculiarity but additionally display a cultural diversity for consumers of urban 
habitat. 
 
5.10 CONCLUSION 
The servicescape is an important tool that virtually all industries can use for 
presenting the physical environment of their business, which could be 
designed and managed in a manner that would increase service quality and 
satisfaction of the customers. This chapter indicated that the physical 
environment or the servicescape is employed as an important complement to 
services and product marketing. The servicescape communicates or markets 
the business and also develops the stores image. The following chapter deals 
with the establishment of the of the model, which focuses on the influence of 
servicescapes on the perception and attitude of travelling shoppers within the 
South African retail environment. The model provides a picture of the 
consumer behaviour and the typology of travellers with the South African retail 
servicescape.  
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CHAPTER SIX 
 
A MODEL FOR TRAVELLING SHOPPER PERCEPTIONS OF 
COMPREHENSIVE SERVICESCAPE WITHIN A RETAIL ENVIRONMENT 
 
6.1 INTRODUCTION  
Despite the servicescape conceptual model being applied fairly widely as a 
construct in retail environment research, many aspects related to its exact 
influence on the buyer behaviour are still uncertain. Empirical research has 
investigated both the influences and outcomes of the elements of social-
servicescape in an attempt to determine how it is created and how it affects 
buyer behaviour.  
 
This chapter presents a detailed analysis of the model and the hypotheses 
that have been proposed for this study. Chapters three to five discussed the 
theories and practice of servicescapes in different retail business 
environments, and the social servicescape that have an influence on the 
perceptions of a traveller‟s shopping behaviour while in South Africa. Figure 
6.1 on page 198 provides the modelled influences of comprehensive 
servicescape perceptions. 
 
6.2  ENVIRONMENTAL DIMENSIONS AND SERVICESCAPE 
The concept servicescape connotes a physical, material setting designed and 
built to shape consumption behaviour and emotions. Nelson and 
Venkatraman (2008) viewed the built environment as a frozen potential of a 
consumptionscape, which can be used to attract consumers and achieve the 
firm‟s objectives. Bitner (1992) perceived servicescape as a human built 
environment; currently this concept is assumed to encompass design factors 
such as layout, furnishings and colour; ambient conditions like lighting and 
temperature and social interactions amongst and between customers and 
employees.  In this study the environmental dimensions of the servicescape 
comprises two elements, the ambience and the stores image since both have 
been considered adequate to cover other dimensions of the servicescape 
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(Source: Summrised by researcher from overview of literature on servicescce: 
Summary by researcher from overview of literature on serviscape) 
 
 
Figure 6.1:  The modelled influences of comprehensive servicescape perceptions  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
6.2.1 Store Image 
Store image helps in determining the shopping motivation and buying 
decisions, it portrays important images that customers attach to retail‟s 
physical environments, store image also forms the basis for continual store 
patronage. Osman (1993) and Zimmer and Golden (1988) linked stores image 
to shoppers‟store patronage decisions.  For example, consumers prefer a 
store that matches or enhances their self-image.  Additionally, the product 
mix, product quality, pricing, store location, physical facilities, and customer 
service determine a store‟s image.  
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There are some important social cues that have an impact on consumers' 
perception of store image; two schools of thought exist regarding the 
conceptualisation of store image, which are the attribute-based view and the 
holistic view. developed the attribute-based approach (ABV) that considers 
store image to be composed of both cognition and affect. The cognitive 
component consists of a number of functional qualities represented by 
outstanding store dimensions. Furthermore, product quality and service 
quality have been the most tested factors concerning effects on store image. 
Darden and Babin (1994) noted that the affect(ive) dimensions of the image is 
composed of the feelings that consumer hold for a store. Consumer‟s 
emotions towards a store are largely described by two factors; pleasure-
displeasure and arousal-non-arousal (Baker et al.1992:449).  
 
6.2.2 Store Ambience  
The stores ambience covers the general atmosphere of the store, which is 
both physical and intangible in nature as explained in the next section. The 
ambience or facility aesthetics plays an important role in customer 
satisfaction, unfortunately there are only a few studies that focus on facility 
driven services (Kumar & Purani (2011:12). However, keeping shoppers in a 
shop as long as possible is critical for leisure service operators, because 
customers are likely to spend additional monies on concessions and 
souvenirs. Turley and Fugate‟s work (1992) supported the facility driven 
services notion that states that aesthetic aspects of a service environment are 
vital to customer satisfaction, as these services may or may not have 
employees present and consequently, depend upon the customer‟s capacity 
to interact with the facility for consumption experience. 
 
The bus and railway station is a central place where travellers congregate, 
board buses to their destinations and participate in shopping to occupy 
waiting time. Besides occupying time these shopping activities are also driven 
by three dimensions, store location, store image and store ambience. These 
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variables are critical in attracting retailing and many other services that make 
road attractive possible and exciting. The quality of these servicescape 
dimensions are also important in determining the service quality and positive 
evaluation of the bus and railway station‟s retail environment, which is not at 
the same level of development as airport services.  No study has been done 
that shows the significance of the environmental dimensions of bus and 
railway station servicescapes in South Africa. It is therefore hypothesised that: 
Ha1: There is a relationship between environmental dimensions andthe 
comprehen-sive servicescape within the bus and railway station. 
 
 
6.3.  ENVIRONMENTAL DIMENSIONS AND SOCIAL ENCOUNTERS  
Hyllegard, Ogle, and Dunbar (2006:319) referred to the store environment as 
the general surrounding that is produced by the application of retail design 
features plus tangible elements (floor, wall, ceiling surfaces, lighting, fixtures, 
customer seating areas,and point of purchase and window displays) as well 
as intangible elements such as music, temperature and aroma. These 
environmental variables form part of the customer‟s service experience. 
Edvardsson (2005:129) defined customer service experience as the service 
encounter that produces the customer‟s cognitive, emotional and behavioural 
responses, which result in a positive or negative memory. 
 
This study considers the environmental dimension as comprising of two 
elements, which are store ambience and the store image. In explaining and 
defining the store image, Levy and Weitz (1996) claimed that storesconvey a 
message to customers that encompasses all visible outside factors and the 
real set-up structures of the facilities that make purchases possible. Hence, 
the store‟s internal and external atmospherics impact on the perception, 
emotional reactions and attitudes of customers towards the store.  
 
 
 
211 
 
 
 
 
Bitner (1992:56) indicated that a variety of environmental factors have a 
different cognitive, emotional or physiological impact on both staff and 
customers. These internal responses to the servicescape have an effect on 
the social interaction and the behaviour of both individual customers and retail 
employees. It is accordingly hypothesised that: 
 
Ha2: There is a relationship between the environmental dimensions and social 
encounters within the bus and railway Station. 
 
6.4.  TYPOLOGY OF TRAVELLERS AND SERVICESCAPE   
A typology of shoppers refers to the similarities or distinctive characteristics 
and behaviours that are identified amongst particular types of shoppers. This 
behaviour can be identified amongst shoppers by the way they shop, or what 
type of goods or products they regularly purchase.  There are various 
consumption patterns followed by shoppers, which could define their typology. 
Optimal distinctiveness and uniqueness that shoppers yearn for facilitate the 
development of shopper typologies, consumer behaviour and consumer 
socialisation identified in the market place. 
 
Berger, Heath and Ho (2005:2) stated that people select tastes and modes of 
consumption that distinguish them from other types of shoppers. They would 
abandon tastes that are spoiled through imitations or adaptations they does 
not appeal to them. The uniqueness literature argues that individuals have an 
internal drive to see themselves as different. Some individuals feel separate in 
situations where they are overly similar to others, and they repair the negative 
feelings by emphasising aspects that make them different from others. Some 
types of people diverge in an effort to maintain clear signals of identity. 
Furhtermore, shoppers search for uniqueness by acquiring exclusive 
garments, foods, cars or trinkets that they believe will in some way set them 
apart from the masses. Furthermore, shoppers are stimulated to seek some 
sense of distinction relative to others and when a person feels a very high 
degree of similarity relative to another, a negative emotional reaction could 
occur, thus motivating the shopper to take steps to reduce the apparent 
likeness (Snyder & Fromkin 1980:34). 
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As previously discussed in Chapter Four, understanding responses from 
different typologies of consumers assists managers in effective positioning of 
the service organisation by projecting the firm‟s distinctive outlay and 
differentiating cues, which would signal intrinsic quality levels that would help 
consumers form beliefs and emotions about the service environment.  
 
Bitner (1992) suggested that a comprehensive environment which is the 
combination of the physical elements of ambient conditions; spatial layout and 
functionality; signs, symbols and artefacts as well as the social servicescape, 
have an effect on the shoppers‟ intentions and choices. Thus social-
servicescapes can be referred to as a service environment where the human 
aspects of the setting influence the behaviour of consumers as a result of 
direct or indirect interactions with other persons present (Tombs & McColl-
Kennedy 2003:1462). Harris (2007) further argued that knowledgeable and 
friendly staff can assist customers and enhance their overall service 
experience.  Therefore it is important that the servicescape must have cues 
that can attract shoppers - even the first-time travellers - who tend to rely on 
the tangibles associated with the service as clues or indicators of the level of 
quality that is available. 
 
Various consumer typologies have been created and developed by retailers 
and marketers in an effort to have a full appreciation and understanding of the 
types of products tourists shop for, their drive and motivation for shopping and 
their behaviours/experiences in relation to shopping and purchasing products 
(Kim, Timothy & Hwang 2010:2). However, travellers are very complex in 
terms of their needs and what they demand from the market and the 
environment they interact with when they seek for memorable events or 
products. People travel long distances in search of intrinsic satisfaction and 
fulfilment. This means that travellers want to relate to, touch, feel and 
experience a different set of meaning which is embodied in both the social 
and physical servicescapes they continuously confront or interact with new 
environments. 
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Based on these findings it is hypothesised that: 
 
Ha3: There is a relationship between typology of travelers and the 
comprehensive servicescape of bus and railway station 
 
 
6.5 TYPOLOGY OF TRAVELLERS AND THE SOCIAL ENCOUNTERS  
Timothy‟s study (2005) showed that among the most prominent 
tourismstudies under investigation in shopping and retailing are motivations, 
satisfaction, behaviours, shopper typologies, spatial travel patterns, the 
production and consumption of handicrafts and other souvenirs, purchase 
intensions, and authenticity of product and experience. Several typologies 
have been created in an effort to understand consumer behaviour, particularly 
the types of products tourists buy, their motives for shopping, and their 
behaviours/experiences in relation to shopping and purchasing products (Kim 
et al.2010:2). Arnold and Reynolds (2003) identified two different types of 
shoppers, the utilitarian and hedonists. Hedonic shoppers are fundamentally 
motivated towards shopping and searching for amusement, enjoyment, 
fantasy and sensory motivation, while the utilitarians are extrinsically 
motivated and more task-related and rational. As for the travellers most of 
them are hedonic in nature enjoy the shopping experience more than 
acquiring goods. Kim (2002) supported the view that hedonic shoppers hunt 
for shopping experiences and the convenience that makes their shopping trips 
and lives more pleasurable and easier.  
 
Anic and Vouk (2005:639) acknowledged four typologies of shoppers, (Price-
driven shoppers; Location-driven shoppers; Convenience driven shoppers 
and Involved shoppers). Significantly different typologies of shoppers have 
different purchasing behaviour, which service providers should be aware of. 
 
Stone (1954) also recognised four types of shoppers in his exploratory 
research, namely, the economic shopper, the personalising shopper, the 
ethical shopper and the apathetic shopper. Stone‟s typology still has 
considerable merit; however the changing consumers, as well as the 
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changing environment may have altered these basic orientations. Bellenger, 
Robertson and Greenberg (1977) suggested that much could be learned 
about retail patronage behaviour from the study of consumers‟ general 
shopping orientations. They introduced the dichotomy of recreational and 
economic shopping. Lesser and Hughes (1986) found, both in their multi-
market study and in their review of shopper typology literature, that the two 
types of shoppers that appear most often are the active shopper and the 
inactive shopper. According to Bellenger and Korgaonkar (1980) and Slama 
and Tashchian (1985) recreational shopping and purchasing involvement are 
two traits that distinguish active shoppers from inactive shoppers, and both 
traits have proven to be important predictors of consumer behaviour.  
 
Baker, Levy and Grewal (1992) indicated that environmental cues within the 
store environment communicate different messages to different consumers 
depending on their demographics, attitudes, motivation and the contextual 
setting of the environment. According to Sarel and Laric (1981) consumers 
closely interact with environmental cues as they make purchases. Thus, 
create a shopping environment that can trigger specific emotional results and 
enhance purchasing probability. Garg, Rahman and Kumar (2010) stated that 
retail atmospheric cues can generate sets and subsets of associations related 
to attributes, benefits, and emotions of pleasure-displeasure, attraction-
distraction, high-low confidence, self–actualisation and basic human desires.  
 
On the other hand, Wakefield and Baker (1998) related the general holistic 
environment of the servicescape and effect to psychological reactions of 
shoppers. The human element (staff and consumers/the social-servicescape) 
should be considered as the fundamental component of the service 
environment.  Bitner (1992:58) however, did not thoroughly researchthe 
importance of other shoppers in delineating the components of the 
servicescape. People are an important variable of the retail service 
environment; therefore an understanding of their interaction and the dynamics 
of their influence are needed because they affect the whole shopping process. 
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Therefore, travelling shoppers need to interact within a servicescape with the 
design of the physical environment and service staff qualities that characterise 
the context that encourages the service encounter Thisin turn elicits internal 
reactions from customers leading to the display of approach or avoidance 
behaviours. This becomes possible when retailers create an opportunity for 
the service encounter would focus on the involvement of the people 
(consumers) and the frontline staff as part of the servicescape. However, 
there is a gap in the literature, which shows the significance of the relationship 
between typology of travelling shoppers and their social encounters within the 
bus and railway station servicescape.  It is therefore hypothesised that: 
 
Ha4:  There is a relationship between the typology of travellers and the social 
encounters within the bus and railway station servicescape 
 
6.6  SOCIAL ENCOUNTERS WITHIN A SERVICESCAPE 
Shopping takes place in an environment of social encounter or interaction with 
either other shoppers or the retail staff. The interaction (passive or active 
interaction) between people in a shopping environment is considered as 
social encounter in this study. Social encounter is part of the retail 
servicescape that has a strong influence on shoppers‟ positive evaluation of 
the retail shop; repurchase behaviour and good word of mouth. Ding (2009:1) 
established that the existent empirical research on social influence commonly 
recognise consumers‟ neighbours, friends or acquaintances as their major 
reference groups for purchase and ignore other customers who are present in 
the retail setting who may potentially be a very important reference group. 
Grove and Fisk (1997) supported this notion by suggesting that service 
consumption can be improved or negatively affected due to the presence of 
other customers. However, relationships amongst people inside a particular 
service environment can increase or reduce an individual‟s sense of control 
over his encounters with others; where the sense of control is diminished the 
feeling of crowding especially in a station environment where a large number 
of travellers are often encountered. 
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Ding (2009) further stated that little research has examined or quantified the 
impact that people‟s purchases may have on other customers in the retail 
environment using real purchase data. Therefore, it is important to understand 
the effect of the “sympathetic audience” on the social dimension of the 
environment. Moore, Moore and Capella (2005:483) stated that, a small but 
growing stream of research has begun to scrutinise the effects of the social 
behaviour of persons within the service process and how it contributes to the 
overall experience. Several researchers that include Miao, Mattila and Mount 
(2009:2); Wakefield and Blodgett (1999); Tombs and McColl-Kennedy 
(2003:2) & Vargo and Lusch (2004:11) have recognised the importance and 
influence of the other patrons present within the retail service environment 
and have specifically addressed the impact of other customers on service 
experiences and satisfaction. For example, literature suggests that the 
presence of others determines the perceptions related to spaciousness or 
lack of it. 
 
Since shopping is one of the major attractions of a tourist destination, the 
influence of tourists on the retail environment needs to be studied in detail by 
retailers and marketers in order to improve consumption and profitability of the 
retail sector within South Africa. An understanding can be developed of the 
fundamental emotional responses, perceptions, motivations and attitudes of 
travelling shoppers, which result from encountering other travellers or co-
shoppers during the shopping or travelling encounters within the bus and 
railway station retail servicescape. Density or crowding during the social 
encounter is referred to as a situation when a certain quantity of objects or 
people, or both, in a restricted space limits or obstructs consumer‟s attainment 
of his objectives. 
 In the retail context, Harris,  Brown and Werner (1996) employing an 
experiment-based methodology found a positive relationship between CCI 
and satisfaction with the purchase process. Grove et al.(1998), in a study of 
tourist attractions, found 30 percent of all dissatisfying incidents to involve 
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negative encounters with other customers. Other researchers, such as 
Arnould and Price (1993) have found CCI to be one of the key factors 
influencing customer satisfaction. Moore et al. (2005) investigated CCI in 
hairdressing salons and found significant relationship between CCI and 
loyalty. Wu (2007) found strong correlations both between negative CCI and 
customer dissatisfaction and between positive CCI and customer satisfaction. 
The presence, imagined presence or mere presence of other shoppers has a 
facilitator effect on the shopping behaviour, attitudes and intentions of other 
shoppers. The presence of customer B facilitates shopping activity indirectly 
and can be a cause for customer A‟s satisfaction and loyalty.  Density or 
crowding is a situation when a certain quantity of objects or people, or both, in 
a restricted space limits or obstructs consumer‟s attainment of his objectives. 
Kerlinger and Lee (2000) maintained that a service consumption experience 
and evaluation is a product of both service encounter and servicescape 
components. Service firms, which present the most suitable mixture of the 
two, are most likely to realise competitive accomplishment. The bus and 
railway station environment induces interaction amongst different services 
providers, the travellers and their friends that may accompany them to the 
station.  Literature shows that social interaction (crowded situation; peer-
group influence or repeated interactions with staff in extended service 
encounters) by shoppers within a servicescape has a strong influence on a 
shopper‟s satisfaction levels with a service encounter (Bitner1992: 57-71). It is 
important to note  that the nature of individual shoppers, shopping situation, 
shopping environment and shopper cultures provide a lot of challenges in 
generalising and developing a theory of a social-servicescape. 
Based on the opinions presented above, the following hypothesis is 
presented:  
Ha5: There is a relationship between social encounters and the 
comprehensive servicescape within the bus and railway station 
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6.7. MODELLED OUTCOMES OF COMPREHENSIVE SERVICESCAPE  
 
6.7.1 Social Encounters and Repurchases Behaviour  
Repurchase behaviour is considered as patronage behaviour or repeat 
purchase that is influenced by positive word-of-mouth communication and 
satisfaction with the service quality emanating from the stores servicescape 
(social and physical environment).  However, people are sometimes unaware 
of the subtle influence their susceptibility to the actions of other people have 
on the behaviour of those around them, especially, the group impact. Many 
shoppers from neighbouring countries that have been identified within and 
outside of the South African bus and railway stations such as Park station in 
Johannesburg travel in groups; usually share accommodation facilities and 
also form buyer groups when they are in South Africa. 
 
A group comprises two or more people which involves interaction between 
people, demands an awareness of some form of common fate or goals, has a 
specific structure such as the role and status of individuals within the group 
and group norms (Hagger & Chatzisarantis 2005:161). In many occasions 
groups may cause its members to behave differently than they would have 
individually.  Shopping travellers usually have some buying groups; in which 
case an individual shopper‟s consumption experience can only be expressed 
within a group situation. Tombs and McColl-Kennedy (2003:460) stated that 
group situations usually have high social density where emotions of others are 
more likely to be overtly expressed and the behaviour of the people in the 
servicescape is more likely to be interactive (as opposed to introverted).  
 
There are several and different theories that explain group characteristics, 
focusing on the cognitive process underlying each individual within the crowd, 
Social Comparison Theory (SCT) and Convergence Theory are some of these 
theories, which may have an influence on shopping behaviour. These theories 
explain the behaviour of individual buyers within the group who would imitate 
each other during purchase decision making and shopping encounters so as 
to increase group cohesiveness, which is defined as the affective property of 
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the group that binds people, as group members, to one another and to the 
group as a whole giving the group a sense of solidarity and oneness (Hogg & 
Vaughan2005: 291). People have a tendency to copy or imitate what others 
do without realising it, even during the shopping process or spreading 
messages about a product.  
 
The attribution literature suggests that individuals formulate attributions when 
considering the reasons for their own and for other‟s actions and 
performance. However, do group members make attributions the same way 
as individuals, or does belonging to a group influence the nature of 
attribution? Potentially, group members may be influenced by the same 
attribution biases as individuals (Wallace & Hinsz 2009:53). Group members 
may use self-serving bias, the same bias that individuals may have when 
making attributions for success or failure outcomes. In group situations, group 
members are observers of each other‟s actions at the same time they are also 
actors in a group activity. Groups can be influenced by “groupthink” in their 
shopping decision making process. A group think decision process can 
potentially result in poor decision making.  
 
Equally, Jang and Namkung (2009) defined revisit intention as repurchase 
intention which is a behaviour that demonstrates willingness to recommend 
and disseminate positive information for a service provider (positive word-of-
mouth). Re-patronage intention is a good benchmark that is used to forecast 
customer purchase behaviour. The behaviour of frontline service employees 
(FSE) has considerable impact on the perception of service quality and 
customer behavioural intention and retention. Therefore, Ha and Jang (2000) 
and Pullman and Gross (2004) considered customer affective response 
serves a critical mediating function, such that the higher the affective 
responses of consumers‟ perception of a service experience the more positive 
word-of –mouth, and the higher repurchase intention they would generate.  
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Bitner, Booms, and Mohr (1994: 95) contributed to the service quality debate 
by stating that “from the customer's point of view, the most immediate 
evidence of service quality occurs in the service encounter or the „moment of 
truth‟ when the customer interacts with the firm. They also stated that “the 
central goal in the pursuit of „zero defects‟ in service is to work toward 100% 
flawless performance in service encounters”.  Consequently, these service 
encounters can also become an integral part of the image that the customer 
has of the firm and, in turn, will play an influential role in determining the 
success of the firm as a result of future customer relationships (Bitner 1990; 
Bitner Booms & Tetrault 1990). Grace (2007) argued that in relation to 
behavioural intentions, consumers may possibly stay away from a shop if the 
cause to their humiliation or embarrassment has been triggered by service 
personnel rather than something that other consumers or they might have 
done. Furthermore, Lemmink and Mattson (1998) suggested that the feelings 
of shoppers during a shopping experience can stimulate short-term positive 
intentions (for example, to remain longer in the shop) and/or medium-term or 
long-term positive intentions like loyalty and re-patronage intentions. 
 
However, the mere presence of other shoppers facilitates adoption of 
particular shopping behaviour, which might be negative in nature, because it 
may lead to imitation, impulsive shopping behaviour, or leaving out one‟s 
preferred product as a result of buckling from social pressures. In some cases 
the presence of co-actors/audience improved the quality of performance,  but 
in others it impaired the quality (though it increased the quantity of, say, 
multiplications). What sorts of behaviours are improved by the presence of 
others and what sorts impaired? The behaviour of shoppers is usually 
determined by both extrinsic and intrinsic influences.  Thus, it is through 
internalisation and integration that individuals can be extrinsically motivated 
and still be committed and authentic. Situational variables or environment, 
which can be physical or social, can drive shoppers towards the fulfilment or 
attainment of psychological or physiological desires.  
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Odekerken-Schröder et al. (2001:310) in their research emphasised the 
importance of inter-personal relationships within the service environment, 
which they referred to as an important chance for consumers to associate with 
other individual shoppers during the retail social encounters. Social exchange 
relationships in a retail environment develop when the retail staff supplies 
rewarding and excellent services to the shopper; this action obligates the 
consumer to reciprocate by continued patronage. Bettencourt (1997) and 
Groth (2005) supported this view by stating that when customers are satisfied 
with a service, they feel indebted to reciprocate by engaging in citizenship 
behaviours that remunerate the retailer.  
 
On the other hand Ryu and Jang (2008) indicated that exhibiting proper 
behavioural performance and providing a comfortable environment 
appreciably influence consumer constructive emotions during a transactional 
encounter. Therefore, hospitable employee behaviour and the service 
environment have a considerable influence on the consumer‟s affective 
response and re-patronage intention. 
 
There seems to be a lack of literature regarding a specific relationship 
between social encounters and repurchase behaviour of travelling shoppers 
and against the background of these findings it is hypothesised that:  
Ha6: There is a relationship between social encounters and the repurchase 
behaviour within the bus and railway station. 
 
6.7.2 Social Encounters and Cognitive Dissonance   
Cognitive dissonance is a post purchase behaviour resulting from internal or 
external evaluations of the purchased product. Social environments can 
influence post purchase dissonance, which are second thoughts of the 
purchase product.  Du Plessis, Rousseau, Boshoff, Ehlers, Engelbrecht, 
Joubert and Sanders (2007:189) referred to cognitive dissonance as buyer‟s 
remorse, or a discomfort that consumers experience as a result of conflicting 
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information. Furthermore, this condition often sets in after a consumer has 
made a purchase and then on second thoughts doubts the wisdom of the 
choice.The cognitive dissonance theory supports this notion as it suggests 
that behaviour can also influence behaviour as consumers strive for 
consistency between an attitude related to that behaviour (Kardes, Kline & 
Cronley 2008:189).  
 
Consequently, this development can result into stressful feelings that can lead 
to either complaining or experiencing feelings of enjoyment and pleasure. 
Based on the review of the servicescape literature,Hansen (2005) believed 
that servicescape can essentially influence the degree of success customers 
experience in executing their plans once inside the service environment. For 
example, assume that a customer enters a restaurant and becomes 
emotionally distressed because of an unpleasant servicescape; this 
objectionable interaction with the physical environment can lead to an 
unlikelihood of patronising the shop or restaurant by the consumer. Bagozzi et 
al. (1999) understood that emotions have implications for action and for goal 
attainment.  
 
Based on such considerations, it is hypothesised that: 
Ha7: There is a relationship between social encounters and  cognitive 
dissonance within the bus and railway station  
 
 
6.7.3 Social Encounters and Customer Satisfaction  
Customer satisfaction is defined as a state of contentment, happiness, 
approval and pleasure that comes into being when a service or product is 
delivered to the customer in an excellent way.  However, there are various 
factors within the store environment that are believed to influence the 
customer‟s satisfaction with the service encounter, the impact of employees is 
known to contribute much to transforming the buyer behaviour of consumers. 
For instance, Caruana (2002) confirmed that customers' perceptions of 
encounters and interaction with frontline staff have customarily been 
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considered as the most important determinants for customer satisfaction, 
service quality and firm loyalty; arguably the foundation of any business‟ 
success. This suggestion seems reasonable, given the fact that in many 
services, employees play a major role in the provision of the service.  As 
indicated earlier, retail service encounters are frequently characterised by the 
presence of different individuals, in this case other patrons who may passively 
or actively, influence other shoppers‟ perceptions, desires and behaviour, 
which would result into satisfaction or dissatisfaction with the service 
encounter.   
Price, Arnould and Deibler (1995:35) pointed out that studies indicated that 
appreciating satisfaction can be improved by investigating the arousing 
context of the shopper‟s experience. Oliver (1997) supported this notion by 
arguing that the more customers experience positive emotions during the 
service encounter, the higher will be their level of satisfaction.  
Additionally, core service, employee service and feelings stimulated during 
the service consumption encounter, have been found to have a direct effect 
on satisfaction. It is assumed that satisfaction with the service brand may be 
as a result of the interaction in the service experience. Research findings also 
indicated that satisfaction is an antecedent to the consumer's overall attitude 
towards the brand. It is therefore suggested that although the consumption 
experience with the brand may have a significant direct effect on the 
consumer's attitude toward the brand, it is more likely that it is the level of 
satisfaction achieved through the consumer's experience with brand 
dimensions such as employee service that is a stronger determinant of the 
brand attitude.  
On the other hand, creating a right shopping environment that attracts a 
particular type of shopper can generate a positive atmosphere that 
encourages relational emotions and enhances customer satisfaction.  
One individual's emotions has the possibility of transforming and shaping the 
motivations, intentions and emotions of other people, that is why most service 
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environments reduce queues and the time one waits for services because 
negative emotions of one disgruntled shopper can trigger disharmony and 
dissatisfaction amongst consumers.  
 
Therefore, store environment is a socially constructed reality composed of 
both physical and social elements, and that the perception of a store can be 
based on both physical and social cues represented schematically in the 
consumer's mind.  However, Fione and Kim (2007) and Raghunathan and 
Corfman (2006) strongly believed that some situations in a social encounter 
may be hedonic while others may be utilitarian in nature, hence situational 
context may also play a role in how density affects satisfaction. Michon, 
Chebat and Turley (2005) indicated that previous examinations of crowding 
imply that the relationship between perceived crowding and satisfaction has 
an inverted U-shape which shows that perceptions of extremely crowded or 
exceptionally empty settings lead to lower satisfaction. 
 
No research has yet systematically analysed social cues in a bus and railway 
station shopping environment. Therefore, this research makes among others, 
the assumption that being with acquaintances in the retail servicescape would 
have a positive perception of the bus and railway station and the interpersonal 
distance.  It is thus hypothesised: 
 
Ha8: There is a relationship between social encounters and customer 
satisfaction of travelling shoppers within the bus and railway station. 
 
6.8.  COMPREHENSIVE SERVICESCAPE AND REPURCHASE BEHAVIOUR  
The comprehensive servicescape comprises the physical, social and design 
features of the service environment; a combination of these three variables 
assist in the evaluation of the servicescape and perception of the service 
quality. Kottler, Bowen and Makens (1999) indicated that consumer behaviour 
is an intricate occurrence that has diverse dimensions through which 
consumer‟s purchase intentions are influenced or determined. Kottler and 
Keller (2006) believed that price, quality durability and opinion of other 
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shoppers are important variables during the decision making process of the 
consumer. The theory of reasoned action (TRA) has key dimensions, such as 
behavioural intentions; attitude towards the action and the subjective norm 
that are important in decision making processes. There are two important 
determinants or intentions of a person‟s towards a particular action that is 
personal influence or social influence.  
 
Ranjbarian, Fathi and Kamali (2010:353) stated that the attitude towards a 
particular action is a function of salient beliefs, perceived consequences, a 
person‟s evaluation of attributes and consequences; perceptions of the 
person (subjective norms), motivation to comply with individual or group 
norms. Even though the crucial objective of the (TRA) is to forecast and 
appreciate an individual‟s conduct, the theory focuses on the influences of 
pertinent dimensions of the behavioural intentions and the intention to perform 
or not to perform. Behaviour is viewed as the instantaneous determinant of 
action. Similarly, Mehrabian and Russell‟s (1974:55) developed a framework 
where they indicated that a person‟s feelings can be influenced or 
characterised by three important factors, namely pleasure, arousal and 
dominance.  
 
According to Bitneret al. (1994:50) in most cases the quality of encounters 
between frontline staff and customers determine the level of customer 
satisfaction. This is why Yoon and Suh (2003) believed that in a service 
encounter frontline staff should be viewed as “actors” on a stage not workers 
whose behavioural presentation determines the consumers‟ evaluation of the 
service quality. Singh (2000:15) concluded that boundary spanning is very 
significant and important dimensions of the service encounter, this is 
becausefrontline staff provides a durable linkage between the store and 
customer. These staff members play a significant role in customer satisfaction 
and in the formation of repeat purchase behaviour (Hartline & Ferrell 1996). 
Bitner (1990) stated that different studies revealed that responses of 
„boundary spanners‟ influence customer evaluation and satisfaction.  
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On the other hand, crowding is found in various service environments ranging 
from a retail store to a sporting event especially in a bus and railway station 
setting, which can inhibit patronage or encourage repeat purchase. Thus, 
crowding can restrict or interfere with individuals‟ goals and might influence a 
shopper not to visit a crowded aisle and not to purchase a planned item. 
Underhill (2009) state that as a result of the „butt-brush‟ effect, the consumer 
can abandon a crowded area and search for particular products or services.  
 
Hightower et al. (2002) showed that satisfaction with a service experience is 
not only based on utility, but also on affective gratification. Variables like pace 
and waiting periods are critical determinants of service quality and 
satisfaction. There is a strong relationship between pace and duration of the 
service. It is therefore assumed that a perception of slow paced service will 
lead to feelings of discontent as the shopper is waiting for the next step in the 
service delivery process. It is proposed that a pace that is also perceived as 
too fast will result in decreased satisfaction (Noone, Kimes, Mattila and Wirtz 
2009:384). Research done by Cronin et al. (2000:202) on the effects of 
quality, value and customer satisfaction on consumer behavioural intentions 
indicate that both service quality and service value lead to repurchase of a 
service or product, and that these three constructs should be measured 
simultaneously and not in isolation. Coversely, Boulding, Kalra, Staelin and 
Zeithaml (1993) suggested that intention to repurchase and willingness to 
recommend are the most important behavioural intentions, which are 
influenced from both intrinsic (personal characteristic of the shopper) and 
extrinsic (service environment variables) dimensions.  
 
The comprehensive servicescape of the bus and railway station, which 
comprise the physical, social and design settings has an impact on consumer 
behaviour.  Based on these findings it is therefore hypothesised that:  
 
Ha9:There is a relationship between the comprehensive servicescape and the 
repurchase behaviour within the bus and railway station 
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6.9. COMPREHENSIVE SERVICESCAPE AND COGNITIVE DISSONANCE  
The bus and railway station‟s service environment comprises the physical, 
ambience and social servicescape. All these variables play an important part 
in decreasing or even increasing cognitive dissonance amongst travellers that 
use services provided at the bus and railway station. The involvement of 
companion shoppers (social servicescape) plays an important role in the 
formation of particular buyer behaviour. Nicholls, Roslow and Dublish (1996) 
stated that social shoppers participate in shopping activities while 
accompanied by others. These shoppers are inclined to expend more money 
in a shop than those who patronise stores on their own. Thompson and 
Haytko (1997) found that both the self and collective (social) tensions design 
expenditure and consumption activities, hence negotiations and often 
tensions are an on-going process between a consumer‟s individual project 
and his need to be part of a social group, which are guided by social 
prescriptions and cultural boundaries.  
 
Simultaneously, social conformity addresses the issues around cognitive 
dissonance, as the individual traveller may be influenced by what is 
prescribed in his or her social group; notwithstanding the fact that social 
prearrangements and culturally institutionalised meanings of objects are 
influential in consumption even though some consumers perceive themselves 
as free agents. Consumers consider themselves as dynamic creators of 
individually distinctive fashion, instead of submissive trend-followers 
(Thompson & Haytko (1997:35). Different degrees of agreement and 
dissonance might be identified between an individual‟s consumptive life and 
the consumer‟s culture, which could lead to either substantiation or an 
endeavour to escape the particular consumer culture.  
 
Alternatively, individual consumers exploit the objects of consumption to 
negotiate their own identity throughout the processes of affiliation and 
differentiating themselves from other consumers, this process results in 
meaning creation, which is institutionalised within the social servicescape and 
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consumption styles. Askegaard and Firat (1996) and Warde (2004) confirmed 
that consumption based identity development is characterised by endogenous 
and exogenous processes that help the individual psychologically understand 
himself as well as signal to the world who he is. 
 
Locke (1996) argued that satisfaction is the buyers' cognitive state of being 
adequately or inadequately rewarded for the sacrifice he has made, and 
posits satisfaction as need fulfilment, pleasure-displeasure, and expectation 
performance interaction, evaluation of purchase-consumption experience 
obtained from a purchase. Moreover, in their various interactions with 
retailers, consumers engage in a variety of different activities, including 
travelling to and from the store, browsing, shopping, searching for information 
and purchasing.  
 
In a stressful environment the presence of others seems to influence 
performance in both positive and negative ways. These two conclusions have 
commonly been defined as social facilitation and social impairment 
respectively. Bus and railway station environments are usually stressful to 
travellers due to the effect of overcrowding and induced competition for bus 
and rail transportation services. Job and Dalziel (2001:469) stated that 
psychological fatigue caused by stress involves a diminished ability for work 
and probably decrease awareness, sensitivity, decision making and skill 
performance due to insufficient rest. Any perceived limitation of freedom to 
perform behaviour will result in an individual‟s reaction to the setting in a way 
to restore that freedom. Accordingly, the following is proposed: 
 
Ha10:There is a relationship between the comprehensive servicescape and 
the cognitive dissonance behaviour within the bus and railway station 
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6.10. SOCIAL SERVICESCAPE AND CUSTOMER SATISFACTION  
Wakefield  and Blodgett (1994:52) stated that customer satisfaction with the 
servicescape has a positive impact on the length of time customers desire to 
stay in the servicescape. The perceived quality of the servicescape may be an 
important determinant of customer satisfaction in situations where the 
customer spends an extended period of time observing and experiencing the 
servicescape. Besides that, it is argued that service experience affects the 
customer's overall satisfaction with the service provider.  
Environmental cues evoke a special experience, state and a particular kind of 
impression within a consumer. This state defines how a physical place turns 
into a subjectively experienced space. However, there are no studies that 
have explicitly analysed this state in a bus and railway station environment.  
The servicescape literature reveals that a number of brand dimensions are 
strongly associated with customer satisfaction. Hutton and Richardson (1995) 
identified that the servicescape has an effect on both satisfaction and service 
quality in various service settings. Furthermore, the servicescape has a huge 
potential to enhance satisfaction, and an unpleasant servicescape can also 
diminish satisfaction. Babin and Babin (2001) and Reynolds and Beatty 
(1999) also confirmed the importance of proper design and package of the 
comprehensive servicescape to improve attractiveness in order to maintain 
customer satisfaction.  
On the other hand, brand dimensions within the servicescape can trigger 
negative perceptions if not well managed and can also contribute to the 
consumer's dissatisfaction. Danaher and Mattsson (1998) established that 
service processes that inconvenience consumers through lengthy waits can 
result in the consumer evaluating the service as poor quality and feeling 
dissatisfied with the service encounter. Similarly, an unpleasant bus and 
railway station can contribute to passenger and traveller dissatisfaction.  
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At a bus and railway station the service encounters and interactions between 
staff members with different service cultures, travellers and their friends can 
create a satisfactory environment, but no study has been done to identify the 
level of travelling shoppers‟ satisfaction within the bus and railway station‟s 
retail environment. It is therefore hypothesised that: 
Ha11:  There is a relationship between the comprehensive servicescape and 
customer satisfaction within the bus and railway station. 
 
 
6.11 CONCLUSION 
All the hypothesised relationships described above are depicted in the 
conceptual model in Figure 6.1. This model has been subjected to empirical 
evaluation using a sample of travelling shoppers within a bus and railway 
station as study subjects. 
 
There is increased interest among researchers regarding the concept of 
comprehensive servicescape and the empirical assessment of its influences 
in a variety of outcomes in different setting of a retail environment.  Most 
studies have investigated the elements of a social servicescape (physical 
environment and social environment) in terms of environmental dimensions, a 
variety of shopper typologies and social encounters. Other studies have 
explored the roots of servicescape and its impact on repurchase behavioural 
intentions and customer satisfaction within a retail environment.  
 
There is some disagreement among behavioural scientists regarding the 
definition of the servicescape concept and its measurement. Also, there are 
some research voids within the retail store environment conceptualisation. 
Some researchrs viewed servicescape as everything that is physically present 
to the consumer during the service encounter. Although few researchers have 
concerned themselves with describing or outlining the comprehensive 
servicescape, insights can be gained from empirically oriented studies of 
service encounters in various country settings.  
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This chapter provided a detailed exposition of the hypothesised relationships 
to beevaluated empirically. The influences included in the theoretical model 
are: 
 Environmental dimension: store image and store ambience. 
 Typology of travelling shoppers. 
 Social encounters. 
 
The outcomes included in the theoretical model are customer satisfaction, 
cognitive dissonance behavioural intention and repurchase behavioural 
intention of travelling shoppers within a bus and railway servicescape. The 
exact methodology used in this study is described in detail in the next chapter. 
232 
 
 
 
 
CHAPTER SEVEN 
 
 
RESEARCH METHODOLOGY 
 
 
7.1. INTRODUCTION 
This chapter presents the methodology and statistical procedures that were 
used for the research design and for assessing the theoretical model 
proposed in Chapter Six. Chapter Seven discusses sampling, sampling 
procedures, data collection methods, the research instrument, the procedure 
for the research design, and administration of the questionnaires. These 
instruments were used for collecting data that assisted in the collection and 
interpretation of data and to measure the different relationships amongst the 
factors investigated in this study.   
 
7.2 METHODOLOGY 
The main research methods used in business studies are qualitative and 
quantitative research methods. The quantitative methods follow the positivist 
approach, natural scientific logic, which is deductive in nature, thus 
emphasising the testing of theories and also regards social reality as 
externally objective. The qualitative method uses inductive logic, which makes 
it possible to generate theory; it reflects an interpretive view of reality that is 
different from the quantitative methods (Bryman & Bell 2007:28). Bryman and 
Bell (2007:29) stated that these two methods are often used in the same 
study; which Saunders, Lewis and Thornhill (2007:147) referred to as a mixed 
structure research.   
 
The method of research applied in this study is of a quantitative nature, also 
referred to as deductive procedure of statistical data gathering method 
(Bryman & Bell 2007:154). The deductive method is used to find an 
association between theory and research. Appropriation between a research 
paradigm, type of data, and collection methods have a significant influenceon 
the research findings (Limpanitgul 2009:2). 
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According to Parasuraman et al. (1985) and Avkiran (1994:12)the course of 
action used by different researchers assisted in the development of the 
servicescape framework or instrument that has been used in this study. 
 
7.2.1 The Sampling Procedure 
 
The selection of a particular research design signifies the decisions about the 
precedence being given to a range of dimensions of the research process 
(Bryman & Bell 2007:40) and this of course will have considerable influence 
on the lower-level methodological procedures such as sampling and statistical 
packages. Different quantitative research methods were considered for this 
study. As a sample of participants was required for generalisation of the 
theory, pragmatic considerations, including time and resources eliminated 
observational methods or case studies. The option of conducting theory 
testing by an interviewer by means of delivered questionnaires was 
considered more appropriate. Parasuraman et al. (2004:356) stated that the 
decision on the sample size depends to the researcher, who should be able to 
draw generalizable conclusions from the sample. The authors further defined 
sampling as the choice of a small part of the entire population of units of 
importance to decision makers to ultimately be able to draw general 
conclusions about the entire body of units. 
 
Churchill and Iacobucci (2002:449) outlined a six-step procedure for 
researchers to follow when developing a sample from a population, which  is: 
(1) define the population, (2) identify the sampling frame, (3) select a sampling 
procedure, (4) determine the sample size, (5) select the sample elements, 
and (6) collect the data from the designed elements(see figure 7.1). O‟leary 
(2004:103) postulated that in spite of any pursuit for representativeness, the 
procedure of sampling will still entail naming your population, deciding on 
sample size, and employing a suitable sampling strategy. Cavana, Delahaye 
and Sekaran (2001) also suggested a similar approach of designing a 
sampling method, but with seven check points: (1) relevance of the target 
population, (2) the preciseness of the parameters, (3) the availability of the 
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sampling frame, (4) probability or non-probability sampling, (5) sample size, 
(6) monetary cost, and (7) time spent. All the six variables suggested by 
Churchill and Iacobucci (2002:449) and the first five factors of Cavana et al. 
(2001) were used in this study. 
 
FIGURE 7.1: Five-step procedure for drawing a sample 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(Source: Adapted from Churchill & Iacobucci 2002:449) 
 
Characteristics of this study necessitated utilisation of the convenience (non-
probability) and probability or simple random sampling (Parasuraman, 
Zeithaml and Berry 1991:456). According to Devlinand Arnelli (2003) it is 
essential to replicate the scale‟s reliability using an independent sample. 
Convenience sampling allows a large number of respondents to be 
interviewed in a relatively short period of time, and for this reason is 
 
Define the target population 
Identify the sampling frame 
 
Select a sampling method 
 
Determine the sample size 
 
Select sample elements 
 
Collect the data from the sample 
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commonly used in construct and scale measurement development. Care was 
taken to randomise the data collection with respect to the time of data 
collection. A completely random sample was difficult to obtain as some control 
had to be exercised due to the time requirement of the respondent that visited 
the bus or railway station in South Africa. The convenience sampling method 
was used to choose the Johannesburg Park Station for this study and random 
sampling was used to draw 300 respondents from a large pool of travellers 
that use the station. O‟Leary (2004:109) stated that there is a growing belief 
that there is no longer a need to „apologise‟ for the use of non-probability 
samples. 
 
7.2.1.1 Target Population 
Hair, Black, Babin, Anderson and Tatham (2006:328) viewed a population as 
a recognised group of elements that are of significance to the researcher and 
relevant to deduce something about the population. It is very difficult and 
expensive to do a census of a given population, therefore a sample or a few 
representativesof a population should be targeted for a study of this nature. A 
sample of the population or target population is a distinct cluster of entities 
that have similar features or homogenous characteristics (Boyce 2002:232). 
The researcher is therefore required to specify the elements of interest; in this 
study the population comprises all travellers, both male and female, who use 
road and/or railway transport systems and use bus and railway station retail 
services in South Africa.  
 
7.2.1.2.  Identification of the Sample Frame 
After the definition of the sample population it is important to have a sampling 
frame, from which entities are derived. There are various sources of sampling 
frames, such as telephone directories, voters register, or registers from 
schools. Hair et al. (2006:330) maintained that it is often very difficult to gain 
access to accurate or representative sampling frames. In the case of the 
current study the researcher could not obtain accurate information from the 
Passenger Railways Association of South Africa (PRASA) on the exact 
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number of buses and travellers that pass through the bus and railway 
stations. Since it was not possible to obtain a list of travellers, the 
Johannesburg Park Station was used to generate a sample of prospective 
respondents. Boyce (2002:238) supported such an initiative by considering it 
as an appropriate method of generating a sample depending upon the nature 
of the sample. Duplication of respondents was very difficult since most of the 
travellers were not residents of South Africa. 
 
7.2.1.3. The sample Size and Selection of Sampling Elements 
Suitable sampling strategies depend on the character of a particular study, the 
nature and structure of the data needed to gather, which is also dependent on 
the goalsof the study, (transferability or generalisability); the population  
parameters, how easy it is to identify and find its elements; and the type of 
data needed to assemble (O‟leary 2004:104). In order to ensure soundness 
and dependability of the data the sample should be collected entirely 
randomly, on different days and at different times of the day (Saunders et al. 
2007:204). The selection of sampling units in this study comprised the non-
probability sampling method. This is considered an arbitrary method, which is 
usually a subjective and instinctive judgement procedure; selection of the 
sample size is in response to both the previous studies and the extent of 
resources accessible for undertaking the study (Zikmund 2003:380).  
 
Furthemore, the use of the Historical Evidence Approach (HEA) in non-
probability sampling. HEA uses information that would have been used 
previously by other researchers for establishing a sample size in comparable 
studies. Boyce (2002:261) established that a sample size of 300 in a shopping 
centre type of survey is considered adequate by most researchers. This is in 
conformity with Avkiran (1994:12) who observed that a sample size of 300-
500 respondents for consumer surveys is adequate. In relation to the 
proposed sample size by different studies and taking cognisance of the 
Historical Evidence Approach this study accepted a minimum sample size of 
300 respondents.  
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The survey method was adopted for this study due to its capability to contain 
a large sample size at reasonably low overhead costs and its simplicity of 
management. Lewin (2005:218) stated that the issue related to sample size is 
a very important variable for any researcher and proposed the minimum 
sample sizes for different approaches as follows:   
 In surveys, the sample should be adequately large so that any main 
subgroups have at least 100 cases and minor subgroups hold between 20 
and 50.  
 In correlational studies (looking at relationships between particular 
characteristics of a population for example, smoking and health, there 
should be at least thirty respondents. 
 In experimental designs, in which one or more variables are controlled and 
comparisons are made between two or more groups over a period of time, 
there should be at least thirty participants in each group. 
 
The data used in this study was collected over a period of one month at the 
Johannesburg Park Station, but at different times of the day. The sampling 
process resulted in a total of 684 travellers being intercepted, 300 
respondents successfully completed their questionnaires while 384 declined 
to take part in the interviews stating numerous reasons for not participating; 
alternatively they left the process midway rushing to their buses that might 
have arrived. Regrettably eighty one questionnaires had to be discarded 
because they were not filled out correctly this led to a 73% response rate. 
Intercept type of survey refusals are in the region of 10-30 but in this study it 
was higher due to the pressures of rushing to buses and trains.  
  
Table 7.1 provides the demographic composition of respondents that have 
been used for statistical analysis in this study. A total of 300 questionnaires 
were personally administered by the researcher and only 219 were usable, 
which indicates a response rate of 73%. All usable questionnaires were 
inspected, edited and coded. The purpose of this process was to ensure that 
the data is accurate, consistent, and uniformly entered and arranged properly 
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to facilitate coding. All the questionnaires were given a reference number, 
which could make it easier for future identification during entering the data 
onto the computer for further analysis.  
 
Table 7.1: Composition of the Respondents in Demographic Terms 
Demographics Range N % 
Male  89 41 
Female  130 59 
Age 20-29 
30-39 
40-49 
50-59 
+60 
71 
92 
48 
5 
3 
33 
42 
22 
2 
1 
Income R1000-25 999 
R26 000-49 999 
R50 000-99 999 
+-100 000 
117 
68 
28 
6 
53 
31 
13 
3 
Frequency of Visit  Never 
First Time 
Occasionally  
Seldom 
Frequently 
0 
5 
90 
110 
14 
0 
2 
41 
50 
7 
Shopping Frequency Never  
First Time 
Occasionally 
Seldom 
Frequently 
0 
6 
99 
99 
15 
0 
3 
45 
45 
7 
 
Table 7.1 indicates that fifty-six (56%) of the respondents were female and 
75% of the respondents fell within the age group of 20 to 39 years. Ninety 
percent (90%) of the respondents shop from South African retail shops and 
also ninety-one percent (91%) of them visit South Africa mainly for shopping. 
Eighty-four (84%) of the respondents earn between R1000 to R49 999 per 
annum. One hundred percent (100%) of the respondents visited South Africa 
for more than once and their trips are primarily (100%) for shopping purposes.  
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Three percent (3%) of the respondents aged between fifty (50 years) to above 
sixty (60 years) visit South Africa and another three per cent (3%) of the 
respondents have an annual income of more than R100 000.  On the other 
hand two percent (2%) of the respondents were first time visitors to South 
Africa and three percent (3%) of them were first time shoppers within the 
South African retail environment respectively. 
 
7.2.2.  The Research Instrument Design 
Garratt and Li (2005:200) indicated that in a quantitative study the first task is 
to identify and define research questions that are theoretically and empirically 
testable. According to Saunders et al. (2007:356), the questions in a 
measurement tool should be designed in such a manner that all respondents 
will comprehend them in the same way as the researcher understands them. 
The questions should be clear, not double barrelled and should also focus on 
a particular dimension to facilitate easier factor analysis. Questions provide a 
means for the systematic classification and coding of information. It is also a 
critical in constructing instruments because construct items should produce 
data that can be organised in a coherent, logical, and replicable fashion 
(Colton & Covert 2007:30). The questionnaire used in this study measured 
travellers‟ perceptions of the quality of the retail servicescape in South Africa, 
especially those that are located at different bus and railway stations.  
 
The instrument consists of forty-two items and includes five demographic 
questions. The questionnaire also comprises seven dimensions: the 
environmental dimensions, comprehensive servicescape, social encounters, 
and typology of shoppers, customer satisfaction, and cognitive dissonance 
and repurchase intentions. They have befitting questions, which are for 
analysis of travellers‟ perceptions and emotions emanating from social and 
physical servicescapes of the retail environment in South Africa. The 
demographic information collected included, gender, age, income levels, how 
often travellers shop at the bus and railway station retail shops and how often 
they have visited the station. The questionnaire utilised a five-point Likert 
Scale.  
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The researcher moulded the measures of service quality that have been 
suggested by a number of researchers such as Nguyen and LeBlanc (2002:3-
4); Ryu (2005); Cronin and Taylor (1992:55) and  Dabholkar et al. (1996:3-16) 
so that consumers evaluate service quality mainly on their perceptions. In 
support of the perception based measures, Boulding et al.(1993:9) restated 
the validity of perception measures and rejected those from expectations 
based measures. The questionnaire used a number of variables from the 
perceptions-based scale for measuring service quality within the retail sector 
in South Africa. This is because perceptions-based measures have a stronger 
extrapolative power than the gap score (Cronin & Taylor 1992:55-68).   
 
7.2.2.1.  Administration of the Questionnaire 
The questionnaires were administered in person to intercepted respondents at 
the Johannesburg Park Station. A questionnaire that is administered in person 
by a researcher is known as an „interview schedule‟ and is part of a structured 
interview (McNeill & Chapman 2005:33). Dabholkar et al. (1996:09) supported 
the rationale behind collecting data using the method where respondents are 
expected to be more attentive of completing of the questionnaire, as well as 
providing significant responses when they are within a contextual environment 
that would be evaluated. In addition, being at the appropriate environment for 
example, bus and railway station, travellers would readily answer the 
questions and are liable to focus on issues important to them in evaluating the 
quality of the servicescape of the bus and railway station retail environment.  
 
7.2.2.2   Overview of the Measurement Process  
Hairet al. (2006:371) stated that measurement should be regarded as an 
integrative process of determining the amount of data required about 
constructs, concepts or objects of interest and their relationship to defined 
business problems or opportunities. 
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The measurement process in this thesis consists of two different processes; 
the construct development and scale design. The intended purpose of the 
construct development was to delineate what needed to be measured as well 
as including any dimensionality traits. The purpose of the scale design was to 
have a perfect and precise tool for measuring the constructs. In this study of 
the quality of the retail servicescape, it is therefore essential to incorporate a 
range of concepts underlining construct development and scale measurement 
design for measuring the object.  
 
The term object is defined as any concrete item in a person‟s environment 
thatis easilyidentified or recognised through any one of the following senses, 
sight, smell, touch and taste. Objects are sometimes measured indirectly 
during research;thus, measuring instead the elements that the object is 
comprised of directly. Any object has identifiable, distinguishable, and 
subjective features that are abstract and also intangible. It is impossible to 
measure or observe these features directly for example objects like feelings, 
attitudes and perceptions that consumersmay experience. These intangible 
and subjective properties are referred to as constructs. Thus in this study, the 
retail servicescape is a construct that cannot be measured directly, but 
through antecedents of the servicescape. Carefully designed questionnaires 
and scales should be used to measure such conceptual and complex 
constructs. 
 
 Construct development 
Construct validity is the degree of confidence that the information provided by 
the questionnaire reflects regarding the issues that are being measured. 
Construct validity is assessed by comparing trends or relationships,contained 
in the data collected by means of a self-report questionnaire, with established 
trends or relationships that previous research findings have established.  The 
intension of this study is to develop the perceptions of travellers on the 
dimensions of service quality of servicescape within the retail shops that 
surround the bus and railway stations in South Africa; it is appropriate to 
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identify indirectly those attributes that are important to consumers. Another 
important action in construct development is that of assessing the validity of 
the construct, especially if the construct is believed to be multidimensional, as 
is the case in this study. The validity of a construct is essentially performed 
after the activity is completed because the procedure requires the study to 
generate a set of scale measurements for each of the constructs domain 
components, and then collect data on each of these dimensions. Statistical 
analyses to test for content and discriminant validity was performed in this 
study.  
 
 Scale measurement procedure 
Rosier (2002) developed an alternative viewpoint on the scale development 
by proposing a construct definition, object classification; attribute 
classification, rate identification, scale formation and enumeration and 
reporting (C-OAR-SE) for the development of scales to measure marketing 
constructs. C-OAR-SE is based on content validity, established by expert 
agreement after pre-interviews with target ratters.  A variety of data types can 
be collected during the initial phase of the investigation. Hair et al. (2006) 
delineated these types of data as follows: state-of-being data (verifiable facts), 
state-of-mind data (mental thoughts and emotional feelings), state-of-
behaviour data (past and current feelings) and state-of-intentions data 
(planned future behaviour intentions). These types of data are briefly reviewed 
below: 
 
 State-of-being data 
The problem of this research compels the researcher to gather information 
that describes the physical and socio-economic characteristics of travellers, 
which is referred to as verifiable evidence or state-of-being data. State-of-
being information collected for this research took the form of demographic 
data such as the age of travellers, their income levels, sex, and level of 
education, and the frequency of their shopping trips around the bus and 
railway stations. 
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 State-of-mind data 
State-of-mind data embodies the mental characteristic or arousing feelings of 
shoppers that cannot readily be observed or be accessible from external 
sources. State-of-mind date exists merely within the minds of consumersthat 
can be collected only by asking consumers to respond to specific questions 
on a measuring tool. The state-of-mind data was obtained by prompting 
collecting information on travellers‟ perceptionsin a variety of dimensions, 
namely atmospherics, personal encounters and retail image. 
 
 State-of-behaviour data 
State-of-behaviour data represents customers‟ present behaviour or activities 
or past activities or reactions. A researcher can acquire such data by means 
of carefully planned questions in respect of present or past behaviour. In this 
study, state-of-behaviour data was gathered by means of questions that 
probed the customer satisfaction dimension. 
 
 State-of-intentions data 
State-of-intentions data represents the customer‟s articulated intentions. 
State-of-intention data can be gathered by asking shoppers to react to 
carefully developed questions on intended future actions. This study used 
questions designed to establish cognitive dissonance, future repurchase 
intentions and store patronage. 
 
7.2.2.3.  Attitude Scales Used in the Study 
Several methods for measuring customer attitudes are used; these can be in 
the form of a Likert Scale, semantic differential and staple scale. According to 
Hair et al. (2006) the Likert Scale is the most appropriate scale when 
examining multidimensional constructs such as servicescape for instance. 
This study used the Likert Scale, also known as the summated rating scale 
that has multiple items and requests respondents to indicate the extent to 
which they either agree or disagree with for example mental beliefs or 
behavioural belief statements about a given construct. The Likert Scale is a 
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psychological response scale used in development of questionnaires for 
obtaining the respondents‟ agreement or disagreement with a set of 
statements (Jamieson (2004:1217). The rationale behind the Likert Scale is 
summation and averaging of scores for each respondent and the intention of 
the scale is that the statement will represent different characteristics and 
dimensions of the same attitude (Brace 2004:86). The Likert Scale has 
multiple-item measurements that provide for more accurate readings, the 
reason for this accuracy is that the Likert scale allows an assortment of 
complex and multidimensional attitudes or values (Johns 2010:9). Likert 
Scales are relatively simple to construct and easy to administer. 
 
7.2.2.4.  Pre-testing of the questionnaire 
The questionnaire was pre-tested in order to improve reliability, validity, 
increased response rate and ease of administration. The questionnaire should 
be pre-tested so that the tool is clear to both the respondent and the 
researcher; it should communicate the information correctly in order to avoid 
confusion. Zikmund (2003:215) stated that attention to design and format of 
survey questions, particularly making sure that questions are easy to read and 
understand, assists in the completion rate. Therefore the major goal of pre-
testing was the refinement of the questionnaire in order to capture that what 
was sought by the study. The questionnaire was reviewed by two Professors 
at NMMU and three PhD students before it was pre-tested at the 
Johannesburg Park Station. Initially the questionnaire had more than 100 
questions, which were adjusted to 42. Adjustments and refinement of the 
questionnaire were made in response to the comments and suggestions 
made by the respondents and expert knowledge of the specialists and PhD 
students mentioned above. 
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7.3   THE CRITERIA FOR EVALUATING MEASUREMENT 
 
7.3.1   Reliability 
Reliability is based on the belief that there is a sense of consistency in what is 
being measured and that methods need to always capture what is being 
explored (O‟Leary 2004:59 & Lewin 2005:216). Furthermore, reliability, 
consistency and dependability can be described as a degree to which the 
results of a measurement tool accurately represents the true extent of the 
merit of a variable.  Various researchers believe that the same results can be 
achieved if similar studies are repeated or recur under identical or very similar 
conditions. Conversely Law, King and Russell (2005) stated that inconsistent 
outcome measures might result as a consequence of unreliable and 
unacceptable assessments which will direct researchers into producing 
incorrect results. 
 
Although validity and reliability are independent from each other, they have 
strong relationships between them.  A scale must be reliable to be valid, it 
does not have to be valid to be reliable (Yeging & Shao 2002:249) viewed 
reliability and validity as two criteria for assessing the appropriateness of any 
measuring instrument.   
 
7.3.1.1. Test-retest Reliability 
Assessing the repeatability of a measure is the primary characteristic of 
reliability; the test-retest technique is a traditional process of approximating 
reliability. The reasoning behind this process is to get identical scores from a 
given test on repetitive testing (Adams et al. (2007:236).  Singh (2007:78) 
were of the opinion that this process should involve repetition of the execution 
of the scale of the same sample of respondents at two different times, or two 
different samples of respondents and still get the same results. In practice it is 
very difficult to execute test-retest because deep rooted behaviour is unlikely 
to change during a short interval. It is doubtful whether the original sample 
(respondents) would agree to participate in an identical test for the second 
time.  
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7.3.1.2   Alternative-forms Reliability Technique 
Singh (2007:78) stated that the alternative-forms reliability technique tests the 
reliability of the questionnaire by mixing the questions in the research tool and 
giving it to the same respondents again to assess whether there is any 
difference in the responses. This test can be repeated with the same 
respondents on different dates, but this method is expensive and time 
consuming. 
 
7.3.1.3 Internal Consistency Tests 
Internal consistency is defined as the extent to which a variety of dimensions 
of a multidimensional construct correlate with the scale. Internal consistency 
is measured by the split-half test or the coefficient alpha. The split half-test is 
a technique of splitting halves and is a fundamental process for inspecting 
internal consistency when a measure contains a large number of objects. 
Adams et al. (2007:236) indicated that in the split-half method, it is possible 
for a researcher to determine results from one-half of the scale items (for 
example odd-numbered items) and confirm them against the outcomes from 
the other half of the objects (for example even numbered items). The 
estimation of reliability of internal consistency is done through the grouping of 
questions that have similarities, or measure the same concept. The split-half 
and the equivalent form methods evaluate homogeneity or internal 
consistency rather than stability over time. 
 
The higher the correlation, the more consistent and reliable the scale, since 
high correlations show that objects are linked in some way and there is a 
strong internal consistency. Although the split-half technique is easy to 
administer the results are highly dependent on how the halves are split. To 
overcome the problems of this technique researchers commonly use 
Cronbach‟s alpha.  
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Cronbach‟s alpha is used to test internal reliability and it correlates 
performance on each item with an overall score. Kuder-Richardson‟s 
coefficient is another technique that is used to measure internal reliability 
(Singh 2007:78).  Many reseachers favoured the use of coefficient alpha‟s in 
assessing the reliability of marketing constructs. The Cronbach‟s alpha 
coefficient is used to measure the internal validity and to determine if every 
one item in the scale correlates with the sum of the remaining items. An alpha 
coefficient equal to or greater than 0.7 was considered acceptable and was 
deemed to indicate good reliability (Bekiari, Lyrakos, Damigos, Mavreas, 
Chanopoulos, & Dimoliatis 2011:54).  
Zidmund (2003: 300-301), indicated that reliability is the capacity of an 
instrument to evaluate a concept through a dependable approach, and it can 
be assessed in different ways, which are test-retest reliability, intrarate and 
interrater reliability and internal consistency. According to Cortina (1993) the 
most complicated and extensively used index for measuring internal 
consistency is the Cronbach alpha.  Cronbach‟s alpha examines the average 
inter-item correlation of the items in a questionnaire where all items measure 
the issue. This process yields the minimum errors. 
 
7.3.2   Validity  
Validity is based on the hypothesis that what is being studied can be 
measured, it also seeks to confirm the truth and accuracy of this measured 
and captured „data‟, as well as the authenticity and exactness of any 
conclusions or findings drawn for the data (O‟leary 2004:61). Validity also 
refers to the problem of whether the data collected gives an accurate 
interpretation of what is being analysed (McNeill & Chapman 2005:9; Lewin 
2005:216; and Lancaster 2005:71). According to Zikmund (2003) the following 
are some of the numerous techniques that are used to assess validity of a 
measuring instrument:  
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 Content Validity 
Straub, Boudreau and Geffen (2004) defined content validity or face validity 
as the degree to which items in an instrument reflect the content universe to 
which the instrument will be generalised. Furthermore, content validity, 
identified as face validity, represents the scope to which the content of a 
measurement scale seems to tap all relevant facets of an issue that can 
influence respondents' attitudes (Singh 2007:79). One way to judge the 
validity of a scale is to request expert opinion to assess the scale (Yeging & 
Shao 2002:245). A scale that passes this test attains content validity. Content 
validity is therefore a subjective judgment of experts about the degree of 
relevant constructs in an assessment instrument. Yaghmale (2003:25) stated 
that a validity test is highly subjective because the expert‟s individual 
experiences and values play a pivotal role during the assessment. During the 
preliminary stages of the assessment and refinement of the scale some items 
fall away, and therefore items should be large enough to leave sufficient items 
adequate to sample each of the factors' domains. 
 
 Criterion-related Validity 
Criterion-related validity is the ability of the measure to perform as predicted in 
relation to specific criteria. Such measures are used extensively even in 
analyses of the validity of internet based TOEFL listening tests (Sawaki & 
Nissan 2009:47). There are two types of criterion-related validity - concurrent 
and predictive validity. Concurrent validity assesses how the effects from one 
scale correspond with the results from another, when the scale measures the 
same trend at the same point in time. Churchill & lacobucci (2002:408) argued 
that if the correlation is high, the instruments are said to have concurrent 
validity. Generally a researcher needs to establish the extent of relationship in 
the form of a correlation coefficient among the scores of the measuring scale 
and the criterion variable. Predictive validity is the ability of the measure to 
forecast a future occurrence. According to Parasuraman et al. (1991:443) 
predictive validity deals with the attitude measure provided by the scale.  
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What distinguishes predictive validity from the other measure is the time 
period when the tests are done. Concurrent validity studies how well two 
variables considered concurrently correlate. Predictive validity analyses how 
well one variable predicts the eventuality of an incident in the future.  
 
 Construct Validity 
Constructs are highly conceptual and intangible dimensions.  Due to their 
abstract and subtle nature, for example customer perceptions or service 
quality, they can only be measured indirectly using key antecedents of the 
concepts. Consequently the noticeable antecedents that hypothetically 
demonstrate the existence of the construct have to be considered for 
measurement. However, construct validity attempts to gauge how well facts or 
theories are transformed into authentic measures, for example in this study, 
theory suggests that the amount of time one spends in a restaurant (an 
observable phenomenon) reflects the service quality. The scale will have 
construct validity if it can demonstrate that time spent in a restaurant signifies 
service quality.  
 
Conversely, if the theory is not correct there will be no association between 
time spent in a restaurant and the service quality. In order to minimise this 
problem, researchers use more than five constructs on each measure rather 
than just one. Assessment of correlations will be done by a computer 
package. According to Singh (2007:79) construct validity can be additionally 
segmented into sub-categories as well, for example, convergent validity and 
discriminate validity. In the case of convergent validity, validity is determined 
by contrasting it to the assessments of the same concept made from other 
systems for measuring how well the items are collectively (convergent) or 
differentiate persons on definite attitudes (discriminant validity).  
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 Convergent Validity 
Convergent validity is the capacity of a measure to correlate with other 
measures that claim to evaluate similar concepts; the reason being that two or 
more dimensions of the similar concept using diverse scales should agree. 
Convergent validity investigations thus relates to the degree to which the 
measured items are believed to embody a construct that would converge on 
the same construct.  
 
 Discriminant Validity 
Discriminant validity is the converse of convergent validity. Discriminant 
validity is the lack of correlation with some scales that claim to evaluate 
different concepts. In other words, the results of the two scales measuring 
unrelated concepts should display no correlation. If the correlations are too 
high, this indicates that the scale is not definitely capturing a distinct trait. For 
scale to have discriminant validity it must illustrate low correlation amongst the 
measure of interest and the other scales that are presumably not measuring 
the same dimensions.  
 
7.3.2.1   Factor Analysis 
According to Shiu, Hair, Bush and Ortnau (2009:30), factor analysis is a 
multivariate statistical technique that is used for reducing information 
contained in a large number of variables into a smaller number of subsets 
each describing a particular dimension of a concept. The use of factor 
analysis makes data, orderly, simpler and detects structure in the relationship 
between factors. Hair et al. (2006) noted that in factor analysis there is no 
peculiarity between dependent and independent variables, all dimensions 
under examination are analysed simultaneously to categorise fundamental 
variables.  
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 Factor Loading 
Factor loading is important for interpreting factor analysis. Factor loading is 
defined as the correlation amongst each variable and the newly developed 
factor. Factor loading can vary from +1.0 to -1.0. Identification of a factor 
amongst different items is through selection of those dimensions with high 
factor loading and leaving out those with low factor loading. The variables with 
a high factor loading are considered to be “like” and those with zero or near 
zero loading are treated as being “not like” the factor.According to Hair et al. 
(2006: 128-129), 0.35 is frequently utilised as the cut off level for the factor 
loading. A squared value of 0.3 gives a value of 0.09 that shows that the 
variable correlating with the factor less than 0.30 has less than 10% of its 
variance in common with others while the other 90% or more lie elsewhere in 
another factor.  In this study only those factors are above 0.6 were considered 
to confirm the validity of the items testing variables of the study. 
 
 The Number of Factors to Retain  
Making a decision on the number of factors to retain or discard is a very 
difficult and delicate procedure since there can be more than one possible 
solution to any factor analysis problem. There is a need for a thorough 
evaluation in deciding how many factors to retain and skilfully ensuring that 
the percentage of variation is explained by each factor. A factor analysis 
computer program can produce a table of numbers that will give the 
percentage of variation explained by each factor. According to Hair et al. 
(2006) many researchers discontinue factoring when additional factors no 
longer make sense due to their very low percentage of variance. Churchill and 
Iacobucci (2002:804) stated that a number of rules have been put forward for 
selecting factors to maintain for factor analytic solutions and the two most 
accepted techniques are the latent roots criterion and the screen plot. 
 
The latent roots criterion states that the level of distinction explained by each 
factor must be greater than one. The factors with Eigen values bigger than 
one are kept. A summation of the squares loading for a variable of factors 
produces the Eigen values; there are a large number of Eigen values, as 
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there are rows and columns in a matrix. Eigen values are a measure of the 
strength of an axis.  The screen plot test is an explicit technique which plots 
the Eigen values in a simple plot. The last factor that is measured is the point 
prior to the screen. This is the point where the Eigen values begin to level off 
to the right of the plot. The percentage of variation of a specific item that is 
due to general factors (shared with other factors) is considered as 
communalities. A comparatively high communality shows that a variable has 
much in common with other variables taken as a group. 
 
 Principal Factor Analysis and Principal Component Analysis 
In principal component analysis (PCA), it is believed that variability in an 
article must be utilised in the analysis, while in principal factor analysis the 
variability in an item that it has in common with other items should be utilised. 
In most cases the two scales frequently produce highly related outcomes. 
However, principal component analysis is frequently favoured as a technique 
for data analysis, while the principal factor analysis is usually utilised if the 
purpose of the study is to detect structures. PCA identifies variables based on 
the correlation matrix of factors and develop a number of items that efficiently 
reduce the interrelationships within the variables. A number of variables are 
thus obtained that can be used in subsequent stages of analysis (Zikmund 
2003). Stone (2004) believed that PCA provides a research with uncorrelated 
components that normally are not independent components that require 
independent component analysis. 
 
 Factor Rotation 
The rotational process cleans the data set by removing factors that are 
incompatible. Churchill and Lacobucci (2002 indicated that the factor rotation 
alters the total variance explained by the retained factors but shift the relative 
percentages explained by each factor, this is done to obtain a clear pattern of 
loading, which noticeably marks high loading of some factors and low loading 
of others. VARIMAX is commonly used for this purpose because of its 
robustness and simplicity in interpretation of the factors (Churchill & Iacobucci 
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2002:809). In order to test the stability of the factor structure and the 
generalizability of findings from a principal component analysis, cross-
validation should be carried out. This is done through splitting the sample 
randomly into two sub samples, do a principal component analysis and 
internal consistency analysis on each half and compare these results to the 
total data set. If the communalities and the factor loadings are found to be the 
same in the analysis of each half and the full data set, it would be evidence 
that the findings were generalizable and valid because, in effect, the two 
analyses represent a study and a replication (Bekiari et al. 2011:54). 
 
 Naming of Factors 
This process is highly subjective where critical examination and selection of 
factors that load is done rather than relying on the naming process that is 
implemented by other people. Naming of factors follows an examination of 
variables that load, which factors. Churchill and Iacobucci (2002:810) 
sketched the subsequent procedure for factor loading, which is done by 
identifying the first variable and first factor in the rotated factor loading matrix 
and which would then be moved horizontally from left to right, isolating the 
highest loading.  
 
7.3.2.2 Correlation Analysis  
Correlation analysis denotes a statistical technique that is used for 
determining the level of proximity of association among two or more variables. 
The correlation amongst factors can be illustrated in numerous ways; these 
include presence, direction, strength of association and type. The first issue is 
to determine whether two or more variables are related at all. A high degree of 
correlation does not necessarily signify a cause and effect relationship 
between variables.  Two variables can be highly correlated and yet the 
relationship may be insignificant. Therefore, correlation analysis conclusions 
should be based on rationality and intellectual analysis, and not only on 
mathematical results. 
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7.3.3.  Analysis of Variance  
Analysis of variance (ANOVA) is an exceptionally valuable methodology used 
in statistical analysis when multiple sample cases are involved. ANOVA 
allows researchers to undertake concurrent tests; which makes it a highly 
suitable tool for analysis. Kothari (2004:256) & Adams, Khant, Raeside and 
White (2007:187) believed that by using ANOVA a researcher can make 
inferences on whether the samples have been draw from populations having 
the same  mean. ANOVA is fundamentally a process for testing dissimilarities 
amongst diverse groups of data for homogeneities.  There may be variation 
between samples and also within sample items, and ANOVA assists in 
splitting the variance for analytical purposes.  
 
Through the application of ANOVA the research can explain whether a 
number of shoppers differ significantly in their shopping behaviours so that 
strategic decisions can be made accordingly in terms of advertising and the 
types off service/products to be provided to the consumers. Similarly 
differences in types of products can be prepared for a particular typology of 
shoppers through the use of ANOVA techniques. The ANOVA technique can 
be used to investigate any number of variables that may have been 
hypothesised or that are believed to have an influence on the dependent 
variable. A researcher can use ANOVA to investigate the differences amongst 
diverse categories contained by each of these factors that may have large 
numbers of possible values. A single factor may be initiated to determine 
differences with other variables, this is called one-way ANOVA and if two 
variables are analysed the process is called two-way ANOVA. In a situation 
where there are more than two-way ANOVA, the interaction if any, between 
two independent variables affecting a dependent variable can be studied as 
well for better decision making. 
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7.3.3.1   Analysis of Covariance 
Analysis of covariance is also used in this study for making sure that the 
results observed in an experiment might be ascribed to the treatment variable 
and not to any other causal circumstances. The application of this technique 
removes or reduces the influence of uncontrolled variables, which  are usually 
removed by the simple linear regression method and the residual sums of 
squares are used to provide variance estimates which concurrently are used 
for performing tests of significance (Kothari 2004:276; & Foster, Barkus and 
Yavorsky 2006:28). 
 
7.3.4   Regression Analysis 
Regression analysis is a statistical method for achieving the most detailed 
analysis and measure of linear or curve-linear relationships between the 
dependent variable and more independent variables. Yeging and Shao 
(2002:486) & Adams et al. (2007:198) stated that the relationship between 
two variables is characterised by how they vary together. Establishing the 
regression equation and the regression line representing the equation that 
describes the share of the relationship between two variables are the most 
important processes in a regression analysis.  On the other hand multiple 
regression measures the relative influence of a large number of independent 
variables when forecasting a dependent variable that has been measured on 
a continuous numerical scale. 
 
Multiple regression demonstrates the comparative significance simply of the 
predictors that have been involved in analysis and for the respondents on 
whom data is available (Foster et al. 2006:44). Multiple regression analysis is 
an appropriate technique to use in these situations. Multiple regression 
equations are entered into the regression equation and for each variable a 
separate regression coefficient is calculated that describes its relationship 
with the dependent variable. According to Zidmund (2003) in multiple 
regression analysis a data matrix exists that is used for determining inter-
correlations amongst predictor variables and correlation of predictors with one 
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or more criterion variables. Multiple regression analysis was used to examine 
the relationship between the dimensions of servicescape quality, 
comprehensive servicescape quality and patronage behaviour. 
 
7.4.  MEASURING INSTRUMENTS  
The typology of travellers, environmental dimensions, social encounters, 
comprehensive social-servicescape and repurchase behavioural intentions, 
cognitive dissonance behavioural intentions, as well as customer satisfaction 
intentions are key dimensions in the questionnaire. Questionnaires were used 
to collect data that measures the servicescape quality of retail businesses in 
South Africa, including those located at bus and railway stations.  
 
In order to measure the comprehensive servicescape it is important to identify 
dimensions of the servicescape as indicated in the servicescape models by 
Bitner (1992) and Tombs and McColl- Kennedy (2003), and the proposed 
model used in this study. Gronroos (1984:36-44) and Parasuraman et al. 
(1985) indicated that in most cases dimensions are developed within models, 
the servicescape quality dimensions identified in this study emanate from a 
thorough literature search of prior researches. 
 
Both self-developed measuring instruments and instruments with proven 
psychometric properties were used to measure the variables that are included 
in the model depicted in Figure 6.1.  All questionnaire items were linked to a 
five-point Likert-type scale.  Five response options, namely, strongly disagree, 
disagree, indifferent, agree and strongly agree were used to score the 
responses to each questionnaire item. 
 
7.4.1 Comprehensive Servicescape  
This variable is dependent on the existence of social encounters, the typology 
of travellers and environmental dimensions, which were measured by a seven 
item scale adapted from the original servicescape questionnaire ( Bitner 1992; 
and McColl Kennedy 2006)  linked to a five item Likert Scale.  
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7.4.2. Environmental Dimension 
This an independent variable that is measured by a seven item scale and a 
five item Likert scale adapted from the dimensions of comprehensive 
servicescape questionnaire ( Bitner 1992 ; Baker, Grewal and Voss 2002; and 
Rosenbaum & Massiah 2011), which impacts on the behaviour of travellers 
while they encounter the bus and railway station servicescape.  
 
7.4.3   Typology of Travellers 
One of the independent variables measured in this study, typology of 
travellers, has an influence on the comprehensive servicescape of bus and 
railway stations. Factor analysis was used to produce a store patronage 
motive dimensions typology of travellers, while cluster analysis was performed 
to develop the traveller typology. Data was analysed using ANOVA and 
multiple regression techniques (Anić & Vouk 2005:636). A five item scale was 
used for the typology of travellers adapted from the airport shopper and 
hedonic shopping questionnaires (Arnold and Reynolds 2003; and Geuens, 
Vantommeb & Brengman 2003). According to Williams, Painter and Nicholas 
(1978) and Anić and Vouk (2005) most studies on shopper typologies focus 
on pricing, convenience and assortment as triggers for shopping and 
patronage.   
 
7.4.4 Social Encounters 
The influence of social encounters on buyer behaviour and the 
comprehensive servicescape is another independent variable measured in the 
study as modelled in Figure 6.1. This variable is measured by means of a 
seven item instrument adapted from the social servicescaoe questionnaires 
(Bitner 1992; and Rosenbaum & Massiah 2011).  For the purposes of this 
study the respondents were asked questions that gauged the influence of 
social factors (other individuals) on the buyer behaviour of travellers.  
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7.4.5.  Repurchase Behavioural Intentions 
This is a dependent variable that is influenced by the comprehensive 
servicescape and the social encounters. Respondents evaluated their  
repurchase behavioural intentions on a self-developed scale consisting of six 
items linked to a five-point Likert-type scale. 
 
7.4.6 Cognitive Dissonance Behavioural Intentions 
The decrease in the cognitive dissonance behavioural intentions is a 
dependent variable. Respondents evaluated their cognitive dissonance 
behavioural intentions  on a self-developed scale consisting of six items linked 
to a five-point Likert-type scale.  The purpose of which is to measure the 
patronage behaviour of travellers in the bus and railway station service 
environment.  
 
7.4.7. Customer Satisfaction  
The customer satisfaction intention is a dependent variable that is influenced 
by the comprehensive servicescape and the social encounter factors, which in 
turn determine the travellers‟ behavioural intentions. Respondents evaluated 
their customer satisfaction on a self-developed scale consisting of five items 
linked to a five-point Likert-type scale. 
 
7.4.8. Instruments Used for the Demographic Profile of the Respondents 
In the bus and railway stations where the fieldwork for this study was carried 
out, individual demographic variables were measured to evaluate their effects 
on the respondents‟ perceptions towards environmental dimensions, typology 
of travelling shoppers and social encounter with regard to comprehensive 
servicescape. A single-item instrument is used for all selected individual 
variables.  A two-to five-point response scale is used for all selected variables. 
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Gender was measured with a single-item measure and scored on a two-point 
scale, namely: 
 
1 = Male 2 = Female 
 
Table 7.1 revealed the majority of the respondents (59%) were females and 
males were 41%.  
 
Age was measured with a single-item measure and scored on a five-point 
scale, namely: 
1 =  20 to 29 years 
2 =  30 to 39 years 
3  = 40 to 49 years 
4  = 50 to 59 years 
5  = 60 and more years 
 
Table 7.1 revealed that only 3% of respondents were over fifty years of age, 
and that the majority of the respondents (97%) ranged from twenty to forty-
nine years of age. 
 
A single-item instrument was used to measure frequency of visit.  Each 
respondent was asked to indicate how often he/ she visit the bus and railway 
station‟s retail shops.  The following five-point scale was used: 
1   = Never,   
2 = First Time 
3 = Occasionally 
4 = Seldom 
5  = Frequently 
Table 7.1 reveals that 91% of the respondents have rarely visited the bus and 
railway station‟s retail shops. 
A single-item instrument was used to measure frequency of shopping.   
Each respondent was asked to indicate how often he/ she make shopping 
from the bus and railway station‟s retail shops.  The following five-point scale 
was used: 
1 = Never,   2 = First Time,   3 = Occasionally,   4 = Seldom,   5 = Frequently 
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Table 7.1 reveals that 90% of the respondents rarely make their shopping 
from the bus and railway station‟s retail shops. 
 
Income level was measured with a single-item instrument.  Respondents 
were asked to indicate their levels of income on a four- point response scale.  
 The scale is as follows: 
1 = R1000-25 999,  2 = R26 000-49 999,  3 = R50 000-99 999,  4 = +-100 000 
More than eighty percent of the respondents (84%) were earning incomes 
ranging from R1000  to R49 999 annually only 12% were earning R50 000 
and more. 
 
 
7.5   CONCLUSION  
The research methodology and steps used in this study follow a structured 
design developed by Churchill and Iacobucci (2002:449). The sampling 
procedures, research instrument and measurement processes were 
evaluated in detail. This chapter also describedthe reliability and validity of 
measurement techniques, focusing on the constituency and stability of the 
scale. The procedure in the use of factor analysis (Exploratory Factor 
Analysis) and correlation (Analysis of Covariance) as data reduction methods 
were briefly explored. The follow chapter deals with the full analysis and 
evaluation of the study. 
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CHAPTER EIGHT 
 
EMPIRICAL EVALUATION OF TRAVELLING SHOPPERS’ PERCEPTIONS 
OF THE COMPREHENSIVE-SERVICESCAPE WITHIN THE SOUTH 
AFRICAN RETAIL ENVIRONMENT 
 
 
8.1.  INTRODUCTION 
The results of reliability and validity assessments of the measuring instrument 
(questionnaire) used to measure each factor are presented in this chapter. 
This chapter also reports the results of the empirical evaluation and analysis 
of the perceptions of travellers on the comprehensive-servicescape within the 
South African retail environment.  
 
8.2. SUMMARY OF THE EMPIRICAL INVESTIGATION OBJECTIVES 
This research will investigate and analyse the perceptions of travelling 
shoppers in  respect of the following important variables of the servicescape 
theory, which are: environmental dimensions in retailing, typology of 
travellers, social encounters of travellers with other consumers, retail 
employees and elements of the comprehensive servicescape as well as the 
impact of social encounters and servicescape on customer satisfaction, 
cognitive dissonance, and repurchase behavioural intentions as indicated in 
the theoretical social-servicescape model (Figure 8.1).  
 
The focus of the questionnaire was to collect data pertaining to the 
perceptions of travelling shoppers regarding the comprehensive social-
servicescape in the retail environment. Based on the research purpose of this 
study, the hypotheses will be stated again to put the study into perspective:  
 
The alternative hypotheses concerning the travelling shoppers’ percep-
tions are stated below: 
 Ha1: There is a relationship between environmental dimensions and the   
comprehensive servicescape within the bus and railway stations. 
 Ha2: There is a relationship between social encounters and the environ-
mental dimensions within the bus and railway stations. 
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Ha11 
Customer 
satisfaction 
 
Ha1 
Comprehensive    
Servicescape of the bus 
and railway station 
Ha10 
Cognitive dissonance 
behavioural 
intentions 
Ha9 
Ha8 
Ha3 
Ha2 
Ha7 
Ha5 
Repurchase 
behavioural intentions 
Ha6 
Ha4 
Social encounters 
Typology of 
travellers 
Environmental dimensions 
- Store image 
- Ambience    
 Ha3: There is a relationship between typology of travellers and the 
comprehensive servicescape within the bus and railway stations. 
 Ha4:  There is a relationship between typology of travellers and the social 
encounters within bus and railway stations. 
 Ha5: There is a relationship between social encounters and the compre-
hensive servicescape within the bus and railway station. 
 Ha6: There is a relationship between social encounters and the repurchase 
behaviour within the bus and railway station. 
 Ha7: There is a relationship between social encounters and cognitive 
dissonance within bus and railway stations.  
 Ha8: There is a relationship between social encounters and customer 
satisfaction within the bus and railway station. 
 Ha9:There is a relationship between the comprehensive servicescapeand 
the repurchase behaviour within the bus and railway station. 
 Ha10:There is a relationship between the comprehensive servicescape and 
cognitive dissonance behaviour within a bus and railway station. 
 Ha11:  There is a relationship between the comprehensive servicescape 
and customer satisfaction within the bus and railway station. 
 
The empirically tested hypotheses are depicted on Figure 8.1 below. 
Figure 8.1: Theoretical comprehensive servicescape model  
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8.3   DATA ANALYSIS RESULTS 
The data analysis consisted of four distinct phases and the empirical results 
will be as follows: 
 The objective of the first phase of data analysis was to assess the internal 
reliability of the measuring instruments used. This was done by calculating 
the Cronbach alpha values of each instrument, using the computer 
programme SPSS (Bryman & Cramer  1990 ; 2007). 
 The second phase of the statistical analysis evaluated the convergent 
validity of the various instruments used to measure the constructs under 
consideration. Validity was verified by means of factor analysis procedures 
which were used to assess whether individual items are indeed separate 
measures of the underlying dimensions they are supposed to measure. 
 During the third phase the influence of the independent variables on the 
dependent variables specified in the model depicted in Figure 8.1 were 
evaluated through multiple regression.   
 The objective of the fourth phase was to test the hypothesised 
relationships. 
 
Table 8.1:  Abbreviations of variables 
 
VARIABLE ABBREVIATION 
Comprehensive Servicescape CS 
Environmental Dimensions ED 
Social Encounter SE 
Typology of travelling shoppers TYP 
Customer Satisfaction SA 
Cognitive Dissonance CD 
Repurchase  behavioural Intention RI 
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8.3.1. Internal Reliability of the Instruments 
The Cronbach alpha coefficient was used to assess the internal validity and 
consistency of the measuring instruments and STATISTICA (Version 10) 
computer package was used for that purpose. The results indicated in Table 
8:2 show Cronbach‟s alpha values between 0.5 and 0.8. Usually 0.7 is 
considered as a cut-off point but for this study the internal validity of the 
variable “environmental dimension (ED)” which is >0.5016, was accepted. An 
exploration study of the general nurses‟ attitudes toward mental illness in 
Bhutan (2010:64-65) used the Cronbach‟s alpha and Spearman‟s correlation 
to analyse the internal consistency, correlation variation and reliability of each 
factor.  
 
The internal consistency of each of the factors was assessed by calculating 
Cronbach‟s alpha; the value >0.5 was considered to represent a sufficient 
standard of reliability in this study. The acceptance of a value >0.5 was in 
accordance with writings ofBekiari, Lyrakos, Damigos, Mavreas, Chanopoulos 
and Dimoliatis (2011:58); Adam, Ramli, Jamaiyah, Noor Azimah and Khairani 
(2010:3) and Joshi, Chen and Lim (2009:988).Thus, for instruments of attitude 
and preference assessment, Cronbach‟s alpha of 0.5 or greater is an 
acceptable value for reliability tests (Ku & Shen 2009:3). The Cognitive 
Dissonance (CD) variable was regarded as inadequate for further analysis 
and was subsequently deleted from the empirical model.  
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Table 8.2: Cronbach alpha values of measuring instruments: Theoretical 
mode 
 
Measuring instrument Initial value Final value 
Environment Dimensions (ED) 0.50 0.50 
Typology  (TY) 0.71 0.71 
Comprehensive Service (CS) 0.65 0.65 
Social Encounter (1) (SE) 0.72 0.72 
Social Encounter (2) (SE) 0.74 0.74 
Repurchase Intention (RI) 0.83 0.83 
Customer Satisfaction (SA) 0.65 0.65 
Cognitive Dissonance (CD) Did not load Deleted 
 
(Source: Author‟s calculations) 
 
 
Table 8.3:  Descriptive statistics for each variable: general sample 
response per category 
 
VARIABLE MEAN 
STANDARD 
DEVIATION 
ED 3.04 0.838 
CS 3.41 0.641 
SE1 2.85 0.857 
SE2 3.34 0.750 
TYP 3.52 0.680 
SA 3.60 0.622 
RI 3.17 0.743 
 
In conclusion, the study retains ED, TYP, CS, SE (1), SE (2), RI and SA, 
since their Cronbach alphas were above the cut-off point, but deleted CD, 
which was far below the cut-off point, therefore, it was not considered for 
further analysis. 
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Table 8.3 shows the descriptive statistics of each variable that were measured 
on a five-point Likert scale. The degree to which respondents agreed with the 
statements on the variables was represented byselecting options 4 or 5 on the 
scale. Options 1 or 2 represented the degree to which respondents disagreed 
with the statements. A response of uncertainty or indifference was indicated 
by selecting option 3. 
 
Table 8.3 indicates that some respondents were neutral or indifferent (mean 
score = 3.04) as to whether environmental dimensions had an impact on the 
comprehensive servicescape within the bus and railway stations. This means 
that respondents underestimated the effect of combined environmental 
dimensions (store image and store ambience) within the bus and railway 
station servicescape.  Table 8.3 further shows that the respondents perceived 
the comprehensive servicescape within the bus and railway station as 
unattractive and lacks facilities as a retail environment (mean score = 3.41).    
 
According to Table 8.3 social encounters based on customer to customer 
interaction to some extent has no impact on the comprehensive servicescape 
within the bus and railway station  (mean score = 2.85).  This means that the 
presence of other patrons and the interaction between the patrons do not 
encourage nor motivate the respondents to do their shopping in the bus and 
railway station retail environment.  
However, Table 8.3 reveals that social encounters based on customer-
employee interaction to some extent has an impact on the comprehensive 
servicescape within the bus and railway station (mean score = 3.34). The 
Typology of travelling shoppers has a high impact on the comprehensive 
servicescape within the bus and railway station (mean score = 3.52). Table 
8.3 indicates that respondents perceived customer satisfaction as highly 
influenced (mean score = 3.60), whilst repurchase behavioural intention 
(mean score = 3.17) is moderately influenced by the comprehensive 
servicescape within the bus and railway station. 
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8.3.2   Validity of the Measuring Instruments 
Assessment of correlations was done by utilising a computer package. The 
next step in the data analysis was the assessment of the validity of all the 
variables indicated in Table 8.2. Construct validityis a scale evaluation 
criterion that relates to the question that probes the actual meaning of the 
nature of the underlying variable or construct measured by the scale. In other 
words, it deals with accuracy by providing an indication of the degree of the 
relationship between the instrument and the construct being measured.  As 
was mentioned in Chapter Seven, construct validity can be segmented into 
sub-categories namely, discriminant, convergent, nomo-logical and face 
validity.  
 
 Convergent Validity 
According to Singh (2007) convergent validity relates to the degree to which 
the measured items are believed to embody a construct that would converge 
on the same construct. This means that items that are measures of a specific 
factor should converge and be related. Therefore, all factor loadings must be 
statistically significant at a minimum to confirm the convergent validity of the 
measuring instrument used in the study.  
  
The computer programmes Microsoft Excel, STATISTICA (Version 10.0) and 
AMOS 19.0 was used to conduct the data analyses. According to Hair, Black,  
Babin, Anderson and Tatham(2006:128-129), it is possible to use a loading of 
0.35 for their respondents, but in this study only those factors that above 0.6 
were considered to confirm convergent validity as loadings greater than 0.5 is 
significant. 
 
8.3.2.1 Perceptions of Travelling Shoppers Towards Environmental Dimensions 
Table 8.4 shows that respondents did not perceive the individual underlying 
dimensions of „environmental dimensions‟ (store image and store ambience) 
as separate dimensions. This means that respondents view „environmental 
dimensions‟ as a single construct and this is reflected as such in Figure 8.2. 
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Three (ED1, ED2 and ED3) of the seven items that are expected to measure 
Environmental Dimensions (ED) loaded on factor two (2) and these items are 
termed „Environmental dimension based on store ambience‟.  Two items (ED5 
and ED6) expected to measure „Environmental dimensions‟ loaded on factor 
one (1) and were deleted as they were not sufficient to load to a significant 
extent, the cut off line in this study is 3 items loading per factor, which was 
considered significant.  
 
Table 8.4:    Factor loadings: perceptions of travelling shoppers towards 
environmental dimensions 
 
Items Factor 1 Factor 2 
ED1 -0.087497 0.644642 
ED2 -0.059326 0.638350 
ED3 -0.051647 0.750659 
ED4 0.524121 0.436298 
ED5 0.794690 0.009709 
ED6 0.820133 -0.163775 
ED7 0.301702 0.228083 
Expl. Var. 1.683561 1.655838 
Prp. Total 0.240509 0.236548 
  
Loadings greater than 0.6 were considered significant. Two items, which were 
regarded as measures of environmental dimensions (ED4 and ED7) did not 
load to a significant extent (p <0.6) were deleted.  
 
8.3.2.2   Perceptions of travelling shoppers towards shopper Typology 
with regard to comprehensive servicescape  
 
Table 8.5 indicates that four of the five items expected to measure „travelling 
shopper typology‟ was termed typology (TYP2, TYP3, TYP4 and TYP5) 
loaded onto factor one (1). This means that respondents view „typology‟ as a 
single construct. Only one item (TYP1) did not demonstrate sufficient 
convergent validity and was thus deleted.  
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Table 8.5:  Factor loadings: perceptions of travelling shoppers towards   
shopper typology 
 
Typology Factor 1 
TY1 -0.589986 
TYP2 -0.706061 
TYP3 -0.712225 
TYP4 -0.752075 
TYP5 -0.668403 
Expl. Var 2.366251 
Prp. Total 0.473250 
 
Loadings greater than 0.6 were considered significant. 
 
 
8.3.2.3    Perceptions of travelling shoppers towards the Comprehensive 
Servicescape 
 
Table 8.6 shows that four of the seven items that are expected to measure 
„comprehensive serviscape‟ within a bus and railway station (CS1, CS5, CS6 
and CS7) loaded onto factor one (1). This means that respondents view the 
„comprehensive servicescape‟ as a single construct. The other three items 
(C2, C3, C4) expected to measure „comprehensive servicescape‟ were 
deleted as they did not load to a significant extent on factor one (1).  
 
Table 8.6:  Factor loadings: perceptions of travelling shoppers towards 
the comprehensive servicescape  
 
Comprehensive servicescape Factor 1 
CS1 -0.637422 
CS2 -0.580664 
CS3 -0.504373 
CS4 -0.576070 
CS5 -0.692072 
CS6 -0.665966 
CS7 -0.619078 
Expl. Var 2.635457 
Prp. Total 0.376494 
 
Loadings greater than 0.6 were considered significant. 
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8.3.2.4    Perceptions of travelling shoppers toward social encounters 
within the comprehensive servicescape  
 
Table 8.7 indicates that respondents did not perceive „social encounter‟ as a 
single construct but as a two-dimensional construct. This means that 
respondents viewed „social encounter‟ as consisting of a dimension related to 
„interaction with other patrons‟ on the one hand and „social encounter‟ related 
to „interaction with employees‟ on the other. Three (SE1, SE2 and SE7) of the 
seven items that were expected to measure „social encounter‟ loaded onto 
factor two (2) and three items (SE4, SE5, SE6) loaded onto factor one (1) and 
these items are termed „social encounter based on employee interaction‟. Of 
the seven dimensions only six factors (SE1, SE2, SE4, SE5, SE6 and SE 7) 
loaded perfectly onto both factors One and Two but one factor (SE3) did not 
load and was thus considered unacceptable for further analysis.  
 
Table 8.7: Factor loadings: perceptions of travelling shoppers towards 
social encounter 
 
Social Encounter Factor 1 Factor 2 
SE1 0.152984 0.811270 
SE2 0.098212 0.813089 
SE3 0.425090 0.353552 
SE4 0.754306 0.162551 
SE5 0.818219 0.109427 
SE6 0.791532 0.125706 
SE7 0.153184 0.715790 
Expl. Var 2.102201 2.010827 
Prp. Total 0.300314 0.287261 
 
Loadings greater than 0.6 were considered significant. 
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Table 8.8:   Empirical factor structure: influences 
 
VARIABLES INDIVIDUAL ITEMS 
Environmental dimension ED1, ED2, ED3 
Typology TYP2,  TYP3, TYP4, TYP5 
Comprehensive servicescape CS1,CS5,CS6,CS7 
Social encounter based on customers (1) SE1,SE2,SE7 
Social Encounter based on employees(2) SE4, SE5, SE6 
 
8.3.2.5   Outcomes of the Comprehensive Servicescape 
The outcome variables and the individual items expected to measure each 
outcome summarised in Table 8.9 are discussed below:  
 
 Customer Satisfaction  
Table 8.9 indicates that three of the five items expected to measure „customer 
satisfaction‟ (SA1, SA2, SA5) loaded on factor one (1). Only two items (SA3 
and SA4) could not load, hence no further analysis of these variables was 
considered and subsequently deleted. 
 
Table 8.9:  Factor loadings:  outcome - customer satisfaction 
 
Customer Satisfaction Factor  1 
SA1 -0.694753 
SA2 -0.756324 
SA3 -0.576233 
SA4 -0.596265 
SA5 -0.649241 
Expl. Var 2.163798 
Prp. Total 0.432760 
 
Loadings greater than 0.6 were considered significant. 
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 Cognitive Dissonance   
Out of six dimensions related to cognitive dissonance (Table 8.10) only four 
factors loaded and two factors (CD3 and CD6) were deleted, therefore, no 
further analyses were performed on them. Of the four factors that loaded, two 
loaded in both factor one(1), (CD1 and CD2) and factor two (2), (CD4 and 
CD5). This means that these loadings were unacceptable for further analysis 
as they were less than three items per factor loading.  As mentioned before, 
the cut off number for items per factor loading in this study wasthree (3).  This 
variable was thus deleted from the study as the factor loadings were 
insignificant.   
 
Table 8.10:  Factor loadings:  outcome - cognitive dissonance 
Cognitive dissonance Factor 1 Factor 2 
CD1 0.823681 0.091151 
CD2 0.839028 -0.028022 
CD3 0. 312742 0.388388 
CD4 -0.038311 0.808191 
CD5 0.095391 0.761439 
CD6 0.299173 0.034859 
Expl. Var 1.580297 1.394115 
Prp. Total 0.263383 0.232353 
 
Loadings greater than 0.6 were considered significant. 
 
 Repurchase behavioural Intentions 
Table 8.11 reveals that all items expected to measure „repurchase 
behavioural intention‟ of the travelling shoppers (RI 1 – RI 5) loaded onto 
factor one (1) as expected.  
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Table 8.11:  Factor loadings: outcome - repurchase behavioural 
intentions 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Loadings greater than 0.6 were considered significant.It is therefore 
concluded that respondents perceived all items expected to measure 
outcomes of comprehensive servicescape as two constructs, termed 
„customer satisfaction‟ and repurchase behavioural intention‟ as summarised 
in Table 8.12.  
 
Table 8.12:  Empirical factor structure: outcomes 
 
VARIABLES INDIVIDUAL ITEMS 
Customer satisfaction SA1, SA2, SA5 
Repurchase behavioural intention RI 1, RI 2,  RI3, RI4, RI5 
 
Loadings greater than 0.6 were considered significant. 
 
Table 8.7 shows that as a result of the exploratory factor analysis, the 
moderating and independent variable (in this research, „social encounter‟) split 
into two separate variables, namely „social encounter based on customer 
interaction (CEI)‟ and „social encounter based on employee interaction (CE2)‟. 
Based on this finding, the original hypotheses had to be reformulated and the 
theoretical model had to be adapted. 
 
 
Behavioural Intentions Factor 1 
RI1 -0.794018 
RI2 -0.741370 
RI3 -0.791637 
RI4 -0.774750 
RI5 -0.781973 
Expl. Var 3.018502 
Prp. Total 0.603700 
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Table 8.13:  Empirical factor structure: influences and outcomes  
 
VARIABLES INDIVIDUAL ITEMS 
Environmental dimension ED1, ED2, ED3 
Typology of travelling shoppers TYP2,  TYP3, TYP4, TYP5 
Comprehensive servicescape CS1,CS5,CS6,CS7 
Social encounter: customer interaction 
(1) 
SE1,SE2,SE7 
Social Encounter: employee interaction 
(2) 
SE4, SE5, SE6 
Customer satisfaction SA1, SA2, SA5 
Repurchase behavioural intention RI 1, RI 2,  RI3, RI4, RI5 
 
 
The empirical factor structure as summarised in Table 8.13 is therefore 
subjected to regression analysis.   Figure 8.2 shows the adapted model. 
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Figure 8.2:  The adapted model of the relationships among variables 
based on perceptions of travelling shoppers and effects of 
the comprehensive servicescape 
 
 
 
As a result of the formulation of the adapted model the hypotheses tested had 
to be reformulated.   
 
The Hypotheses subjected to empirical verification (Figure 8.3) were: 
 
 Ha1: There is a relationship between environmental dimensions and 
comprehensive servicescape within the bus and railway station.ha2 is 
modified into ha2.1 and ha2.2: 
 Ha2.1: There is a relationship between social encounters based on 
customer to customer interaction and the environmental dimensions within 
the bus and railway station.  
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 Ha2.2: There is a relationship between social encounters based on 
customer-employee interaction and the environmental dimensions within 
the bus and railway station.  
 Ha3: There is a relationship between typology of travelling shoppers and 
the comprehensive servicescape within bus and railway stations. 
 ha4 is modified into ha4.1 and ha4.2: 
 Ha4.1:There is a relationship between typology of travelling shoppers and 
the social encounters based on customer to customer interaction within 
the bus and railway station. 
 Ha4.2:There is a relationship between typology of travelling shoppers and 
the social encounters based on customer-employee interaction within the 
bus and railway station. 
 Ha5 is modified into ha5.1 and ha5.2: 
 Ha5.1: There is a relationship between social encounters based on 
customer to customer interaction and comprehensive servicescape within 
the bus and railway station. 
 Ha5.2: There is a relationship between social encounters based on 
customer-employee interaction and the comprehensive servicescape 
within the bus and railway station. 
 
OUTCOMES: 
Ha6 is modified into ha6.1 and ha6.2: 
 Ha6.1: There is a relationship between social encounters based on 
customer to customer interaction and repurchase behavioural intention 
within the bus and railway station. 
 Ha6.2: There is a relationship between social encountersbased on 
customer-employee interaction and the repurchase behavioural intention 
within the bus and railway station. 
 Ha8 is modified into ha8.1 and ha8.2: 
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 Ha8.1: There is a relationship between social encounters based on 
customer to customer interaction and customer satisfaction within bus and 
railway stations.  
 Ha8.2: There is a relationship between social encounters based on 
customer-employee interaction and customer satisfaction within the bus 
and railway station. 
 Ha9:There is a relationship between the comprehensive servicescape and 
the repurchase behaviour within the bus and railway station. 
 Ha11: There is a relationship between the comprehensive servicescape and 
customer satisfaction within the bus and railway station. 
 
Given that Cognitive Dissonace (CD) did not load as factor, the two 
hypotheses, Ha7 and Ha10 were not tested as the modified model (Figure 8.2) 
did not include CD variables. In this chapter the hypothesised relationships 
are assessed in a modified theoretical model. 
 
Figure 8.3:   The empirical model of travelling shoppers’ perceptions of 
comprehensive servicescape  
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8.4   REGRESSION ANALYSIS 
Regression analysis is utilised to examine factors in circumstances where the 
intention is to predict one variable on the basis of numerous independent 
factors. Regression analysis assumes that the correlation involving two 
variables is linear, that is, that an increase in the values on one variable is 
linked with either an increase (positive relationship) or decrease (negative 
relationship) on the other variable, and that changes in the value on both 
variables occur at the same rate (Blaikie 2003:125). Brace and Kemp 
(2003:210) indicated that having an additional predictor variable is important 
when predicting human behaviour, particularly when using a statistical 
technique such as multiple regressions to test theories or models concerning 
variables that affect behaviour. 
 
According to the construct of the modified conceptual model, comprehensive 
servicescape, linear regression analyses were performed to establish the 
relationships formulated in the relevant set of hypotheses. Linear regression 
analysis is a technique for measuring the linear association between an 
independent and a dependent variable. Linear regression analysis assumes 
that the dependent variable is predictively linked to the preceding variable 
(Zikmund 2003:556). This means that the researcher could reject or not reject 
hypotheses based on the regression procedure. 
 
To objectively evaluate the “success” of the independent variables in 
predicting the variation in the dependent variable a “goodness-of-fit” measure 
is required. One such measure is the coefficient of determination denoted by 
R2. The R2value varies between one and zero.  
 
In this study a regression analysis procedure was used to assess the 
influence of the selected variables on the comprehensive servicescape(Figure 
8.3). Multiple linear regression analysis was performed to assess whether the 
identified independent variables exerted a significant influence on the 
comprehensive servicescape. 
279 
 
 
 
 
8.4.1    The influence of travelling shoppers’ perceptions on the 
comprehensive servicescape 
 
 
8.4.1.1 The influence of environmental dimensions and typology of 
travelling shoppers on the comprehensive servicescape 
 
Table 8.14 shows thatthe typology of travelling shoppers is positively related 
to the comprehensive servicescape (b = 0.525, p < 0.001). The R2 of 0.2407 
explains the 24% variability in the model is explained by the variable CS. 
 
Although environmental dimensions exert a significant influence on the 
comprehensive servicescape (b = 0.273, p < 0.001), Table 8.14 indicates that 
the R2 of 0.044 explains only 4% variability in the model as explained by the 
variable CS. This implies that travelling shoppers perceive environmental 
dimensions as more related to ambient conditions rather than both store 
image and store ambience; this weakens the relationship between the two 
constructs. Thus, the environmental dimensions are positively related to the 
comprehensive servicescape. 
 
Table 8.14:  Regression analysis: the influence of environmental 
dimensions and typology of travelling shoppers on 
comprehensive servicescape 
 
 REGRESSION SUMMARY FOR DEPENDENT VARIABLE: 
COMPREHENSIVE SERVICESCAPE 
Parameter Beta b* 
Std 
Error 
b 
Std 
Error 
T 
value 
R
2
 F P-value 
Environmental 
Dimensions 
(ED) 
0.209 0.066 0.273 0.087 3.142 0.044 9.872 0.0019*** 
Typology (TYP) 0.494 0.059 0.525 0.063 8.374 0.2407 70.102 0.0000*** 
 
ED:  R R
2
 F Std Error of estimateP 
21% .04351492 9.8723 0.82168               p< .00000 
Typ:  R R2 F Std Error of estimate P 
49% 0.24417185 70.102 0.59285             p< .00000 
*   = p < 0.05 
**  = p < 0.01 
*** = p < 0.001 
 
280 
 
 
 
 
8.4.1.2   The influence of comprehensive servicescape on customer 
satisfaction and repurchase behavioural intention 
 
Table 8.15 shows that the R2 of 0.238 indicates that24% of the variability in 
the model is explained by the variables SA and RI.  This means that customer 
satisfaction (b = 0.354, p < 0.001) and repurchase behavioural intention (b = 
0.186, p < 0.001) have a positive relationship with comprehensive 
servicescape.    
 
Table 8.15:  Regression analysis: the influence of comprehensive 
servicescape on dependent variables  
 
 REGRESSION SUMMARY FOR DEPENDENT VARIABLES: 
CUSTOMER SATISFACTION AND REPURCHASE 
BEHAVIOURAL INTENTION 
Parameter Beta b* Std. Error B Std Error T value P-value 
Customer 
Satisfaction(SA) 
0.334 0.068 0.354 0.070 5.037 0.0000*** 
Repurchase 
behavioural 
intention (RI) 
0.215 0.068 0.186 0.059 3.152 0.0018*** 
SA & RI:  R R2 F Std Error of estimate  P 
48% 0.23823872 33.777 0.56180   p<0 .00000 
*   = p < 0.05 
**  = p < 0.01 
*** = p < 0.001 
 
 
 
8.4.1.3   The impact of social encounter (1) on influences and outcomes 
of the comprehensive servicescape 
 
 
 
Table 8.16 indicates that environmental dimensions (b = 0.212, p < 0.001) are 
positively related to social encounters based on customer interaction. Table 
8.16 further reveals thatthe comprehensive servicescape (b = 0.267, p < 
0.005) is positively related to social encounter based on customer interaction.    
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According to Table 8.16 repurchase behavioural intention (b = 0.268, p < 
0.001) is positively related to social encounter based on customer interaction.    
In total, the R2 of 0.263 explains the 26% of variability in the model explained 
by the moderating variable [„social encounter (SE1)] as shown in Table 8.16. 
Table 8.16 further shows that social encounter based on customer interaction 
(SE1) does not exert a significant influence on „typology of travelling 
shoppers‟ and „customer satisfaction‟. 
 
Table 8.16:  Regression analysis: the influence of social encounter (1) 
on influences and outcomes of the comprehensive 
servicescape 
 
 REGRESSION SUMMARY : MODERATING VARIABLE - 
SOCIAL  ENCOUNTER (1) 
Parameter Beta b* Std. Error B Std Error T value P-value 
ED 0.207 0.063 0.212 0.064 3.304 0.0011 
TYP 0.073 0.082 0.092 0.103 3.892 0.3732 
CS 0.200 0.072 0.267 0.096 2.783 0.0058 
SA 0.036 0.082 0.049 0.112 0.444 0.6576 
RI 0.232 0.072 0.268 0.084 3.204 0.0015 
R R2 F Std Error of estimate P 
51% 0.26361606 15.250 0.74385               p< .00000 
*   = p < 0.05 
**  = p < 0.01 
*** = p < 0.001 
 
 
8.4.1.4   The impact of social encounter (2) on influences and outcomes 
of the comprehensive services 
Table 8.17 reveals that the R2 of 0.227 explains that 23% of the variability in 
the model is explained by the variable social encounter (SE2). This means 
thatthe comprehensive servicescape (b = 0.230, p < 0.008) and typology of 
travelling shoppers (b = 0.209, p < 0.024) are positively related to social 
encounter, based on employee interaction (SE2).    
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According to Table 8.17 social encounter based on employee interaction does 
not exert a significant influence on „environmental dimensions‟, „customer 
satisfaction‟ and „repurchase behavioural intention‟. 
 
The t-values reported in Tables 8.14, 8.15, 8.16 and 8.17 need to be 
interpreted; the higher the t-values, the stronger the impact of the independent 
variables on „comprehensive servicescape‟. Of significance is thatthe typology 
of travelling shoppers has a stronger impact on the comprehensive 
servicescape with a high t-value (t = 8.372) followed by a moderate impact of 
„environmental dimensions‟ with a moderate t-value (t = 3.142) (Table 8.14). 
The dependent variable „customer satisfaction‟ in Table 8.15 also shows a 
strong impact on the comprehensive servicescape with a high t-value (t = 
5.036) followed by the t-value of „repurchase behavioural intention‟ (t = 3.152), 
which shows a weaker relationship with the dependent variable.  Table 8.16 
shows that the moderating variable „social encounter based on customer 
interaction‟ has a moderate to low impact on „environmental dimensions‟ (t = 
3.304), „repurchase behavioural intention‟ (t = 3.204) and „comprehensive 
servicescape‟ (t = 2.782). Equally significant in Table 8.17 is the weak impact 
of the moderating variable „social encounter based on employee interaction‟ 
on „comprehensive servicescape‟ (t = 2.676) and „typology of travelling 
shoppers‟ (t = 2.259). Variables with low t-values indicate the weakest 
relationships with the moderating variables. 
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Table 8.17:  Regression analysis: the influence of social encounter (2) on 
influences and outcomes of the comprehensive servicescape 
 
 REGRESSION SUMMARY : MODERATING VARIABLE : SOCIAL  ENCOUNTER (2) 
Parameter Beta b* Std. Error B Std Error T value P-value 
ED 0.075 0.064 0.067 0.058 1.174 0.2418 
TYP 0.189 0.084 0.209 0.093 2.259 0.0248* 
CS 0.197 0.074 0.230 0.086 2.676 0.0080** 
SA 0.096 0.084 0.116 0.100 0.149 0.2518 
RI 0.098 0.074 0.099 0.074 1.325 0.1865 
R R2 F Std Error of estimate P 
47% 0.22704277 12.513 0.66682                   p< .00000 
*   = p < 0.05 
**  = p < 0.01 
*** = p < 0.001 
 
 
 
8.5 CORRELATION ANALYSIS OF THE HYPOTHESES 
Correlation measures the association or the relationship that prevails between 
two phenomena (Walliman 2001:92; 2005:218). Correlational techniques 
normally respond to three questions about two factors or two sets of data: 
does a relationship exist between two variables or sets of data? If so, what is 
the direction of the relationship and what is its magnitude? (Walliman 
2001:254). Multi co-linearity and correlation tests analyses confirm the 
appropriateness of data at hand. In this study,several tests were done to 
identify the degree of multi co-linearity.  
 
The correlation coefficient (r) indicates the level of linear association between 
the two variables or the strength of the relationship (Somekh & Lewin 
2005:230). The degree of association is measured and expressed by +1.0 as 
maximum positive correlation, 0.0 as no correlation and -1.0 as maximum 
negative correlation (Walliman 2001:121; Kothari 2004:121). According to 
Kothari (2004:142), Murphy & Allen(2005) and Somekh and Lewin (2005:230) 
the problem of multi co-linearity occurs where two or more independent 
variables are well correlated. This issue makes the process of determining or 
isolating the effects of every individual variable difficult when one variable is 
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highly correlated with other variables. According to Timmermans (1981)and 
Singh (2007:183) the subject of multi co-linearity can be corrected by 
dropping some variables whose correlations are less than 30% at the pilot 
stage, adjusting several factors by putting in additional construct elements 
that might improve the correlation among variables and making some 
alterations in data through adding more responses to the study sample. 
 
Table 8.18 indicates that there is a significant positive correlation between ED 
(environmental dimensions) and CS (comprehensive servicescape). However, 
the strength of the relationship is not very high given a correlation coefficient 
of 0.209. Similarly, ED and SE(1) have a significant positive correlation of 
0.292.  Table 8.18 further reveals that there is no significant correlation 
between ED and SE(2), this means that the strength of the relationship is low 
(coefficient of 0.128).   
 
Table 8.18:  Analysis of the correlations  
 
 
Mean 
Std 
Dev 
ED CS SE(1) SE(2) TYP SA RI 
ED 3.035 0.838 1.000000 0.208602 0.292093 0.128358 -0.015 -0.049 0.198* 
CS 3.412 0.641 0.208602 1.000000 0.385393 0.387914 0.494* 0.451* 0.386* 
SE(1) 2.846 0.857 0.292093 0.385393 1.000000 0.343739 0.303* 0.278* 0.403* 
SE(2) 3.344 0.750 0.128358 0.387914 0.343739 1.000000 0.395* 0.351* 0.328* 
TYP 
3.521 0.680 -0.015343 0.494137 0.303151 0.394522 1.000 0.638* 0.479* 
SA 
3.603 0.622 -0.049425 0.450777 0.277783 0.351021  1.000 0.495* 
RI 3.168 0.743 0.197696 0.385714 0.403386 0.327776   1.000 
 
According to Table 8.18, TYP is positively correlated to CS with a coefficient 
of 0.494. The table further shows that SE(1) is positively correlated to TYP 
with a coefficient of 0.303 and SE(2) is positively correlated to TYP with a 
coefficient of 0.395. Table 8.18 further shows that CS is positively correlated 
to SE(1) with a coefficient of 0.385. It is also positively correlated to SE(2) with 
a coefficient of 0.388.  
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Table 8.18 indicates that SA and CS have a significant positive correlation 
with a coefficient of 0.451, and that CS is positively correlated to RI with a 
coefficient of a 0.386. 
 
According to Table 8.18 SE(1) is positively correlated to SA with a coefficient 
of  0.278 and SE(1) is positively correlated to RI with a coefficient of 0.403. 
Table 8.18 also shows that SE(2) is positively correlated to SA with a 
coefficient of 0.351. Furthermore, SE(2) is positively correlated to RI with a 
coefficient of  0.328.  
 
(i) Findings on the first set of hypotheses: 
 
Ha1:  There is a relationship between environmental dimensions and the 
comprehensive servicescape within the bus and railway station. 
Tables 8.14 and 8.18 reported a statistically significant positive relationship 
between the environmental dimensions and comprehensive servicescape (p < 
0.001). This means thatthere is a significant positive correlation between the 
environmental dimensions and comprehensive servicescape with a correlation 
coefficient of 0.209. Therefore Ha1 is accepted. 
 
Ha2.1:  There is a relationship between social encounters based on customer 
to customer interaction and the environmental dimensions within the 
bus and railway stations.  
 
Tables 8.16 and 8.18 reported a statistically significant positive relationship 
between the environmental dimensions and social encounter based on 
customer to customer interaction (p < 0.001). This means thatthere is a 
significant positive correlation between the environmental dimensions and 
social encounters based on customer to customer interaction with a 
correlation coefficient of 0.292. Ha2.1 is accepted. 
 
286 
 
 
 
 
Ha2.2:  There is a relationship between social encounter based on customer - 
employee interaction and the environmental dimensions within the bus 
and railwaystation. 
 
Tables 8.17 and 8.18 indicated that the environmental dimensions are not 
significantly related to social encounters based on customer to employee 
interaction (r = 0.08, NS). This means that there is no significant correlation 
between the environmental dimensions and social encounter based on 
customer to employee interaction with a correlation coefficient of 0.128. 
Therefore, Ha2.2 is rejected. The alternative hypothesis is thus accepted. 
 
Ha3:  There is a relationship between typology of travelling shoppers and the 
comprehensive servicescape within bus and railway stations. 
Tables 8.14 and 8.18 reported a statistically significant positive relationship 
between the typology of travelling shoppers and comprehensive servicescape 
(p < 0.000). There is therefore a significant positive correlation between the 
typology of travelling shoppers and the comprehensive servicescape with a 
correlation coefficient of 0.494. Ha3 is accepted. 
 
Ha4.1:There is a relationship between typology of travelling shoppers and the 
social encounters based on customer to customer interaction within the 
bus and railway station. 
 
Tables 8.16 and 8.18 showed that typology of travelling shoppers is not 
significantly related to social encounters based on customer to customer 
interaction (r = 0.07, NS). This means thatthere is no significant correlation 
between typology of travelling shoppers and social encounters based on 
customer to customer interaction with a correlation coefficient of 0.303. h 
Ha4.1 is therefore rejected. 
 
Ha4.2:There is a relationship between typology of travelling shoppers and 
social encounters based on customer-employee interaction within the 
bus and railway stations. 
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Tables 8.17 and 8.18 reported a statistically significant positive relationship 
between the typology of travelling shoppers and the social encounters based 
on customer-employee interaction (p < 0.024). This means thatthere is a 
significant positive correlation between the typology of travelling shoppers and 
social encounters based on customer-employee interaction with a correlation 
coefficient of 0.395. Therefore, Ha4.2 is accepted. 
 
Ha5.1:  There is a relationship between social encounters based on customer 
to customer interaction and the comprehensive servicescape within the 
bus and railway stations. 
Tables 8.16 and 8.18 revealed a statistically significant positive relationship 
between the social encounters based on customer to customer interaction 
and a comprehensive servicescape (p < 0.005). This means thatthere is a 
significant positive correlation between social encounters based on customer 
to customer interaction and the comprehensive servicescape with a 
correlation coefficient of 0.385. Ha5.1 is accepted. 
 
Ha5.2:  There is a relationship between social encounters based on customer-
employee interaction and the comprehensive servicescape within the 
bus and railway station. 
Tables 8.17 and 8.18 reported a statistically significant positive relationship 
between the social encounters based on the customer-employee interaction 
and a comprehensive servicescape (p < 0.008). This means thatthere is a 
significant positive correlation between social encounters based on customer-
employee interaction and the comprehensive servicescape with a correlation 
coefficient of 0.388.Ha5.2 is therefore accepted. 
(ii) Findings on the second set of hypotheses  
 
ha6.1:  There is a relationship between social encounters based on customer 
to customer interaction and repurchase behavioural intention within the 
bus and railway stations. 
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Tables 8.16 and 8.18 reported a statistically significant positive relationship 
between the social encounters based on customer to customer interaction 
and repurchase behavioural intention (p < 0.001). Thus, indicating a 
significant positive correlation between social encounter based on customer to 
customer interaction and a repurchase behavioural intention with a correlation 
coefficient of 0.403. ha6.1 is accepted. 
 
ha6.2:  There is a relationship between social encountersbased on customer-
employee interaction and the repurchase behavioural intention within 
bus and railway stations. 
 
Tables 8.17 and 8.18 reported that social encounters based on customer to 
employee interactionare not significantly related to repurchase behavioural 
intention (r = 0.10, NS). This means that there is no significant correlation 
between social encounters based on customer-employee interaction and 
repurchase behavioural intention with a correlation coefficient of 0.328. ha6.2 
is rejected. 
 
ha8.1:  There is a relationship between social encounters based on customer 
to customer interaction and customer satisfaction within bus and 
railway stations.  
 
Tables 8.16 and 8.18 revealedthat social encounters based on customer to 
customer interactionare not significantly related to customer satisfaction (r = 
0.04, NS). This means that there is no significant correlation between social 
encounter and customer satisfaction based on customer to customer 
interaction, correlation coefficient of 0.278 and therefore ha8.1 is also rejected. 
 
ha8.2: There is a relationship between social encounters based on customer-
employee interaction and customer satisfaction within the bus and 
railway station. 
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Tables 8.17 and 8.18 reported that social encounter based on customer to 
employee interactionis not significantly related to customer satisfaction (r = 
0.10, NS). This means that there is no significant correlation between social 
encounter based on customer to employee interaction and customer 
satisfaction with a correlation coefficient of 0.351. ha8.2 is rejected. 
 
ha9:There is a relationship between the comprehensive servicescape and the 
repurchase behaviour within the bus and railway station. 
 
Tables 8.15 and 8.18 revealed a statistically significant positive relationship 
between the comprehensive servicescape and repurchase behavioural 
intention (p < 0.001). This means that there is a significant positive correlation 
between the comprehensive servicescape and repurchase behavioural 
intention with a correlation coefficient of 0.386. ha9 is accepted. 
 
ha11: There is a relationship between the comprehensive servicescape and 
customer satisfaction within the bus and railway station. 
 
Tables 8.15 and 8.18 reported a statistically significant positive relationship 
between the comprehensive servicescape and customer satisfaction (p < 
0.001). This means thatthere is a significant positive correlation between the 
comprehensive servicescape and customer satisfaction with a correlation 
coefficient of 0.450. Thus, ha11 is accepted. 
 
Two separate sets of linear regression analyses were conducted to test the 
above hypotheses. 
 
 
 
 
 
 
 
290 
 
 
 
 
8.6  CONCLUSION  
In summary, this chapter examined the elements of the empirical evaluation of 
travelling shoppers‟ perceptions on the comprehensive-servicescape within 
the South African retail environment. Each of the fourteen hypotheses was 
examined along with a discussion of the study design and implementation.  
 
The final chapter, Chapter Nine examines the results of the study in greater 
detail and discusses limitations, contributions and areas for future research 
that have been identified and highlighted in this thesis. In addition to 
highlighting many contributions to knowledge and some management 
implications, this chapter also gives a synopsis of the main sample descriptive 
results and the main findings of the perception of travellers on the social 
servicescape of the bus and railway stations in South Africa.  
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 CHAPTER NINE 
 
MANAGERIAL IMPLICATIONS, SUMMARY, CONCLUSIONS AND 
RECOMMENDATIONS 
 
9.1  INTRODUCTION 
The purpose of this chapter is to summarise, provide conclusions and 
recommendations from the empirical findings as reported in chapter eight and 
also to outline managerial implications of these research findings. 
Furthermore, this chapter revisits and considers the observations from 
previous researchers with the objective of providing suitable suggestions. This 
final chapter provides summaries of all the chapters; it presents the 
conclusions of the empirical findings; and also suggests areas for further 
research and discusses the implications and limitations of the study. The main 
objective of this research was to assess the influence of social servicescape 
and the physical environment (comprehensive servicescape) on the behaviour 
of travelling shoppers that frequently visit and participate in shopping at 
various South African bus and railway station retailer outlets. Additionally, this 
study provided empirical information on the relationships that exist amongst 
the characteristics of the South African Park Stations‟ physical retail 
environments, user perceptions and interpersonal encounters.  
 
9.2   SUMMARY OF  OBJECTIVES AND FINDINGS OF THE CHAPTERS 
Chapter One introduced the problem statement and concepts, outlined the 
purpose and objectives of the research (primary and secondary), significance 
of the study and research questions, and hypotheses. Additionally, a brief 
review of literature that is pertinent to this study was considered. 
 
Chapter Two dealt with the retailing environment and the development of an 
attractive shopping environment in major cities of South Africa, which might 
be the source of attraction for travelling shoppers from neighbouring 
countries. The historical background of retailing and current retail markets 
were examined; followed by an in depth analysis of the retailing trends, retail 
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competition in both local and regional markets which South African retail 
businesses participate in. Finally, a brief examination of retail locational 
theories and evolutionary theories was carried out. This provided insights to 
guide the study on retail locational choices and retail format evolutions, and to 
an understanding of the development of the retail industry in South Africa.  
 
Chapter Three reviewed literature on consumer behaviour and analysed 
behavioural trends of travelling shoppers in the South African retail sector, in 
respect of differentiation of retail products, services and segmentation of 
markets which could enhance marketing effectiveness amongst travellers. 
Special attention was paid to factors that motivate road travellers‟ stores 
choices; the type of products they purchase; decision making processes that 
individual and buyer groups go through during the buying process of tourism 
products. Thirdly, this chapter focused on identification, categortravellertion 
and segmentation of shoppers‟ typologies, shopping behaviours and 
preferences of travelling shoppers. Lastly, Behavioural Perspective Model 
(BPM), Social Cognitive Theory (SCT), Attachment Theory (AT) and Theory of 
Reasoned Action Model (TRA) were analysed in order to identify models that 
closely describe the buyer behaviour of travellers in South Africa. Social 
encounters amongst travellers were identified as important drivers of decision 
making; travellers are usually exposed to external stimuli or pull factors 
towards a certain destination through marketing processes or by word-of-
mouth communication with other travellers and agents‟ staff members. 
Chapter Four presents a theoretical overview of the impact of the 
comprehensive servicescape on consumer behaviour. The comprehensive 
servicescape is a synchrontravellertion of the different aspects of the 
servicescape that comprises four dimensions: physical environment, social 
environment, socially symbolic and natural dimensions that shoppers 
experience during a shopping encounter. This model expanded Bitner‟s 
(1992) servicescape model, which adds the natural dimensions to the Bitner‟s 
servicescape model. Additionally, Baker, Grewal, and Voss (2002) and 
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Hightower, Jr. (2010:81) developed a servicescape model with three distinct 
environmental dimensions similar to the above.A positive relationship 
between the business and the consumer creates a loyalty ripple effect for 
service firms, which would be anchored around three key concepts: value of a 
customer, service loyalty, and word-of-mouth communications. 
Chapter Five reviewed literature on the importance of the servicescape in 
influencing positive evaluation of a firm and its contribution to high service 
quality, consumer satisfaction and positive patronage behaviour in the retail 
industry. Upon entering a servicescape consumer‟s satisfaction is based on a 
number of stimuli, which include service quality cues and the organisational 
climate that comprises the quality of the social and physical business 
environment.  This chapter examined the impact of the physical and social 
environment across different services industries. Hightower‟s (2010:84) 
servicescape hierarchical factor structure model was used for analyses of 
servicescapes across different industries. Although different industries 
package servicescape variables (design, ambience and social) differently, 
there are similar outcomes from servicescape studies across different service 
sectors like restaurants, airport servicescape, bus/train station, hospitals, 
banking and sports environment that attract travellers to South Africa.  
 
The purpose of Chapter Six was to design a conceptual model. This model 
and the hypotheses considered in this study were also analysed in detail in 
order to identify the relationships that exist between, the environmental 
dimensions, the social encounters, shoppers‟ typologies, the comprehensive 
servicescape, travellers‟ satisfaction, cognitive dissonance and repurchase 
behaviour of travellers. Based on the literature review that explained the 
influence of the comprehensive servicescape on the travellers‟ shopping 
behaviour, it was hypothesised that there is a relationship between the 
comprehensive servicescape and various variables namely, environmental 
dimensions (Ha1); social encounters (Ha4); and typology of travelling shoppers 
(Ha3). It was also hypothesised that there is a relationship between the social 
294 
 
 
 
 
encounters and:  environmental dimensions (Ha2)and typology of travelling 
shoppers (Ha4) and comprehensive srvicescape (Ha5); as well as, a 
relationship between the social encounters and repurchase behaviour (Ha6); 
social encounters and cognitive dissonance (Ha7); social encounters and 
customers satisfaction (Ha8); relationship between comprehensive 
servicescape and cognitive dissonance (Ha9); repurchase behaviour (Ha10); 
customers satisfaction (Ha11). 
Chapter Seven, presents the methodology and statistical procedures that 
have been used in designing the research and for assessing the theoretical 
model that has been proposed in chapter six. Chapter Seven also dealt with 
sampling, sampling procedures, data collection methods, the research 
instrument, the procedure for design and administration of questionnaires. 
Questionnaire was used to collect data from travellers. This data was 
analysed using quantitative methods (correlations, factor analysis, covariance 
analysis, regression analysis). Quantitative methods were used in line with 
earlier research methods in similar studies.  
A sample of 684 travellers was intercepted and only 300 respondents 
successfully completed the questionnaires, while 384 declined to take part in 
the interviews. Unfortunately eighty one questionnaires had to be discarded 
because they were incorrectly filled out; this led to a 73% response rate. In 
this study the refusal rate of the mall intercept type of survey was high due to 
the pressures of boarding buses to various destinations by the respondents.  
Chapter Eight examined the elements of empirical evaluation of travelling 
shoppers‟ perceptions on the comprehensive-servicescape within the South 
African retail environment. Each of the eleven hypotheses was examined 
along with discussion of the study design and implementation. This chapter 
also gives the main findings of the perception of travellers on the social 
servicescape of the bus and railway station in South Africa.  
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 Conclusions on research problem of the study 
In this study attempts to investigate the following problems were answered by 
both literature review and empirical results: 
 
The gap that exists in the South African literature in respect of the 
influence of comprehensive servicescape on the buyer behaviour and 
hedonic motivation of travelling shoppers. 
 
In this study theory that forms the basis of the influence of social servicescape 
and the physical environment (comprehensive servicescape) on the behaviour 
of travelling shoppers that frequently visit and participate in shopping at 
various South African bus and railway station retailer outlets was provided. 
Additionally, this study provided empirical information on the relationships that 
exist amongst the characteristics of the South African Park Stations‟ physical 
retail environments, user perceptions and interpersonal encounters.  
 
The behaviour of shopping travellers was extensively discussed to provide a 
background of theories and various models concerning shopping behaviour of 
travellers. Through this attempt, clarity on consumer behavioural trends of 
travelling shoppers in the South African retail sector was provided, which may 
assist in differentiating retail products, services and segmentation of markets 
in a way that could enhance marketing effectiveness amongst the travelling 
shopping segment. Special attention was paid to factors that motivate road 
travellers‟ choice of stores; the type of products they purchase and the 
decision making processes that individuals and buyer groups go through 
during the buying process of tourism products. Furthermore, an effort was 
made to focus on how to identify, categorise and deal with the segmentation 
of typologies, shopping behaviours and preferences of travelling shoppers in 
South Africa.  
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In this study an effort was also made to discuss extensively the social and 
physical influences of environments in a retail environment such as that of the 
bus and railway station. The discussion in Chapter Four of this study focusses 
essentially on describing the comprehensive servicescape model dimensions 
which shoppers experience during their shopping encounter.  It furthermore 
indicated the significance and importance of the interaction of service 
employees with the customers in determining the service quality, customer 
satisfaction and the future intention of the customer. In addition this chapter 
emphasised the importance of customer to customer interaction, employee 
customer interaction and perceptiveness to cues within the retail environment, 
which determines whether they actively or passively are involved in the 
shopping encounter. 
 
Since servicescape is the integral part of this study, it is was necessary to pay 
more attention to its importance as a tool that virtually all industries can use 
for presenting the physical environment of their business, which could be 
designed and managed in a manner that would increase service quality and 
satisfaction of the customers. The discussion in chapter five indicated that the 
physical environment or the servicescape is employed as an important 
complement to services and product marketing. Furthermore the discussion 
revealed that the servicescape communicates or markets the business and 
also develops the stores image.   
 
It was therefore possible to build on literature by focussing on the above-
mentioned information to investivage the influence of the comprehensive 
servicescapes as perceived by travelling shoppers within the South African 
retail environment. 
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The apparent lack of facilities that would enhance the servicescape at 
bus and railway stations in South Africa. 
 
The research findings in this study revealed that, travellers perceive the 
servicescape within the bus and railway station as unattractive and lack 
appropriate facilities to qualify as a world class retail environment. 
Furthermore they considered the two dimensions (store image and store 
ambience) of the store‟s servicescape as one comprehensive element of the 
servicescape. This position is supported in literature, where environmental 
psychologists have argued that people respond to their environment 
holistically (which is more than the sum of its individual stimuli), rather than to 
individual stimuli.  
 
The empirical findings revealed that travelling shoppers feel that it is important 
for them to do their shopping from stores that have an attractive front 
entrance, ease of access to car parking area in the bus and railway station. 
The travelling shoppers revealed that although they always find the shops at 
the bus and railway station clean and neat, consumers, expect a certain level 
of ambient environmental conditions to be present.   
 
Retailers need to be aware that generally the store image and the store 
ambience need to meet the challenges of the perceptions, motivations and 
consumer behaviour of travellers within a comprehensive servicescape of a  
retail environment and that customers may always be aware of these 
background elements unless the characteristics are absent or adverse.  
 
The need to manage the travelers waiting time by improving the 
inadequacies of the existing servicescape of retailing and other facilities 
at bus and railway stations. 
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The empirical findings in this study indicate that travelling shoppers are not 
interested in visiting the stores at the bus and railway station for shopping 
based on the following: 
 Merchandise carried by bus and railway station stores is of poor quality 
and unreliable.  
 The surroundings at the bus and railway station are unattractive and 
unpleasant.  
 The bus and railway station stores are congested. Thus,  hasty shopping 
and spending more causes them to not stay longer than they have 
planned to for shopping at the bus and railway station is not beneficial to 
travelling shoppers  
Travellers do not mind short waiting periods, at times this situation might be 
enjoyable. For instance passengers who experience the wait as pleasant and 
who are not bored with the encounters at the station will return to the station 
with greater enthusiasm, van Hagenet al. (2009) support this view.  
 
However, these facilities (stations) are only used for travelling purposes, 
therefore there is a need for improvement in the retail and station facilties 
hence, it would be very difficult to establish repatronage or repurchase actions 
if the environment is not favourable for shopping.  
 
On the other hand, two types of bus and railway station shoppers were 
identified as shoppers that are driven by the bus and railway station 
atmosphere and shoppers who are indifferent towards shopping but due to 
the travel related circumstances and poor infrastructure of the stations‟ 
environment‟, opt to spend their time shopping. 
 
The research findings revealed that shpooing at the bus and railway station  
seems to be driven by traditional needs such as functional and experiential 
motivations as well as travel-related needs such as bus station-atmosphere-
related, and bus station-infrastructure-related motivations. It was difficult to 
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deduce a particular typology of shoppers in this environment, but due to the 
stress related to travelling, passive shopping has been observed amongst 
travellers which are not encouraging shopping behaviour with positive results 
to retailers.  
 
 Conclusion to the research questions of the study  
Research questions Attempts made / resolutions 
 
RQ1: 
Are there any identifiable physical 
cues that can influence and 
enhance positive buying 
behaviour within the bus and 
station retail stores? 
 
 
 
 
 
 
Retail atmospheric cues can generate sets and 
subsets of associations related to attributes, 
benefits, and emotions. Environmental cues 
are everywhere within the retail store and can 
trigger specific emotional results and enhance 
purchasing probability which speak to the 
consumer. This view is supported by Garg, 
Rahman and Kumar (2010). 
 
Before any purchases are made, consumers 
search for familiar cues or indicators, which 
display or confirm the firm's capabilities and 
quality dimensions. Various researchers 
maintained that the physical setting may also 
influence the customer's ultimate satisfaction 
with the service. Bitner (1990); Harrell, Hutt, 
and Anderson (1980) supported this notion.  
 
When consumers are faced with time 
limitations, there is a greater tendency to rely 
on peripheral cues as resources for assessing 
the intrinsic value of a product rather than 
relying on the extensive arguments stimulated 
by an in-store advertisement. More unplanned 
purchases are likely to be made by shoppers 
under peripheral processing, examples of 
these include, visual stimuli such as branding, 
packaging, display aesthetics and location. 
Various researchers support this view (Bitner & 
Obermiller 1985; Petty & Cacioppo 1985).   
 
 
RQ 2: 
 What are the hedonic shopping 
reasons of travelling shoppers 
that pass through the bus and 
railway stations? Chap Three. 
 
 
 
 
Shopping is rated as a social activity, which 
includes hedonic activities like participating in 
browsing, discovering new shops, impulse 
buying, casual conversation and planned/ 
unplanned meeting with other people. This 
notion is supported by Dennis, Jayawardhena, 
Wright & King (2007). 
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The consumer values that are attained from 
the shopping experience are believed to be 
hedonic and utilitarian consumption which are 
important aspects of product performance 
predictions, thus will attract and increase 
consumer behaviour.  This notion is shared by 
Batra & Ahtola (1991).  
 
Travelling shoppers would be more interested 
in retail shops with an environment that 
provides leisure activities, experiential and 
products/services at competitive prices. The 
results of buyer behaviour are very complex, 
hard to generalise and predict with certainty, 
therefore the retailers should apply various 
techniques and methods to gain a full 
understanding of the reasons behind certain 
buying motivations. For instance, purchases of 
goods or services for excitement purposes, 
escapism or hedonic motivations are some-
times performed without planning. Therefore, 
retailers should take time to understand 
consumer motivation and key triggers that lead 
to purchase activities by travellers. Wood 
(2005) supported this view. 
 
 
RQ3: 
Is there any identifiable typology 
of travelling shoppers within the 
bus and railway station? Chapter 
Three. 
 
 
 
Various consumer typologies have been 
created and developed by retailers and 
marketers in an effort to have a full 
appreciation and understanding of the types of 
products tourists shop for, what drive and 
motivate shoppers and their behaviours and 
experiences in relation to shopping and 
purchasing products.  
 
Based on the types of typologies, the focus of 
this study was on two types of shoppers; 
serious shoppers and casual shoppers, who 
buy little or nothing at all but continue to 
browse or visit retail outlets in passing time, 
especially at bus and railway stations. All these 
shoppers, as tourists, are motivated by both 
utilitarian and affective needs but their levels of 
participation in the shopping processes differ 
significantly due to the context, internal drive, 
and type of needs and personality of the 
tourist.  For example, some travellers come to 
South Africa purely for utilitarian purposes, that 
is, to purchase goods and services that are 
available at competitive prices or that may not 
be available in their home countries. The 
proponents of this notion are the following: 
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Littrell et al. (1994) and Moscardo (2004). 
 
RQ4: 
Does travelling have an influence 
on the shopping motives, and 
behaviour of shoppers and the 
perception of service quality as 
provided by store employees?  
 
 
The model by Moutinho (1987) assumes that 
travelling shoppers have the capacity for 
receiving and handling large quantities of 
information from the external environment, can 
undergo pre-purchase search and evaluation 
of the tourism products. This information is 
subsequently transformed by cognitive pro-
cesses into attitudes and intentions that 
determine purchase behaviour, shopping and 
future purchase intentions.  
 
These assumptions may be right for some 
durable and expensive products that need 
detailed evaluation before a purchase is made, 
but for goods bought on a daily basis for 
example groceries, such details may not be 
useful. 
 
Travelling shoppers for example, while in 
South Africa will most probably seek hedonic 
or utilitarian values depending on their 
orientation and the level of involvement in the 
shopping experience. Some of the shoppers 
that make regular trips to South Africa to 
experience the shopping environment and 
because of this activity their travel behaviour 
would most likely be more predictable than the 
travel behaviour of familiarity seekers.  
RQ5: 
Do the attitudes, perceptions and 
mere presence of other shoppers 
/ travellers influence the buyer 
behaviour of travellers? 
Some cues within the retail services 
environment influence consumer‟s 
cognition,emotion and behaviour. Argo, Dahl, 
and Manchanda (2005) stressed that in a 
consumption context the mere presence of 
another person has a significant influence on 
consumers. A non-interactive social presence 
influences consumers‟ emotions, cognitive 
performance and behaviours, for 
instance,when consumers feel lonely, 
emotionally low or, want to kill time they 
participate in some form of shopping, and in 
the course of these activities social contacts 
are casually made in retail stores. Also, the 
mere presence of other shoppers facilitates 
adoption of particular shopping behaviour, 
which might be negative in nature, because it 
may lead to imitation, impulsive shopping 
behaviour, or leaving out one‟s preferred 
product as a result of buckling from social 
pressures. 
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RQ6: 
Does susceptibility to emotional 
contagion from frontline staff have 
an impact on perceived service, 
satisfaction and improvement in 
the store environment? 
 
 
Emotional contagion between staff and 
consumers influences shoppers‟ attitude‟s 
towards products, satisfaction and repurchase 
intentions of a consumer. Howard and Gengler 
(2001); Tsai (2001) and Homburg and Stock„s 
(2004).  
 
Therefore, the frontline employee‟s initial 
encounter with the customer triggers positive 
feelings towards each other, then this 
encounter would prompt the establishment of a 
business relationship.  
 
Tsai and Huang (2002) and Ashforth and 
Humphrey (1993:88-89) stated that staff‟s act 
of expressing socially-desired emotions during 
service transactions has an influence on 
customer in-store emotional responses and 
behavioural intentions in retail environments. 
 
 
RQ7: 
Is there any positive relationship 
between social density and buyer 
behaviour of travelling shoppers 
within bus and railway station 
retail environments?  
 
 
 
Travellers have become especially concerned 
not with just being there but with participating 
in shopping trips, learning the new shopping 
environments, moreover, travelling has 
become a means of finding personal fulfilment, 
identity enhancement and self-expression. The 
shopping traveller usually searches for unique 
shopping experiences, new challenges, new 
products, and multi-entertainment in the form 
of action, emotion and (aesthetic) adventures 
which can be attained through the shopping 
experience that is different from the home 
country.  
 
This view is supported by Pine & Gilmore 
(1998) as well as Cho and Fesenmaier (2001). 
Knowledgeable and friendly staff can assist 
customers and enhance their overall service 
experience. Interaction with other customers 
can also make an important contribution. The 
impact of the physical environment on 
customer evaluation of the service is related to 
the symbolic nature of environmental cues.   
 
Consumers‟ mood and feelings affect retail 
related appraisal and outcomes among many 
underlying emotional dimensions such as 
pleasure, excitement, pride, and anger. 
Dawson, Bloch, and Ridgway (1990) 
supported this view.  
In a stressful environment the presence of 
others seems to influence performance in both 
positive and negative ways. Bus and railway 
station environments are usually stressful to 
travellers due to the effect of overcrowding and 
induced competition for bus and rail 
transportation services. 
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RQ8: 
What is the level of influence of 
retail staff and bus and railway 
station staff on the service 
evaluation, customer satisfaction, 
post purchase doubt and 
repurchase intention of 
travellers? Chapter Four. 
 
 
 
The perceptions of customers on employees‟ 
performance were found to be an important 
driver of customer satisfaction.  
The performance of the boundary spanner is 
determined by the working conditions and the 
work environment; if the worker is happy there 
would be a spill over effect on the evaluation 
and customer satisfaction (Mindak & Folger 
1990:1).  
 
The attitudinal and behavioural responses of 
customers and contact staff are the primary 
determinants of customers‟ perceptions of 
service quality (Hartline & Farrell 1996:62).  
 
Bitner et al. (1990) reported on the outcome of 
friendly employee behaviour when dealing with 
customers that make them feel comfortable. 
 
Inter-personal relationships are important 
within the service environment. They are 
referred to as the opportunity for customers to 
affiliate with other individuals during the retail 
social exchange. Also social exchange 
relationships in the retail environment evolve 
when the individual who supplies rewarding 
services to another obligates him to discharge 
this obligation, the second (retail staff) must 
furnish benefits to the first (customer) in turn. 
This view is supported by Odekerken-
Schröder et al. (2001:310). 
 
Different social, psychological and physical 
conditions found within the service settings 
have effects on the shopper‟s satisfaction and 
evaluation of the service experience.  
 
 
 
9.3 MANAGERIAL IMPLICATIONS AND EMPIRICAL FINDINGS OF THE STUDY 
According to the variables depicted in Figure 9.1 there are at least fourteen 
major influences on the perceptions of travellers on the comprehensive social 
servicescape. These influences are classified into five dimensions, that is: the 
environmental dimensions; typology of travellers; the social encounters based 
on customer-employee interaction (2); social encounters based on customer 
to customer interaction (1); customer satisfaction and intention of repeat 
purchase. 
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FIGURE 9:1   EMPIRICAL EVALUATION OF THE PROPOSED 
INFLUENCES AND OUTCOMES OF PERCEPTIONS OF 
TRAVELLERS ON SOCIAL SERVICESCAPE 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
9.3.1 The empirical findings and implications based on the perceptions 
of travellers towards environmental dimensions of comprehensive 
servicescape 
 
As indicated in Chapter One, the environmental dimensions of the 
servicescape comprise store image and store ambiance, which are important 
variables of the comprehensive servicescape of the bus and railway stations. 
The travellers perceive the servicescape within the bus and railway station as 
unattractive and lack appropriate facilities to qualify as world class retail 
environments. Furthermore they considered the two dimensions (store image 
and store ambience) of the store‟s servicescape as one comprehensive unit of 
the servicescape. This position is supported in literature, where environmental 
psychologists have argued that people respond to their environment 
holistically (which is more than the sum of its individual stimuli), rather than to 
individual stimuli.  
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Consumers therefore, expect a certain level of ambient environmental 
conditions to be present and may be unaware of these background elements 
unless the characteristics are missing or adverse.  
 
 Store Image 
It is believed that the positive perception of the retail servicescape is 
influenced by the image of the store, since the store also has an image of its 
own. In this study, it was hypothesised that there is a relationship between 
environmental dimensions and comprehensive serviscape within the bus and 
railway station. The empirical findings reveal that travelling shoppers feel that 
it is important for them to do their shopping from stores that have an attractive 
front entrance, ease of access to car parking area in the bus and railway 
station. The travelling shoppers reveal that they always find the shops from 
the bus and railway station clean and neat.   
 
 Store Ambience  
Ambient elements are intangible background characteristics such as 
temperature, lighting, colour, noise, music, and scent that tend to affect the 
non-visual senses and may have a subconscious effect on the shopper. The 
empirical results of the study indicate that travelling shoppers believe that 
tranquillity within the bus and railway station creates a pleasant shopping 
ambience.  They also express that the temparatures inside the bus and 
railway station are usually comfortable.  
 
Although the empirical results support the contention of the positive 
relationship between the environmental dimensions and the comprehensive 
servicescape within the retail environment at the bus and railway station, it 
can be concluded that the image of the retail stores within the bus and railway 
station did not have an influence on the shopping behaviour of travellers.  
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The research findings showed that travellers do not see the difference 
between store image and the store ambience; the two dimensions seem to 
mean the same to them since they are the same side of a coin, which is the 
total environment. The bus and railway station environment should be 
improved to render satisfaction to both the shopping and the travelling 
commuters.   
 
9.3.2 The empirical findings and implications based on the perceptions of 
travellers towards social encounter dimensions of the comprehensive  
servicescape 
 
Customer to customer interaction and direct encounters between employees 
and travellers has an influence on the service encounters amongst travellers 
and the level of satisfaction they have on the comprehensive servicescape. 
 
 Social Encounters- Employees Interaction with Travellers 
Service encounters refer to the phase or moment in time, in which a shopper 
interacts with a service and the service staff. The quality of these encounters 
is important for the retention and satisfaction of customers. 
 
The empirical results of the study indicate that a significant positive correlation 
between social encounters based on customer to employee interaction and 
environmental dimensions. The research findings reveal that, travelling 
shoppers feel that bus and railway station stores‟ staffs have specialist 
knowledge on the product they sell. However, they feel that the bus and 
railway station stores are painted in dull colors, thus the outer appearance of 
the stores is not attractractive to induce favourable shopping behaviour.   
 
The empirical results of the study indicate that a significant positive correlation 
between social encounters based on customer to employee interaction and 
the comprehensive servicescape. The research findings in this study indicate 
that travelling shoppers maintain that bus and railway station staff is always 
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available to help anyone shopping within the bus and railway station retail 
environment. Furthermore, travelling shoppers perceived the visual display of 
stock as unattractive and needs a personal touch of the presence of staff. 
Travelling shoppers also perceive the bus and railway station staff as friendly 
towards patrons. These results received considerable attention in the 
marketing literature and practice in recent years. 
 
The study indicated that a significant positive correlation between social 
encounters based on customer to employee interaction and typology  
 
The empirical findings of the study indicate that travelling shoppers are not 
interested in well-displayed goods when they are doing their shopping at the 
bus and railway station. However, they feel that the presence of the frontline 
staff will assist patrons who need help during their shopping. This means that, 
getting assistance from staff save the travelling shoppers time when they are 
shopping. 
 
 Social Encounters- Customer to Customer Interaction 
Service consumption, such as travelling by road or plane frequently entails the 
involvement of other travellers within the service environment. The literature 
study revealed that human behaviour and judgements are affected by the 
actual, imagined or implied presence of others in a service encounter. In this 
study there is a significant positive correlation between social encounters 
based on customer to customer interaction and a comprehensive 
servicescape. The research findings in this study reveal that travelling 
shoppers enjoy window shopping while talking to frontline staff at the bus and 
railway station stores. The empirical findings of the study further indicate that 
the presence of other people always give travelling shoppers joy when they 
are shopping at the bus and railway station stores. Additionally, travelling 
shoppers always feel friendly and talkative to others around them when they 
are shopping at the bus and railway station. 
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9.3.3 The empirical findings and implications based on the perceptions 
of travellers  towards typology of travellers and dimensions of the 
comprehensive servicescape 
 
The study indicated that there is a significant positive correlation between 
travelling shoppers‟ typology and the comprehensive servicescape of the bus 
and railway station.  
The empirical results of the study indicate that travelling shoppers do not 
enjoy shopping at the bus and railway station stores, these stores are 
congested. The research findings in this study also reveal that hasty shopping 
is not beneficial to travelling shoppers at the bus and railway station. 
Furthermore, travelling shoppers do not constantly make a purchase each 
time they visit the bus and railway station. Although travelling shoppers are 
closer to the transport terminus, they avoid buying bulky goods from the bus 
and railway station stores.   
 
The bus and railway station shopping seems to be driven by traditional needs 
such as functional and experiential motivations as well as travel-related needs 
such as bus station-atmosphere-related and bus station-infrastructure-related 
motivations. It was difficult to deduce a particular typology of shoppers in this 
environment, but due to the stress related to travelling, passive shopping has 
been observed amongst travellers. Therefore, two types of bus and railway 
station shoppers can be distinguished, (a) mood shoppers, those driven by 
the bus and railway station atmosphere and (b) the apathetic travelling 
shoppers, who are indifferent towards shopping but due to the travel related 
circumstances and poor infrastructure of the stations‟ environment‟, opt to 
spend their time shopping. These types of travellers are also identified in the 
airport situation. Studies showed that men are more likely to belong to the 
apathetic and mood shopper category, while females belong to the shopping 
lovers cluster. It is significant that the female population in this study 
outnumbered that of the males.  
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9.3.4 The empirical findings and implications based on the perceptions 
of travellers towards customer satisfaction with the compre-
hensive servicescape 
 
Customer satisfaction is a result of high quality services and a continual 
relationship between a shopper and a retail firm. This results from a 
exceptionally high quality customer experience. Furthermore, the customer 
experience encompasses the total experience, including the search, 
purchase, consumption, and after-sale phases of the experience, and may 
involve multiple retail channels.   
The study indicated that there is a significant positive correlation between the 
comprehensive servicescape of the bus and railway station and customer 
satisfaction.  
 
The empirical findings in this study indicate that travelling shoppers perceive 
merchandise that is found within the bus and railway station stores, as of poor 
quality and unreliable. Futhermore, they are always dissatisfied with the items 
that they purchase from the bus and railway station. Travelling shoppers also 
perceive the surroundings at the bus and railway station as unattractive and 
unpleasant.  The research findings further reveal that travelling shoppers will 
not recommend retail stores found within the bus and railway station.   
 
9.3.5 The empirical findings and implications based on the perceptions 
of travellers towards customers’ repurchase intentions within the 
comprehensive servicescape 
 
The study indicates that there is a significant positive correlation between the 
comprehensive servicescape of the bus and railway station and repurchase 
behavioral intention.  
 
The empirical findings in this study indicate that travelling shoppers are not 
interested in visiting the stores at the bus and railway station for shopping, will 
seldom buy from the stores whenever they visit the bus and railway station. 
Travelling shoppers are reluctant to spend more than they planned or to stay 
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longer than they have planned for shopping at the bus and railway station.  
Furthermore, travelling shoppers will never recommend the bus and park 
station retail environment because of its unattractive retail stores and their 
sorroundings. 
On the other hand, travellers do not mind short waiting periods; at times this 
situation might be enjoyable. Short periods of waiting at stations allow 
passengers to change trains or buses and may be to undertake 
miscellaneous activities such as drinking coffee or buying newspapers. 
Passengers who experienced the wait as pleasant and who were not bored 
with the encounters at the station will return to the station with greater 
enthusiasm, (van Hagen et al. (2009:21-22).  
 
However, in a stressful environment the presence of others seems to 
influence performance in both positive and negative ways. Bus and railway 
station environments are usually stressful to travellers due to the effect of 
overcrowding and induced competition for bus and rail transportation services. 
 
Crowding is found in various service environments ranging from a retail store 
to a sporting event especially in a bus and railway station setting, which can 
inhibit patronage or encourage repeat purchase.  Thus, crowding could 
restrict or interfere with individuals‟ goals and might influence a shopper not to 
visit the crowded aisle and not to purchase the planned item. Underhill (2009) 
believed that as a result of the „butt-brush‟ effect, the consumer could 
abandon the crowded area and search for particular products or services. 
 
The travelling shoppers feel strongly that the shopping environment of the bus 
and railway station is not conducive to shopping; hence it would be very 
difficult to establish repatronage or repurchase actions within the shops 
located at the bus and railway stations. These facilities (stations) are only 
used for travelling purposes; therefore there is a need for improvement in the 
retail and station facilties in order to increase shopping activities within this 
servicescape. 
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9.4 RECOMMENDATIONS FOR IMPROVED SERVICESCAPE 
MANAGEMENT 
 
 Environmental dimensions 
In this study the environmental dimensions of the servicescape consists of 
two elements, the ambience and the stores image. However, the travellers 
perceive the servicescape within the bus and railway station as unattractive 
and lack appropriate facilities to qualify retail environment and considered the 
two dimensions (store image and store ambience) of the store‟s servicescape 
as one comprehensive unit of the servicescape. 
 
Retailers need to be aware that generally consumers expect a certain level of 
ambient environmental conditions within a comprehensive servicescape of a  
retail environment to be present and may always be aware of these 
background elements unless the characteristics are absent or adverse. 
Therefore the store image and the store ambience need to meet the 
challenges of the perceptions, motivations and consumer behaviour of 
travellers like any other consumer.  
 
Store image helps to determine the shopping motivation and buying 
decisions, it portrays important images and choices that customers attach to 
the retailer‟s physical environment. Store image, as the mental picture of a 
particular shop also forms the basis for continual store patronage. The 
product mix, product quality, pricing, store location, physical facilities, and 
customer service determine the store‟s image.  
 
The retailers need to be aware of the importance of the three dimensions of 
store image that are recommended by various researchers: 
The affective (pleasure-displeasure and arousal-non-arousal) dimensions of 
the store image comprise the feelings of the consumer about the store. The 
second dimension, the store‟s ambience covers the general atmosphere of 
the store, which is both physical and intangible in nature. The ambience plays 
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an important role in customer satisfaction. The aesthetic aspects of a service 
environment plays a key role in customer satisfaction, as these services may 
or may not have employees present, and consequently those services depend 
upon the customer‟s capacity to interact with the facility for consumption 
experience. 
Creating an appealing store image that speaks to one‟s customer segment is 
important for retailers in order to attract customers. A favourable store image 
is not only a competitive advantage; customers are also prepared to pay more 
for the products. Thus, a positive image of the store attracts customers to it 
and the success of the business affected by the strength of the image of the 
store and its merchandise. Creating a pleasant and stimulating store 
environment has an impact on the time and money spent in the store. 
 
Retailers trade in the bus and station retail environment, and the town 
planners, need to improve the ambient conditions of this comprehensive 
servicescape.  Ambience is recommended by various researchers such as 
Lovelock & Wirtz (2007).  These are characteristics of the environment that 
pertain to the five senses of individuals and are perceived by customers both 
separately and holistically. The ambient elements are: music, lightning, color, 
scents or smells, sounds such as music and noise, temperature. Retailers 
need to focus on the following to improve the servicescape of the bus and 
railway stations: 
 
 Playing music in the (service) environment adds a favourable feature to a 
product, and the outcome is potentially a more positive evaluation of the 
environment. Customers would therefore have a more favourable 
evaluation of a store‟s environment compared to a store environment 
without music. In a restaurant environment, music is more easily 
controllable than other physical elements and relatively inexpensive.  
 Background music can be changed by varying its volume, genre (classical 
or jazz), and tempo (slow to fast) based on the customer preferences.  
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 The type of lighting in an environment could directly influence an 
individual‟s perception of the definition and quality of the space, influencing 
his/her awareness of physical, emotional, psychological and spiritual 
aspects of the space. The in-store lighting has a significant impact on 
various aspects of shopping behaviour. The brighter lighting influence 
shoppers to examine and handle more products and this will lead to a 
positive impact on sales or more time spent in the store.  
 Retailers know that scent (an atmospheric cue) can have an impact on a 
consumer‟s desire to make a purchase. For instance, diffusing ambient 
scents in a store can have an affective (pleasure), cognitive (evaluation of 
time spent, general evaluation of store) and behavioural (presence time) 
response from customers.  
 Other researchers also found that colour has a strong influence on buying 
intentions and actual purchases. Warm colors encourage fast decision 
making and are best suited for impulse purchases and cool colors are 
favoured when consumers need time to make high involvement purchase 
decisions.  
 
Retailers should acknowledge the existence and the importance of the 
external and internal elements of the retail environment that captures the 
movement of shoppers from the external to the interior of the retailscape. This 
is referred to as store layout by researches such as (McComish & Quester 
2005:71).  Lin (2004); Turley and Milliman (2000). 
 
This study has shown that the customer‟s desire to visit and extend their stay 
at particular shopping districts and tourist destinations needs to be induced 
and enhanced by authorities that participate in the creation of a comfortable 
yet exciting shopping experience. This notion is supported by various 
researchers such as Jones (1999), Lin (2004) and Yuksel (2004). 
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 Comprehensive serviscape 
The comprehensive store servicescape is the most important construct that 
shapes the customers‟ feeling, thinking and acting. Therefore, the customers‟ 
first impression of the physical and social environment is likely to be 
generated by what they are exposed to, offered and can utilise in that 
environment. This is supported by Turley and Milliman (2000) as well as 
Wakefield and Baker (1998).  
 
Customer patronage to particular places is necessitated and attracted by 
perceived freedom from safety concerns, favourable climate, a high potential 
for social interaction, and a large selection of merchandise. Increased time 
spent in the store, high levels of spending, unplanned purchasing and 
increased store patronage are influenced by positive emotions that are 
evoked by attractive shopping stores within a retail environment. This notion is 
supported by Jones (1999). 
 
Therefore, comprehensive servicescape needs to meet the expectations of 
customers in terms of the facilities and quality of service available to them to 
be able to engage in shopping activities. 
 
Town planners should effectively plan and design all bus and railway stations 
in a manner that will make travelling efficient and experiential since 
consumers choose shopping environments for the pleasantness and the 
atmosphere rather than the products they sell. Travelling shoppers are usually 
short of time, therefore observable and familiar cues from the store 
environment assist in quickening their shopping decision making processes. It 
is therefore important for retail shops within the bus and railway stations to 
provide cues that convey confidence trust and also arouse interest of 
travelling shoppers. 
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 Social ecounters 
Service encounters are created and consumed concurrently and they involve 
interactions between a customer and employee who have unique needs, 
emotions and expectations. Various researchers support this definition 
Ashforth and Humphrey (1993) and Pine and Gilmore (1999). 
 
Experiential marketing is important in creating and maintaining strong and 
sustainable relationships with one‟s customers, therefore retailers need to go 
beyond producing consumer metrics only and focus on the provision of 
experience-based value (Steigelman 2000).  
 
Price, Arnould and Tierney (1995) considered social interaction between a 
consumer and the retail staff to be very important during the service provision 
because they influence subsequent service intentions and outcomes, such as 
customer loyalty.  
 
Hirschman and Holbrook (1981) maintained that focusing only on the 
utilitarian approach may be too narrow, which leaves out the hedonic values 
embedded in the consumption experience. It is important to analyse decision 
making and motivation in a shopping context from both the experiential and 
utilitarian perspectives which include both the tangible outcomes and 
intangible/affect responses from a consumption experience. 
 
Travellers have a need of service employees, for instance, frontline staff that 
would project a sense of comfort (reassurance) because large numbers of 
travellers cause feelings of unease, insecurity, fear or excitement to the 
individual. Travellers/tourists prefer environments that are secure, pleasing, 
interesting and socially comfortable.  
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Therefore, service staff need to play a very important role in influencing the 
nature of the service encounter relationship. Social comfort is derived from 
those feelings that customers experience from the social interaction with a 
service employee, which can result in feelings of anxiety or relaxation.  
 
Frontline employees have frequent contact with customers; they have a 
boundary spanning role in the firm. An accurate understanding of customers 
by an employee allows him to adjust appropriately to consumer needs. It is 
important for retailers to establish social variables which are most important in 
influencing positive outcomes such as customer satisfaction and repurchase 
behavioural intention within the comprehensive servicescape.  
 
The service encounter situation provides an opportunity for individuals to 
observe and learn the behaviour of other people through ongoing interactions.  
Personalisation in the context of service delivery can greatly influence 
customer perceptions of service quality. Heskett, Sasser and Schlesinger 
(1997) are proponents of this view. This means that, retailers can use different 
techniques and methods to achieve customer satisfaction through integration 
of customer loyalty systems, control systems, organisational needs, employee 
motivations, and the development of relationships between customers, 
employees and management.  
 
Sociability, awareness, consideration, courtesy, receptiveness, honesty, 
kindness and appreciativeness are important behaviours which staff members 
should learn.  
 
The service encounter or the „moment of truth‟ when the customer interacts 
with the firm and these service encounters can also become an integral part 
of the image that the customer has of the firm and, in turn, will play an 
influential role in determining the success of the firm as a result of future 
customer relationships. Bitner (1990); Bitner, Booms & Tetrault (1990) & 
Bitner, Booms and Mohr (1994:95) concur with this view.  
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Retailers need to pay attention to the physical attractiveness of frontline staff, 
which can be in the form of good looks, dress or any other natural traits of an 
individual person or group, race, or type of people portrays some levels of 
assurance, confidence and efficiency. The physical attractiveness or social 
cues of the frontline staff during the service encounter with customers can 
greatly enhance the service experience and serve as motivation for approach 
behaviour. This can also be used as elements of an organisation's marketing 
culture which may be observed by customers from the appearance of staff. 
Bitner (1992), Lovelock & Wirtz (2007) and Baker (1987:81) supported this 
view.  
 
Retailers and marketers need to be aware that the presence of other 
shoppers facilitates shopping activities by creating a social environment that 
motivates or de-motivates shopping of other patrons.  
Customer to customer interaction has an influence on the decision making 
processes, selection of stores, and types of goods or services to be 
consumed. However, it is important for the retailers to note that social 
relationshipsdevelop between any two individuals of a social unit when they 
interact repeatedly with one another and each interaction may affect what 
happens in the subsequent encounters. This notion is supported by Hinde 
(1983) and Sterck et al. (1997). The bus station environment and the 
shopping environment induce the formation of a social unit (shopping teams) 
because of continual interaction between passengers as they wait for buses 
or as they continue to make collaborative shopping trips to South Africa.  
 
 Typology of travelling shoppers 
Various consumer typologies have been created and developed by retailers 
and marketers in an effort to have a full appreciation and understanding of the 
types of products tourists shop for, their drive and motivation for shopping and 
their behaviours/experiences in relation to shopping and purchasing products.  
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Littrell et al. (1994) and Moscardo (2004) have identified varying degrees of 
seriousness in relation to shopping from the perspective of shopping 
behaviours and motivations, which range from a continuum of 
serious/passionate shoppers to casual shoppers who buy little or nothing at all 
but continue to browse or visit retail outlets as a way of passing time, 
especially at bus and railway stations.  
 
The focus of this study was on two types of shoppers who are serious 
shoppers and casual shoppers. All these shoppers, as tourists, are motivated 
by both utilitarian and affective needs but their levels of participation in the 
shopping processes differ significantly due to the context, internal drive, and 
type of needs and personality of the tourist.  
 
Retailers need to understand that some types of shoppers, shop because of 
the novelty a new environment creates, to fulfil utilitarian needs, purchase 
gifts for people at home, utilise excess time, to socialise and spend time with 
friends, just to relax, or simply out of sheer love of shopping in general.  This 
notion is supported by numerous researchers (Kim, Timothy & Hwang 2010; 
Anderson & Littrell 1995; and Snepenger 1987). 
 
The relationships between types of trips, primary activities during tour, and 
type of shopping engaged in are critical in identifying shopper typologies and 
their basic needs (Carmichael & Smith 2004). 
 
 Customer satisfaction and repurchase behavioural intention 
Retailers should be aware that the value of a good or service is dependent on 
its role in creating a consumption experience, which would result in 
satisfaction or dissatisfaction with the offering.  
 
A pleasant atmosphere enhances positive emotions and increases unplanned 
shopping, and also assists in the attainment of consumer goals. For instance, 
consumers consistently choose shopping centres for the pleasantness of their 
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atmospheres rather than the goods they carry. Spies et al. (1997) supported 
this view. This means that retailers need to effectively plan and design the 
environment from which their services are provided. Without that some mall 
environments will be visited by shoppers, thus repurchase behavioural 
intention will decrease. 
 
The atmosphere plays a significant role in development of the store‟s image, 
which reflects the store‟s mood, service quality, product quality and price. 
Therefore, both tangible and intangible components of the servicescape are 
crucial in creating a memorable service atmosphere. Turley & Milliman (2000) 
supported this notion. 
 
A well planned and attractive interior design of a store can enhance customer 
attention, decrease customer‟s pessimistic perception of a store and 
encourage making a purchase, thus meet customer expectations, attract 
customers and increase repurchase behavioural intention. This view is 
supported by other researchers such as Davies and Ward (2002). 
 
Crowding has a negative impact on customer satisfaction and customer 
retention, therefore it is important for bus and railway station designers to 
develop infrastructures that will minimise congestion, attract repurchase and 
re-patronage intentions.  
 
Since, travellers at bus and railway station waiting rooms form a temporary 
community, the stations‟ servicescapes should offer entertainment, relaxation 
through architectural designs and commercial services that can make 
travellers‟ journeys memorable and experiential.  
 
The bus and railway station is a special service environment, because of 
passengers‟ pre-occupation with time. However, lengthy waiting times may be 
frustrating and unacceptable to passengers. Since it is difficult to eliminate 
waiting moments or reduce them where public transport systems are 
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concerned; passengers spend the largest part of their time waiting on 
platforms. It is therefore recommended to make the waiting environment and 
conditions pleasant by deploying screens at all platforms with entertaining 
information that could change the perceptions of waiting too long. 
 
Transport managers and station managers should plan and work together to 
provide service of quality throughout the transport system so that passengers 
will avoid switching to other modes of transport.  
 
9.5 CONTRIBUTION OF THE STUDY  
 
The findings of this study have contributed to the literature on the behaviour 
and perceptions of travellers that participate in shopping at retail 
environments like the bus and railway stations in South Africa as no similar 
study has been attempted before.   
 
Authorities have to participate in the creation of a comfortable yet exciting 
shopping experience.  
 
Through the findings of this study, the South African retailers and marketers 
can understand the shopping typology of travellers. Thus, the retailers‟ 
marketing tactics and strategic approaches could be based on the 
identification and satisfaction of the different needs of these consumers. 
 
Secondly, this study has evoked the impact of bus and railway station 
infrastructural design and social servicescape on internal/local travellers in 
South Africa because the needs of the foreign travellers seem to differ from 
those of South African surface travellers. 
 
Thirdly, A well designed bus and railway servicescape can contribute to 
luxurious travel, an increase in business at the bus and railway station 
business environment and customer satisfaction with the transport system 
and the retail environment generally, in the country. 
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Lastly, this study could provide researchers with an opportunity of assisting 
local authorities by taking the initiative in investigating the influence of bus and 
railway station infrastructural design in eliciting or reducing road tourists in 
South Africa. 
 
According to Wakefield and Baker (1998) even though tourist shopping is of 
great psychological, economic and social value, research on aspects of the 
retail business and its related variables like shopping behaviours, tourist 
responses to shopping cities like Johannesburg and ways to improve their 
retail patronage is limited. Therefore, this study, provides an opportunity for 
retailers to focus on store patronage intentions by travellers within the bus and 
railway stations, other than particular shops, malls, tourism districts and 
countries. This means that this is an opportunity to carry out an investigation 
on how to improve the servicescape and what motivates this market segment 
to patronise these stores from this retail environment.   
 
9.6 LIMITATIONS OF THE STUDY AND FUTURE RESEARCH 
The respondents were intercepted for questioning while rushing to embark 
their bus or train at the station. The resultant lack of time is the foremost 
limitation to obtaining the cooperation of travellers to fill out the questionnaires 
or to answer research questions. Although some travellers agreed to 
participate in the survey, there were some limitations such as, time and the 
anxiety of missing their bus/train which hindered the process.   
 
The second limitation of the study was the lack of indiscriminate validity of 
some of the vital dimensions used in the study.  Some of the items used as 
instruments to measure these dimensions did not measure what they were 
expected to measure.  As a result variables of the “cognitive dissonance 
intentions” of travellers were deleted from the study. 
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Regarding store image and ambience it was challenging that some 
respondents/travellers could not differentiate between the attributes of the 
environmental dimensions. These dimensions were all interpreted by the 
respondents as atmospherics of the comprehensive servicescape of the bus 
and railway station. 
 
The ANOVA statistical analysis results of the respondents‟ demographic 
profile were extraneous.  
 
For practical reasons, the study was confined to only a major bus and train 
station, the Johannesburg Park Station instead of a wide variety of stations 
that are located in big towns and cities of South Africa, however this study can 
be replicated in other bus and railway stations in future. 
 
Further research is also required with regard to influence of travelling on 
shopping behaviour: 
 
Firstly, further investigation can be carried out regarding a comparative study 
on the impact of road and sea travel on shopping behaviour within the South 
African environment.  
 
Secondly, an investigation can be carried out on the significance of 
demographic and geographic parameters of segmentation to identify the 
travelling consumers with different shopping orientations and other important 
consumer characteristics. This will assist the retailers to develop an 
understanding of the market they should be focusing on.   
 
It is also suggested that a comparative study could be undertaken in the 
SADC region where bus and railway stations are a major feature to a large 
number of travellers. 
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9.5   CONCLUSION 
In conclusion, the empirical findings can be summarised as follows: the social 
encounters within the comprehensive servicescape positively influence the 
perception and satisfaction of the travellers due to the interaction with both the 
employees and other travellers at the station. The presence of others, within 
the bus and railway station has an impact on service evaluation and customer 
satisfaction. 
 
There should be improvement, scripting and imitating of each other‟s service 
quality amongst the retail staff and those staff members that operate within 
the station since they are considered as one entity by the travellers.  Positive 
perceptions of travellers can be enhanced by improving the comprehensive 
servicescape of the bus and railway stations which respondents considered to 
be deplorable. The travellers do not see a difference between the store‟s 
image and the store‟s ambience; improving it could positively contribute to the 
satisfaction of travellers.  
 
Therefore, a comprehensive servicescape needs to meet customers‟ 
expectations regading the facilities and quality of service, to be able to 
engage in shopping activities in the bus and railway retail environment.  
 
In this study importance of the social aspects of the environment are 
emphasised regarding the environmental effects on buyer behaviour and 
perceptions of shoppers and social interaction within a comprehensive 
servicescape. For instance, the exterior and interior environment of a store 
has an effect on customers‟ patronage behaviour as it can be used to 
influence consumers‟ mood in both service encounters and point-of-purchase 
situations. Town planners should also provide the appropriate direction in 
positioning the retail stores and any other services to be provided at bus and 
railways stations.  
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Lastly, the servicescape of the bus and railway station does not induce 
shopping typology amongst travellers, this centred on the dissatisfaction that 
travellers have with the station‟s servicescape. This study examined the 
shopping behaviour of travellers through an analysis of the typology 
(purchasing orientation) and the factors that satisfy travellers, while shopping 
at bus and railway stations. Analysis of the behaviour of travellers provided a 
better understanding of their consumer needs. The multiplicity of travellers 
requires retailers to identify groups of travellers with homogeneous 
characteristics and behaviours and try to adjust their offerings to the needs 
and desires of this target market. This may assist retailers and town planners 
to design facilities and services around meeting such group needs as well as 
revealing segments with needs that are not well served by existing service 
offerings.  
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                                                                                                 Summerstrand South Campus 
DEPARTMENT OF BUSINESS MANAGEMENT 
Tel. +27 (0)41 5042031  Fax. +27 (0)41 5832644 
          noxolo.mazibuko@nmmu.ac.za 
 
 
Dear Respondent 
 
 
Cephas Zinhumwe is a PhD Student at the Nelson Mandela Metropolitan University. 
As part of his studies, he is supposed to undertake a research. His thesis is on the 
“perceptions of travelers on bus and railways’ retail servicescape in South Africa”. 
We have attached a questionnaire that concerns how you feel about the physical and 
social environment of the retail servicescape around the Johannesburg bus and 
railway station and their influence on your buying behaviour.  
 
The questionnaire is completed anonymously and you will not be identified in any 
way. The reference number on the top of the first page of the questionnaire is for 
administrative purposes only as questionnaires are administered to other shoppers that 
use the bus and railway station as well.  
 
You are kindly requested to respond to ALL the questions. Even though you might 
not be directly involved in any shopping activities today, the focus of this study is on 
identifying how you think about the retail environment of bus and railway station. 
Kindly ensure that you answer All the questions by marking your response to each 
statement by means of a cross in any one of the boxes given, please use the following 
scale: 1 = Strongly Disagree, 2= Disagree, 3 = Indifferent, 4= Agree and 5= Strongly 
Agree. 
 
We appreciate and thank you for accepting to be part of this study 
 
Yours Sincerely 
Professor Mazibuko 
Phone +27 41 504 2031 
 
 
• PO Box 77000 •  NelsonMandelaMetropolitanUniversity 
• Port Elizabeth • 6031 •  South Africa 
• http://www.nmmu.ac.za/busman 
 
• 
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                                Summerstrand South Campus 
DEPARTMENT OF BUSINESS MANAGEMENT 
     Tel. +27  0 41 5042031  Fax. +27  041 5041830 
                                                           noxolo.mazibuko@nmmu.ac.za 
 
Dear Respondent 
 
This questionnaire concerns how you feel about the physical and social environment of the retail servicescape around the 
Johannesburg bus and railway station and their influence on your buying behaviour. The questionnaire is completed 
anonymously and you will not be identified in any way. The reference number on the top of the first page of the questionnaire is 
for administrative purposes only as questionnaires are administered to other shoppers that use the bus and railway Station as well. 
You are kindly requested to respond to ALL the questions. Even though you might not be directly involved in shopping today, 
the focus is on identifying how you think about the retail environment of Johannesburg bus and railway station. Kindly ensure 
that you answer All the questions by marking your response to each statement by means of a cross in any one of the boxes given, 
please use the following scale: 1 = Strongly Disagree, 2= Disagree, 3 = Indifferent, 4= Agree and 5= Strongly Agree 
 
 Strongly 
Disagree 
Disagree Indifferent  Agree Strongly 
Agree 
1. For me it is important to do my shopping from stores that have an 
attractive front entrance into  the bus and railway station. 
     
2. I always do my shopping in stores that which are easely accessibility 
to the car park at the bus and railway station. 
     
3. For me tranquility within the bus and railway station creates a pleasant 
shopping ambience.  
     
4. Lighting within shops at the bus and railway station creates a warm 
atmosphere. 
     
5. The temperatures inside the bus and railway are usually comfortable.      
6. I always find the shops from the bus and railway station stores neat 
and clean. 
     
7. Background music from bus and railway stations’ environment relaxes 
me. 
     
8. I like shopping at the bus and railway station stores because they are 
spacious. 
     
9. The layout of stores within bus and railway station makes it easy for 
me to do my shopping. 
   `  
10. The waiting rooms at the bus and railway station are spacious, clean 
and attractive. 
     
11. I enjoy meals from restaurants that are located in the bus and railway 
station. 
     
12. I like the visual display of stock in bus and railway station stores.        
13. Merchandise that I find within the bus and railway station stores is of 
good quality, reliable and is dependable. 
     
14. I am always attracted to buy from bus and railway station stores 
because they are painted nicely.   
     
15. It brings me joy just to do window shopping while talking to frontline 
staff at the bus and railway station stores. 
     
16. The presence of other people always gives me joy when I am shopping      
• PO Box 77000 •  NelsonMandelaMetropolitanUniversity 
• Port Elizabeth • 6031 •  South Africa 
• http://www.nmmu.ac.za/busman 
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at the bus and railway station stores. 
17. When I am with friends at the bus and railway station stores I 
generally purchase more items. 
    
 
 
18. Bus and railway station staffs are always friendly towards patrons.      
19. Employees from the bus and railway station stores have specialist 
knowledge on the product they sell. 
     
20. Bus and railway station staffs are always available to help anyone 
shopping within the station. 
     
21. I usually feel friendly and talkative to others around me when I’m 
shopping at the bus and railway station. 
     
22. I enjoy shopping at the bus and railway station stores because I can 
bargain for cheap prices. 
     
23. I find hasty shopping for me at the bus and railway station beneficial.       
24. Well-displayed goods at the bus and railway station stores allow me to 
reduce my shopping time. 
     
25. I always ensure that I make a purchase at the bus and railway station.       
26. I buy bulky goods from the bus and railway station stores because they 
are close to transport terminus. 
     
27. I convey my satisfaction of goods purchased at the bus and railway 
station to my friends and family. 
 
     
28.  I am happy with the good quality of items purchased at the bus and 
railway station. 
 
     
29. The prices of quality goods at the bus and railway station are 
acceptable to me. 
 
     
30.  I experience pleasant feelings when shopping at the bus and railway 
station. 
     
31. The attractive surroundings at the bus and railway station in my 
opinion are pleasant. 
     
32. I am usually confident with my shopping decisions at the bus & 
railway station. 
     
33.  I  am always  certain about the quality of products that I have 
purchased from the bus and railway station stores 
     
34.  I always seek information from my friends after I have purchased any 
product s  from the bus and railway station stores. 
     
35.  I always change goods purchased at the bus & railway station because 
of quality. 
     
36.  I always feel good after I have purchased an expensive item from the 
bus and railway station. 
     
37. I always purchase products from the bus and railway station that I later 
perceive as impulse goods. 
     
38. I would like to come back for shopping at the bus and railway station 
in future. 
     
39. I will always buy from the shops whenever I visit the bus and railway 
station. 
     
40.  I am willing to spend more than I planned at the bus & railway station 
stores.  
     
41.  I would like to stay longer than I planned at the bus and railway 
station so that I can do my shopping.  
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42. I would recommend the bus and railway station to my friends and 
others because of its stores and attractive surroundings. 
     
 
PLEASE INDICATE YOUR GENDER   
Male  
 
Female  
PLEASE INDICATE YOUR AGE GROUP  years     
 20 – 29   30 – 39  40 – 49  50 – 59  60 + YRS  
 
 
   PLEASE INDICATE YOUR INCOME LEVELS  Per annum  
 R1000-R25 999   R26000-R49 999  
 
R50000-R99 999  ±R100 000  
 
   HOW MANY TIMES HAVE YOU VISITED THE BUS AND RAILWAY STATION IN THE PAST 
Never  First time  
 
Occasionally  Frequently  
 
INDICATE HOW OFTEN YOU HAVE SHOPPED AROUND THE BUS AND RAILWAY STATION 
Never  First time 
 
 Occasionally  Frequently  
 
 
 
KINDLY ENSURE THAT YOU HAVE ANSWERED ALL THE QUESTIONS. 
 
 
 
 
THANK YOU FOR YOUR CO-OPERATION 
 
 
